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1. Introduction 
Market management involves a set of market activities followed by an organization to perform the sales and marketing practices of a specific product. It helps the organization to achieve its business goals as well as attract customers towards the organization (Deepak, and Jeyakumar, 2019). However, it involves different activities such as buying, storage, distribution, financing, etc. The study demonstrates the overall idea of marketing management of the Intel company by illustrating the communication, promotional strategy, branding, advantages and disadvantages of brand equity, customer journey, customer touchpoints, customer journey map, and total engagement mode. Along with that, the study includes some recommendations to guide the further improvement of the Intel company.
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Figure 01: The organization logo
(Source: Intel, 2023)
Intel is the top most popular semiconductor manufacturing company throughout the world. The company came into existence in 1968 holding the hands of Robert Noyce and Gordon Moore. It provides a wide range of computer circuits which made the company famous around the world (Intel, 2023). However, the company achieved great success in the journey of manufacturing microprocessors to semi-computers. The mission of the company is to provide engineered solutions to the customer and the vision is to increase organizational performance by trust building approach.
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Figure 02: Market share of Intel
(Source: Statista, 2023)
According to the statistical representation, there are significant ups and downs found in the market revenue of Intel. The above figure shows the market share of Intel from the year 2008 to 2022. The market share of the company in 2022 was about 9.7% of the global market revenue which was about 601 billion dollars (Statista, 2023). It implies that Intel has a significant position in the global semiconductor manufacturing industry.
[bookmark: _Toc142161426]2. Communication 
Communication is an essential component of an organization that provides different types of facilities for the organization. The term communication signifies the process of exchanging knowledge and ideas from one person to another person. It helps to provide insights to the Intel company to increase employees' work effectively. Along with that, it is essential to avoid any misunderstanding and dispute among the working individuals of a company. Moreover, an effective communication process encourages the working efficiency of the organization as well as increases the quality of the product. However, there are mainly two types of communication processes available which include verbal and non-verbal communication systems (Febriantini et al. 2021). Language, writing, etc are the components of verbal communication whereas signs, expressions, body language, etc are the components of non-verbal communication systems.
[bookmark: _Toc142161427]2.1 Shannon-Weaver Model
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Figure 03: Shannon-Weaver model of communication
(Source: Self-designed)
Shannon and Weaver provided a structural representation of the communication to understand the processing of the communication system from resource to destination. They considered a variety of components in their communication model including information source, transmitter, receiver, destination, and noise source. According to the model, an information source is the person or the resource where the information is generated (Communication Theory, 2020). Next, there is the transmitter which turns the information into a signal and sends it to the receiver. As soon as the signal is received it is again converted to the messages and sent to the final destination. However, the noise source here is the external factor that affects the communication system. This model provides an opportunity for the Intel company to understand the actual information processing system. Along with that, it helps to maintain the communication channel within the organization effectively. On the other hand, understanding the noise source helps the company to assess the possible barriers to communication systems within the workplace.
[bookmark: _Toc142161428]3. Integrated Market communication
Integrated Market Communication (IMC), also known as relationship marketing, is a strategic process of choosing, developing, evaluating, and coordinating with the stakeholders of the firm. The goal of IMC is to build a strong and healthy relationship between the seller and the customer through an interactive exchange of information (Blakeman, 2023). The tools of integrated marketing communication are regarded as the prime concern currently as they are capable of targeting mass customers, marketing the events of the firm, handling social media sites, and so on. 
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Figure 04: Integrated marketing communication
(Figure: Self-designed)
The tools of IMC are advertising, public relations, sales promotion, and direct marketing (Kushwaha et al., 2020). IMC plays an important role in building long-term and healthy relationships with customers as their messages are specially made for the targeted audience regarding their needs, wants, and lifestyles. This is considered an investment of the company that helps to increase brand equity by gaining customer loyalty (Oliveira and Marques dos Santos, 2022). In recent years, IMC is dominating the communication and market strategies of the companies and succeeding in the companies for their brand performance and brand appeals by reaching individual customers with a specially tailored message as per their demands. 
[bookmark: _Toc142161429]4. New Promotional Strategy of Intel 
Promotional strategy refers to the systematic measures taken by an organization to enhance the sales and marketing potential of the organization. However, the promotional strategy should be changed with time to achieve maximum outcomes. The recent promotional strategy of the Itel company can be proved as a great measure for the company to build brand recognition throughout the world. However, two types of promotional strategies can be adopted by the organization including online promotion and offline promotion (Feng et al. 2021). 
[bookmark: _Toc142161430]4.1 Online Promotion
Brand advertisement through different digital platforms can be a great strategy for Intel to promote its brands online. They can advertise their product category, special features, price range, etc on the social media platform (Czinkota et al. 2021). It can attract a large number of audiences to the organization at a certain time. 
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Figure 05: Online promotion of Intel
(Source: Self-designed)
However, Intel has launched the five-note jingle to encourage its promotional process around the globe. It has helped them to spread brand awareness among the people and enhance the marketing potential of the company. Along with that, Intel has organized different promotional campaigns through online platforms which helps them a lot to achieve success.
[bookmark: _Toc142161431]4.2 Offline Promotion 
The measures taken by Intel to encourage offline promotion include direct selling of brands, personal selling, public relations, etc. The company performs a direct marketing system by connecting with wholesalers, retailers, and otter manufacturing companies to sell their products directly to potential buyers as well as encourage the growth of their business. 
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Figure 06: Offline promotion of Intel
(Source: Self-designed)
Along with that, Intel made a strong relationship with the customers as well as the stakeholders to market their brands. However, such offline promotional strategies helped the company in a great way to achieve the business goals of the company as well as get a significant profit (Haeruddin et al. 2023). Along with that this method of promotion helps the organization to build a bonding with the potential customers.
[bookmark: _Toc142161432]5. Branding and Brand Equity 
[bookmark: _Toc142161433]5.1 Branding
Branding is a process of creating a strong image of the company's products and services in the minds of customers (Dam and Dam, (2021). It combines various elements like the brand design, logo, theme, and mission statement to create a strong impact in the customer's mind. As there are many companies in the market, branding is used as a tool to differentiate an organization from its competitors. 
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Figure 07: Different aspects of branding
(Source: Self-designed)

Unique and consistent branding can have a huge impact on the business as it gives the business an advantage over the competitors and helps in maintaining loyal customers at a much lower rate, leading to higher profit generation. A strong branding strategy is based on values that are similar to the customers' values or the targeted audience. Intel is one of the leading brands in the technology-based industry. It is dominating the world market with many investors interested in investing in the firm due to the excellent performance of the products developed by the firm.  
[bookmark: _Toc142161434]5.2 Brand Equity 
Brand Equity aims to increase the cash flow of the company and competitors from across the globe. Increasing brand equity is the goal of the company to stay strong in the market. Therefore, brand equity is a concept of marketing, branding studies, and management. Intel is a huge corporation that provides excellent services and products to its customers. With great branding and management skills, the firm has managed to stay ahead of its competitors and influence the global market. Good brand equity often has a positive influence on the responses from the stock market, market shares, consumer preferences, brand reputation, and the willingness of the customer to pay for attaining the services of the brand. It has two perspectives, i.e., customer-based and financial-based. The customer-based brand equity refers to the responses of the customers and how they are affected by the goods and services provided by the brand. Whereas, financial-based brand equity focuses on measuring the financial values and data to understand the brand's success (Marques et al.,2020). 
[bookmark: _Toc142161435]6. Keller's Brand Equity Model 
The brand is the first and foremost important element of a company which is directly involved with the profit of the company. Therefore, it is essential to develop strong brand equity to get a significant position in the market (Steenkamp et al. 2020). However, Keller has provided a pyramidic model of brand equity to provide knowledge about the level of brand identity and relationships. This model can help Intel to enhance their recognition throughout the world.
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Figure 08: Keller’s Brand Equity Model
(Source: Bhasin, 2023)
According to Keller's model of brand equity, four components are related to the four questions. The first component is the identity which signifies the recognition of the brand. It indicates that Intel should provide all the information about its brand to enhance the reputation of the company. Along with that, they should provide accurate information to the customers. Next, there is the meaning which provides knowledge about the product quality and the pricing system of the product. It provides an opportunity for the customers to buy the right things as per their requirements. The next element is the response which comes from the customer’s end. It affects the reputation of the brands offered by the company (Doddy et al. 2020). The final element is the relationship which signifies the bonding between the company and the customers after purchasing a satisfying product. Intel should assess all these components carefully to increase its brand awareness.
[bookmark: _Toc142161436]6.1 Advantages of Keller’s Brand Equity Model
Providing strategic framework: Keller's brand equity model provides a strategic framework for Intel to promote its brands in the international market. It also provides a roadmap for the company to enhance business growth 
Building brand awareness: Keller's model helps to enhance the awareness of the brand of Intel company which ultimately influences the company to achieve a desirable outcome.
Getting stability in the marketplace: By applying Keller's brand model Intel cab gets a stable position in the market which increases the marketing potentiality of the company. 
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Figure 09: Advantages of Keller’s model
(Source: Self-designed)
Providing customer satisfaction: Customer satisfaction is another important aspect that needs to be considered by the company. However, the above brand model can help to bring loyalty to the brand among the customers. 
[bookmark: _Toc142161437]6.2 Disadvantages of  Keller’s Brand Equity Model
Negative impact in the market: Keller's model influences the company to get recognition widely but in that case, a bad product can affect the reputation of the whole brand. 
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Figure 10: Disadvantages of Keller’s model
(Source: Self-designed)
Lack of improvement in internal structure: Keller's model does not provide much attention to the internal structure of the organization.
Lack of attention to financial growth: Keller's brand equity model also pays less attention to the financial stability of the organization.
[bookmark: _Toc142161438]7. Customer Journey 
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Figure 11: Customer Journey
(Source: Self-designed)
Customer journey is an important concept in understanding the complex behavior of the customers and getting feedback on their experience from the brand. It is a process that a customer goes through to gain access to a company's products and services (Tueanrat et at., 2021). 
Four important stages of the customer journey can help Intel company to provide quality services to customers.
Awareness: As the customers need goods and services, they are looking for the best-suited company that offers their desired services and products. They start to become aware of the company and its services. At this stage, the employees of the company can help the customers by talking to them about their requirements and educating them about the business and its offerings. Intel can attract customers by publishing various products offered by them and also advertising their innovations.  
Consideration: At this stage, the customer starts to consider one company over the others. The consideration stage of the customer requires more support and communication between the organization and the customers as they need a deeper understanding of the company and its products and services. They expect proof and facts of why the company is better than its rival. Some previous customers' reviews, case studies, or blogs of the company can help the customer to get a better understanding of the company. Intel can talk to their clients about their products and explain all the features of their products and services. 
Decision: The decision-making stage occurs when the customer decides to buy products and services from a company. To ensure a smooth and easy way of selling goods and services, the company needs to provide well-established and user-friendly websites or offline stores that offer proper pricing information and multiple payment options to the customers. To get a smooth functioning, Intel might have to set up various branches in all the countries where their customers are based.  
Loyalty: Even after a customer buys the products and services from the company, the engagement between the company and the consumer must continue to gain customer loyalty towards the firm. Intel is known to provide good services, but they can strengthen their customer loyalty by providing them with extra benefits to choose their services.  
[bookmark: _Toc142161439]8. Customer Touch Points 
Customer touchpoints indicate the interaction between the customers and the company related to the product or services (Larochelle et al. 2019). It helps an organization find opportunities to provide quality services to its customers. Due to the digitization process companies like Intel have advanced their customer touchpoints and enhanced their organizational efficacy. However, there are mainly three types of touchpoints found including pre-purchase, purchase, and post-purchase touchpoints.
[bookmark: _Toc142161440]8.1 Pre-purchase
Intel website: Intel’s website is a great example of pre-purchase touchpoints for their business. By visiting this website people can check the products as per their requirements. 
Advertisement: Intel adopted the advertisement process for increasing brand awareness and attracting a large number of customers to their organization. It helps the company to increase the reputation of the company (Heath and Gaeth, 2019).
Social media platform: Intel uses different types of social media platforms to promote its brands. The popular social media handles of the company include Facebook, Instagram, LinkedIn, Twitter, youtube, etc.
Review: Evaluating customer reviews are also an essential measure for the company to draw the attention of the customers.
[bookmark: _Toc142161441]8.2 Purchases
Online shop: Intel introduced its online shop to provide purchasing facilities to customers of different countries. However, this approach of the company helped them to get a significant number of customers.
Direct selling: Intel has many stores all over the globe which facilitates the customers to buy products directly from the shop. Customers who want to purchase from a physical store can take this facility of direct selling (Peterson  et al. 2020).
[bookmark: _Toc142161442]8.3 Post-purchase
Customer feedback: Taking customer feedback is an essential step after a successful purchase. Intel takes customer feedback from different digital platforms as well as conducting different surveys (Lucini et al. 2020). 
Customer relationship: Intel values its customers to a great extent. They provide significant customer solutions to maintain good relations with them. It helps to influence the company for further development to a great extent.
[bookmark: _Toc142161443]9. Customer Journey Map 
A customer journey map is a description of a customer journey and its stages. It informs the business about customer interaction from the first stage of awareness to the last stage of gaining customer loyalty (Bascur et al. 2019). The firm can detect customers' behavior, gaps, and loopholes, and understand the customers' experience with the help of a customer journey map (Techtarget, 2023).  
[bookmark: _Toc142161444]9.1 The Persona of an Intel Customer
Intel and Lenovo joined hands and came into a multi-year partnership on August 5, 2019 (HT Tech, 2022). Together, they will focus on the creation of High-Performance Computers and AI models. 
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Figure 12: Customers of Intel
(Source: Self-design)
Background: Lenovo is a technology company that produces innovative PCs and mobile phones. Founded in 1984, the worth of Lenovo is US$ 47 billion currently as it has emerged as the world's largest PC vendor company across the globe. Today, the company has expanded to almost all countries and produces all the technological devices including workstations, tablets, servers, smartphones, and many more (Nikkei, 2023). Lenovo products use Intel processors, servers, and AMD-powered appliances. 
Demography: Intel has managed to expand worldwide through Lenovo and other customers. The branches of Intel are located in 46 countries and have more than 10 lakh employees working across the globe (Intel, 2023). The company supports diversity in the workplace with 72 percent male employees and 27 percent females. It also gives way to the ethnicity of the company by offering jobs to white people, Asians, Black and African Americans, Latino and Hispanic people (Zippia, 2023). 
[bookmark: _Toc142161445]9.2 Critical analysis of Customer Journey map
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Figure 13: Customer Journey Map
(Source: TechTarget, 2023)
Lenovo joined hands with Intel Corporation on 5th August 2019 and has been in good relations with the firm. Both firms have decided to focus on the development of High-Performance Computers and strengthening the AI models shortly. Intel provides processors and servers to Lenovo for their computers, laptops, and tablets. All Computer Models of Lenovo have adopted Intel processors. With excellent services and quality provided by Intel, Lenovo is indulging more in their partnership. 
[bookmark: _Toc142161446]9.3 Strengths
Intel is one of the leading technology brands. It has several strengths that have led to the success of the company. 
Strong brand reputation: Intel is trusted by most customers due to its high performance and high-quality computer products. The processors of Intel are the most trending product. 
Innovations and Creativity: Intel has been developing technologies for a long duration and has played a vital role in the evolution of the computer industry. They have been updating their work environment with the global changes and the requirements of the customers. 
Strong market position: Intel is the most dominant company in the computer processor market. With many investors, Intel gets the advantage of developing new technologies and products with great investments received. 
[bookmark: _Toc142161447]9.4 Weakness 
Being one of the finest companies in processor markets, Intel also has some weaknesses when it comes to customer requirements and experience. 
Absence in Mobile Sector: Intel is leading the Computer Industry and now, they are entering the AI sector too with the help of its customers. But still, Intel is missing from the mobile sector. As all people these days have multiple smartphones, Intel doesn't have any plans to enter the Smartphone Industry. 
Extra Production: Intel is known to over-produce its products which leads to the reduction of demand in the market. The market gets flooded with its products which have a huge impact on the profits of the firm. 
Missing from Developing Countries: Intel has managed to expand in various countries but its branches are still missing from the developing countries of the world. For the production of PCs or tablets in developing countries, Intel has to ship its processors to its customers. 
[bookmark: _Toc142161448]10. The Total Engagement Mode 
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Figure 14: Kano Model of Customer Satisfaction
(Source: Li and Zhang, 2021)
Business companies are increasingly focussing on providing satisfaction to their customers to gain their loyalty. The customer satisfaction models are used to measure the effect of the company's products on the customers and their satisfaction. The Kano Model of Customer Satisfaction is one of the finest models to measure customer satisfaction and improve the problem-solving process of the firm (Li and Zhang, 2021). It tells the organization about product performance and customer satisfaction after using the product. It divides the product attributes into four parts: 
Threshold: Threshold attributes are expected by the customers and are a "must" of the products or services provided by the firm. 
Performance: If the performance of the services and products provided to the customers is good, the customer will be happy and demand more of it. But if the performance is bad, the satisfaction of the customer will diminish. 
Excitement: The excitement attributes are the latent needs of the consumers, i.e., the customer does not expect them but gets highly satisfied if they receive them. It generally comes from the performance of the customer services or extra features and profits in the services and products given to the customer. 
Indifferent: These are the attributes that a customer does not expect but have a huge impact on the decision-making of the customer. 
Intel can use the Kano Model of Customer Satisfaction to ensure smooth functioning and better quality of the products. They do follow the Threshold and Performance attributes for the clients, but they can apply the other two attributes to make their clients more satisfied. It will also help the company to expand in developing countries as well by attracting other customers that fail to reach the firm. 
[bookmark: _Toc142161449]11. Recommendations 
For a company like Intel, finding new investors and clients is an easy task. Though there are some recommendations that the firm can implement to gain better profits and ensure customer satisfaction at all levels:
Expansion to Developing Countries: As Intel is based only in the developed countries of the world, the owners of the company can start to expand in developing countries as well. As developing countries are becoming a hub of innovations and technologies, Intel can find many suitable clients who need guidance and advanced processors to achieve their goals.   
Less Production: Most of the processors and servers of Intel flood the market and reduce the demands of the customers. By developing less amount of goods and services, the company can increase the demand for its products in the market. Once the demand is increased, the company can also increase its prices. This will lead to better profits for the company and reduce the wastage of products, efforts, and costs. 
Development in Mobile Sector: With many happy and satisfied customers, Intel can expand to the Mobile Industry as well. The company has already managed to create a chain of loyal customers. If the company puts appropriate strategies and methods to set up in the mobile sector, the company may see various profits in the upcoming years. 
[bookmark: _Toc142161450]12. Conclusion 
The whole study provides a clear overview of the marketing management theory along with explaining its importance in the most popular semiconductor manufacturing company that is Intel. The study also provides an overview of the company by illustrating the global market share and the revenue of the company. Along with that, the study includes the communication system in the workplace demonstrating Shannon-Weaver's communication model and the integrated communication system. The study also reflects current promotional strategies adopted by Intel including the online and offline marketing strategies. The concept of branding and brand equity is mentioned in the study by explaining Keller's brand equity model. The study also signifies the customer journey and customer touchpoints by critically evaluating the customer journey map. 
However, from the above study, it can be concluded that Intel has adopted some marketing management strategies to improve the quality of the business growth of the company. But there is room for improvement for the company to encourage an effective marketing management system as well as achieve the maximum profit per year. The given recommendations can provide insights to the particular organization to inculcate future opportunities to develop its brand throughout the world. 
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