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For companies, it is important to develop marketing strategies because it helps in increasing the awareness of the brand. Business marketing develop effective marketing strategies for the promotion of products and services that helps in increasing sales and increase the performance of the brand. The development of market strategies helps in the identification of business objectives and business goals.For the business, it is important to develop market strategies to attract customers the goal of marketing strategies is to generate value and increase sales with the rise and awareness and it also aims for the development of customer relationships (Brennan, Canning and McDowell, 2020).Effective and efficient market strategies help in the identification of the targeted market and help in market research for the product and services. Adoption of an effective marketing strategy helps in the identification of the business objectives and helps the business to create strategies and tactics for the customer segments (Brennan, Canning and McDowell, 2020). 
There is a relationship between marketing strategies and effective planning that can help in the identification of market opportunities the implementation of effective technologies and social media platforms can help in the development of effective communication with the targeted audience. Jockey is one of the huge manufacturers of sportswear and sleepwear for every age group women,men, and children jockey was founded in 1876 by Samuel T. Cooper. Jockey has its business operations in many countries and has huge supply chains in many countries (Ritter and Pedersen, 2019).Jockey has large operations of the manufacturing and supply chains and has effective marketing strategies for the identification of the customer base for the products. jockey has adopted various business models for the attraction of customers and it has various marketing campaigns across various countries.Jockey has developed various strategies for its products such as pricing strategy, advertising strategy, marketing strategy, and product strategy (Ritter and Pedersen, 2019).
[bookmark: _Toc124169214]2. Discussion and analysis
[bookmark: _Toc124169215]2.1 Definition of the Communication
Communication means the transmission and sharing of ideas, facts, feelings, and opinions. communication helps in the management planning, supervision, and staffing in the organization. In communication, it involves the transferring of the message and information from one person to another. Communication can be considered as the exchange of information, massage, and signals by talking or by writing. These ideas and information can be exchanged through the common system and through various resources. Communication helps in the development of effective collaboration among the person and helps in the development of the influences and impacts on the mind of another person. Effective communication has in the development of the effective integration of ideas and information (Rico-Gallego et al., 2019).
[bookmark: _Toc124169216]2.2 Communication model for the Jockey
For the business,organizational communication plays an important role and helps in establishing communication with the customers. The main objective of the communication model is to deliver information and establish a relationship with stakeholders and customers.Jockey has learned the importance of the adoption of the communication model that can help in establishing effective communication with the stakeholders and customers (Rico-Gallego et al., 2019).Implementation of the communication model help in generating and fulfilling the requirement and for the jockey, it is important to implement the process of communication and it is important to identify all aspects of the communication models. Shannon weaver’s communication model can help in the business operations and development of effective communication for the jockey.It is one of the complex communication models of the linear communication model. There are critical elements in this communication model such as the Sender, encoder, decoder, channel, and receiver.In this model, it includes the concepts of the channels of transmission, receiver, and noise with the adoption of this communication model there can sendamessage by the sender can be distorted because of the presence of noise this model has developed the importance of the feedback from the receiver (Rico-Gallego et al., 2019).
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Figure 1: Shannon and Weaver model of communication
Source: (Rico-Gallego et al., 2019)
Adoption of this communication model helps in the development of effective communication between the receiver and sender.In this model, there are various factors that can affect the process of communication which is known as noise.This model was developed for the improvement in the mode of technical communications. In this model of communication,the message can be sent by the sender in multiple ways.Encoder add transmitter helps in converting the ideas into the signals that can be received by the sender.This model helps in the explanation of communication through various means. In this model the channels of communication helpin the information from the transmitter through the receiver and decoder (Cartwright, Liu and Raddats, 2021). This model can be beneficial for the jockey to establish communication with the stakeholders and customers in an efficient way. In this communication, there is various processes for the noise interruption from sender to receiver. In the communication model of Shannon and Weaver, there is the adoption of the technical communication process that can help in the development of efficiencies. For the business adoption of this model can help jockey to establish successful and effective communication with the stakeholders (Cartwright, Liu and Raddats, 2021).
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For the business, it is important to adopt the practices of marketing communication with the use of technology to reach the targeted audience. The concept of integrated marketing communication was introduced in 1980 that has changed the way of communication and market interaction. In the business,the option of integrated marketing communication can help in establishing the coordination in the activities of marketing and promotion for the establishing the communication practices with the customers. The practices of integrated marketing communication helps in the development of collaboration and communication with channels to deliver the message of the brand.Jockey has adopted various approaches towards marketing and the integration of various strategies to raise the awareness of the brand through the marketing channel.Adoption of the strategies of integrated marketing communication can help jockey to get a huge customer base in the market operations (Muhammedrisaevna, Bayazovna and Kakhramonovna, 2020).
Adoption of the practices of integrated marketing communication can help in the generation of awareness of the brand among the customer and targeted audience.Integrated marketing communication can help jockey to develop long-term relationships and it can also help in the management of activities and promotional activities.There are various integrated marketing communication tools that can help jockey industrial polishing of effective marketing operations and effective strategies.For the promotion of the products advertising is a tool of integrated marketing communication using various platforms and social media channels.Jockey Can spread the message and can raise awareness of the brand among the various customer groups (Blakeman, 2018). Jockey can also adopt the practices of sales and promotions that can help in delivering the brand message and the salesand promotion can help in generating awareness of the brand.In marketing communications jockey can also adopt various strategies for direct marketing approaches that can help in reaching the target market and the targeted customers, social media marketing can help Jockey to reach the target market and to reach the customers to deliver a message of the brand. There can be some challenges in integrated marketing communication that can affect the business marketing strategy of the jockey. There are various components of integrated marketing communications such as strategic communication, organizational communication, digital communication, public relations promotions, and relations with the investors and stakeholders that can help in the development of effective marketing strategies with effective communication for the jockey (Blakeman, 2018).
[bookmark: _Toc124169218]2.4 Promotion
Jockey has various operations on a huge level in many countries.Jockey is one of the huge manufacturers and retailers of undergarments and sportswear for every age group.Jockey has various strategies for its operations and for generating awareness of the brand among the customer.Jockey also has various strategies for the designing and for management of the processes. There is a need for Jockey to establish an effective promotional strategy according to the interest of the customer. Development of the promotional strategy helps in increasing the perception of the value and helps in providing competitive advantages (Yasa et al., 2020).Jockey has promotional strategies for the identification of the market segments and needs and demands of the customers.Jockey has a promotional strategyfor the global market and these strategies help in providing competitive advantages to the company.
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Figure 2: Promotional strategy of the Jockey
Source: (Mukonza and Swarts, 2019)

Jockey has created the quality in the products that have led to success and helped in the creating the brand image.Jockey has various promotional campaigns for promoting its products and has a strategy for creating a customer base.Jockey has used various channels for marketing such as social media channels and TV advertisements through newspapers and posters to create brand awareness.Promotional strategies play an important role in the marketing of the protest in the company through these promotional strategies (Yasa et al., 2020). 
[bookmark: _Toc124169219]2.5 New strategies of the company
Jockeyhas adopted the various strategies for the attracting the new customers. These strategies are such as the marketing strategies, promotional strategies and strategy for the pricing that can help in building the relationship with the customers and helps in the identification of the preference of the customer through the customer reviews and comments on the channels.Jockey has also created official websites for the promotion of the product and has various updates on the websites through the social media platforms. It also  launch the new products and implement new designs through these strategies.Jockey has get popularity and has created a reputation for the brand by these strategies.Jockey has various tools for the promotion of the business to create brand awareness. There is a need for Jockey to create a strong strategy with the effectiveness. Jockey also has the strategies for search engine optimization and has website creation for attracting customers. Social media plays important role in the promotional strategies for Jockey it is important to manage the content and the attraction of customers. Social media plays important role in attracting customers in cost-effective ways (Mukonza and Swarts, 2019). 
There is a high potential in these strategies to attract a large customer base with effective content. Jockey can also adopt the strategies for the brand partnership with the effective use of the resources. Email campaigns are also part of the strategies and they can be a cost-effective way to show the promotional activities and content of the brand to a huge audience. These strategies of the Jockey also has various contests and prices and various offers for the customer with discounts that have taken the attention of the customers. These strategy will help Jockey in increasing brand awareness (Mukonza and Swarts, 2019).
[bookmark: _Toc124169220]2.5 Branding and Brand Equity
Branding is the process that is used by organizations for the promotion of products and services for attracting customers. Brading can also be considered as the strategy of the organizations for the consumers and shareholders. there are various components of branding such as visual designs. Logo and mission and vision of the company. For the success and marketing operations of the company, Branding plays an important role (Hunt, 2019). Brand equity shows the value of the company and has the components such as the resulting value, consumer perception, and positive and negative impacts. There are various impacts of brand equity on the sales and profitability of the company. Branding and brand equity plays important role in the management of the operations in the company and helps generate customer value. There are various impacts of the activities of branding and brand Equity on the profit of the company. These processes can also help in the expansion of the market areas (Hunt, 2019).
[bookmark: _Toc124169221]2.6 Innovative strategies of the Jockey
For the business, it is important to develop innovative strategies that can help in the competitive advantages to the business. Jockey has various strategies for the business and innovations in the strategies helped Jockey in increasing sales and revenue. Adoption of innovative strategies in the business with technological implementation can help Jockey in increasing the value of the products and services that have the potential to attract customers. Jockey can adopt innovative strategies in the business model with innovative approaches. These innovative strategies help in the identification of the business goals and objectives and also help in the long-term goals. These innovative strategies help in the development of a clear vision and focus and in the Jockey these innovative strategies can be developed by the adoption of strategic approaches and by the identification of the targeted audience (Zollo et al., 2020). These innovative strategies help in skill development and focused on the development of an innovative culture in the operations of the organization. Jockey has adopted the innovation strategies in their designs and has adopted the strategies in the strategies for marketing and in the various operations. it also has adopted strategies for effective marketing operations and in Research and development that has helped in providing competitive advantages and in analyzing the markets and customers (Zollo et al., 2020). 
Jockey has strategies for improvements in the designing of the products and services that aim for the establishment of sustainability in the business market. Jockey has implemented new technologies in business operations and in the supply chains that have helped in the transformations of the strategies in the market. These innovations and strategies have the potential to increase productivity and increase the sales of Jockey. Jockey has implemented innovation in the manufacturing operations for increasing the quality of the products to attract customers (Zollo et al., 2020).
3. Keller’s Brand Equity model
The brand Equity model of Keller also known as the customer-based brand equity model helps in the strategic management of the brand. This model helps in increasing brand equity through the development of an understanding of the needs and demands of the customers. Increased brand equity helps in attracting customers and has provided various advantages in business operations. with the adoption and implementation of this model, Jockey can enhance the customer experience and focus on the activities of the branding (Sarker, Mohd-Any and Kamarulzaman, 2019).
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Figure 3: Brand Equity model of the Keller
Source: (Woo, Jung and Jin, 2019)
Implementation of this model helps in the identification of the customer and helps in the development of the responses and relationship with the customer. This model has the potential to create a brand image. There are various components in the pyramid of the brand equity model of the Keller such as identity, meaning, response, and relationship. This model also helps in providing an understanding on consumer satisfaction. In this model of the Keller, there is the also performance indicators such as product reliability and durability and efficiency, and effectiveness. In the model of the Keller there is a strategy for the design and pricing. In this model of the Keller, brand resonance helps in the identification of the perception of the customer and helps in the development of the relationship with the customer in the business journey (Woo, Jung and Jin, 2019).
There are various advantages of the brand equity model of Keller. For the Jockey, it can help in the identification of the brand identity and through the practices of resonance, it can help in the development of loyalty and helps in engagement with the customers. This model also helps in providing the access to the targeted customers and helps in the identification of positive reactions and creates brand awareness. Implementation of this model helps Jockey in the product features, product reliability, and in providing efficient customer service with efficient design and with affordable pricing of the products (Sarker, Mohd-Any and Kamarulzaman, 2019). 
There are also some disadvantages of the model that can affect the process of the implementation of this model in the company. The complexity in the model can affect the behavior of the customer toward the brand and it can also affect the value generation of the brand. Lack of development of the practices of the implementation of this model can cause difficulties in business operations and can affect the marketing practices and supply chains (Woo, Jung and Jin, 2019).
[bookmark: _Toc124169222]4. Customer journey map
In the strategic management of the business, the use of the customer journey map helps in the identification of the customer experience. In the prepurchase business operations of the Jockey there was the focus on the purchasing experience of the customer that can help customer to take decision on purchase. In the pre-purchase customer journey identification of the customer experience the management and teams can implement important business tactics for innovations in the designing of the products. In the customer journey map of the Jockey, there is a focus on the technics of the visualizations and development of the practices and tactics for enhancing the customer experience. In the purchase customer journey map of the Jockey, there is a focus and encouragement for the managers and team members to identify the emotional journey of the customers such as their thoughts, beliefs, and emotions. In the Jockey the process of the customer journey map is based on the customer touchpoints and based on the planning process that has the important in the business (Lu and Gao, 2021). In Jockey, there is a need for market research and a planning process that will help in the development of the customer journey. For a better customer experience Jockey has linked market research to the process of the customer journey. There can be many customer touchpoints that can help Jockey to identify the demands of the customers. It is important for Jockey to identify the requirements of the customers. In the post-purchase journey, it is important to implement the practices for the training, technological implementation, and implementation of the tools for the identification of the customer touchpoints. It is important for Jockey to take strategic decisions for the adoption of the practices of product innovations to improve the customer experience (Lu and Gao, 2021). 
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Figure 4: Customer journey map of the Jockey
Source: (Micheaux and Bosio, 2018)
For an effective customer experience, the pre and post purchase point worked well and help in the adopting the practices and strategies for the identification of the experience and behavior of the customer andencourage the customers in providing thefeedback on the product and services. For Jockey, a customer journey map can work as an innovative tool for the identification and development of an effective customer experience. For the business, the customer journey map provides a valuable process of mapping and for the Jockey, it is important to collect the information for the touchpoints. The purchase stage hasn’t provides the effective detail of the customer journey. It is important for Jockey to adopt the approach for the identification of customer touchpoints for the development of an effective customer experience in the customer journey in the organization. with the implementation of an effective customer journey, mapping Jockey can reduce the risks and future threats in the business operations(Micheaux and Bosio, 2018).
[bookmark: _Toc124169223]5. Total engagement model
In the business model Jockey has adopted various models for the strategic planning of the business. In business operations Jockey has adopted the dedicated team model. In this business engagement model of Jockey, this company has provided the skills and knowledge to the employees and Jockey has various experts for the identification of the progress of the project. In Jockey, there is an efficient process for recruitment and for enhancing the motivation between the teams that will help in the development of an effective customer experience (Alvarez et al., 2020). This model will help Jockey to support in the business operations and helps in the development in efficiencies among the team members. For the Jockey there is also a need for the development of the effectiveness in the business operations for the implementation of the dedication in the operations. this model helps in the implementation of the relationship between the service provider and between the client. There can be various advantages to the implementation of the dedicated team model because this model is cost-effective and the implementation of this model will also help Jockey in efficient management. This model helps in the effective management of the team and helps in the development of effective collaborative practices in the business operations of Jockey (Alvarez et al., 2020).
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In the business of Jockey, it is important to implement practices for enhancing customer satisfaction. Jockey has adopted various practices for the development of marketing strategies with the implementation of innovation to raise awareness of the brand. For Jockey, it is important to analyze the customer journey map that will also help in providing competitive advantages to Jockey. By the development of these strategies and with the identification of the future market Jockey can ensure the effectiveness in the communication channels and can ensure the expectations of the future stakeholders. For Jockey, it is important to analyze the communication channels and implementation of the communication models. For Jockey, it is also important to establish an integrated marketing strategy and various promotional strategies that will help in the business expansion and in the identification of new market opportunities. Jockey has various marketing channels and various practices and approaches for the development of the strategies. Jockey has created an efficient customer journey map for the identification of the customer experience. These strategies of the Jockey help in the attraction of customers in various markets. This company has independent sales divisions. This company has various market segments and various strategies for promotions and pricing. Jockey has started various marketing campaigns on various social media platforms. There is a need for Jockey to implement effective strategies for enhancing the communication channels and effective marketing strategies for raising brand awareness.
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