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INTRODUCTION

In this report will see how the company maximise the customer’s satisfaction, critically appraising how chosen organization can create innovative marketing strategies for raising awareness of the brand as well as managing and evaluating the customer journey across the righty of communication channels to ensure courants and futures stakeholders expectations.
COMMUNICATION: Communication is sharing or transmission of information for the purpose of developing the company’s activity.
COMMUNICATION MODEL: there are different models of communication. They are linear, interactive and transactional. In this case it is circular than linear with a sender, a coded message with a recipient who decodes it.
Claude Shannon and Waren weaver’s macro model is a model used to represent the standard steps of any form of effective communication.
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Source: Marketing Management, by Philip Kotler and Kevin Lane Keller,15th Edition (Global Edition) Pearson, Chapter 19 page 585
INTEGRATED MARKETING COMMUNICATION

Definition: is all means of communication that include advertising, media, newspaper, sales promotion, public relations, publicity, direct marketing. digital marketing and sponsorship that a company use for its marketing communication strategy
By referring to the TESCO, it uses a combination of marketing communication instruments:

· Push Strategy

PUSH strategy 
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TESCO is an intermediary between manufacturer and consumer.
STAGES of an IMC CAMPAIGN

Tesco has a target market ranging a certain average purchasing power to low that’s why there are very cheap products, also slightly higher products.it diversifies by creating several products and services ranging from banking, mobile telephony, clothing, and food. Because of this it has a fairly diversified customers with different purchasing powers which allows it to have different target markets The promotional objectives are to make more profit on the mass market by making daily, or weekly promotions in order to increase sales in such a short time and to be in direct contact with consumers to know much more about their needs. The promotion mix is made by a combination of various type of promotion to reach the maximum of consumers belonging to different target markets.  
ADVERTISING & MEDIA

The company uses media such as television, radio, newspapers, advertising inserts, billboards on roads to inform and influence consumers to come and buy its products. A channel to send marketing message to its consumers. From April TESCO has its own magazine that allows it to promote its own products by offering menu and drinks, culinary recipes according to consumer budgets.  
SALES PROMOTION

It uses too this method often when it wants to launch a new product on the market or when it wants to promote a product in order to increase its sales otherwise to renew its stock. Example: daily there is always a promotion on several products.
PUBLIC RELATIONS & EVENTS, EXPERIENCE
Tesco public relations department is very developed because it is a benchmark for the company that’s why we have noticed progress in rebuilding trust in business and a new corporate responsibility and sustainability strategy. Events are used to reach consumers by emotional campaign during Christmas Holidays.
DIRECT MARKETING

TESCO contacts its consumers through its website, mobile phone, fliers, and many others supports.

DIGITAL MARKETING

With the development of new information and communication technologies, digital marketing couldn’t be left behind, because it was able to reach a vast sample of consumers in a short time. Social networks are a fertile breeding ground where it can have a feed back but also new customers and identify their real needs. For example, Facebook, Instagram and Twitter.
THE STAGES of IMC CAMPAIGN

Tesco is interested in target markets where consumers with children have an average purchasing power, consumers who are interested by the quality-price ratio but also another fringe e very interested in quality.
Tesco: try to maximise its sales increasing its profits

-seeks to reduce the prices of its products very cheaper to allow people with average purchasing power to acquire them.

-aims to provide consumers healthy food products.

-wants to develop the online sales of its website by offering its products ranging from food, electronic to clothing goods in order to increase the number of customers.
-promotes local development by promoting local recruitment.
To prevent customers from switching to the competition Tesco creates lower prices on products, diversifies consumers purchasing opportunities with the price smelting according to purchasing powers and creates too discount cards. 
For all these objectives, Tesco had a big budget of advertising in UK in 2019 more than £80.8 m for its100th anniversary when in 2018 it was around £74.8m.
PROMOTIONAL STRATEGIES
The current promotions used by Tesco are coupon codes, vouchers code, Clubcard prices, reward cards which permit to have low prices in stores and online. For a certain amount bought Tesco offers delivery.
Tesco offers set of food and home essentials daily, weekly to help consumers to save money.

Tesco evaluate their IMC plan by doing surveys and use marketing research or analysis of sales data in order to define their marketing plan.
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Reference: Tesco Full report Web 2019 page 3

Tesco uses these data to define its marketing plan, see if these KPI are achieved, see the volume of its sales, and its financial management plan but also to improve the gaps in the different areas of management of the company.
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Reference: Tesco Full Report Web 2019 page 14

Tesco need in order to create awareness of the brand; it should focus on these promotions:

OFFLINE PROMOTIONS

-Create another target market reducing more the prices of its products because for some products of equal quality they are found among competitors at lower prices even Tesco has created its own label products at cheaper prices
-Ensure much more consumer satisfaction by diversifying products but above all by equipping much more stores, shops, wherever they are, to increase consumer choice in the acquisition of products.

-To further diversify the way consumers contact for example each week send flyers directly to certain customers at home to keep them informed of offers and personalize the contact by sending messages and emails directly to customers using new information and communication technologies instead of just updating the website .
-It would be nice in this idea to avoid waste and create sustainable development to send surveys to customers in order to have instruments of measurement that allow to fine-tune this campaign.
ONLINE PROMOTIONS

-With this period of pandemic disease “Coronavirus” Tesco needs to improve delivery much more in time and quality of service because we understood that from now on and over a long time, we will see many more consumers ordering online.

-Tesco should invest in web design to improve its website, make it much more attractive and easier to order. This would lead to a considerable increase in online sales.
-Tesco should invest in SEM search engineering and SEO optimization to be easily found with keywords. This would put it in a good position on the net, could increase its visibility and customers would take the site as a reference in the acquisition of products. . This could increase the number of customers but also the profit margin.
-The company could share its platform on other sites for a commission, that would only increase the number of its consumers and give it much more visibility
-After having improved its website and with its club card system, the company can trace purchasing habits and customer needs. At this moment it can provide more personalized assistance to customers by sending them emails which allows the company to have a more personalized approach of its marketing.

-With the public relations office, write press articles, create blogs, and give voice to clients through these blogs and an opt-Email list to interact directly with the client
BRANDING

“A brand is a name, term, sign, symbol, or design or a combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors “ 

(Reference Kotler, Keller, Brady, Goodman and Hansen, Marketing Management 1st edition Pearson Education limited 2009).
There is the brand name is the name of a product, a person or a company that makes its identification and differentiation on the market to be recognized as such and the brand mark is the logo.

“The Tesco brand first appeared in 1924 .The name came about after Jack Cohen bought a shipment of tea from Thomas Edward Stockwell .He made new labels using the initial of supplier’s name (TES) and the first letter of his surname (CO) forming the word TESCO “ Reference Wikipedia en.wikipedia.org 
The Brand equity is the value of the brand it has acquired over the years after a good position in the market by being recognizable in relation to an equivalent product .All this depends on consumer perception ,positive and negative effects and the resulting value (https://www.investopedia.com/terms/b/brandequity.asp )
The brand value of Tesco is connected to the value of the company but to the financial value.
KELLER’S BRAND EQUITY MODEL
Keller’s brand equity model serves to measure the success of a brand with consumers by their attitude towards that brand.
KELLER’S BRAND EQUITY MODEL
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Compared to this schema the bottom of the pyramid step of brand identity corresponds to the promotional campaigns and target marketing that Tesco launches to attract consumers and create awareness.
The brand meaning is the step where consumers gain confidence as Tesco makes affordable prices for middle income families, emphasizing the quality price ratio and healthy products creating a nice image of saving prices.
The third step refers to the part where customers after acquiring the products are satisfied and become the defenders of the brand, if they are not satisfied, they become detractors of the brand.
The fourth step is the brand resonance where a strong relationship with high loyalty is established between customers and the brand. For example, there are customers they go only in Tesco to buy food even all other products that they need because the have confidence with Tesco products.
It’s very important for a brand to build a brand equity in order to increase the value of the brand.

This Keller’s model equity has advantages and disadvantages:

Advantages
In general, this leads to an increase in direct sales of products and in addition a competitive advantage over our competitors. This advantage may promote the sale of products of under brands of the company.

In terms of relationships with stakeholders, this is a great advantage because they are ready to collaborate with companies that have a good brand image.
So, if this is the case now fear ending up in plenty of choice of stakeholders and have a bargaining power high for rating decrease of these costs.
To generate other sales, can be positive because the company can create other products and the good perception that consumers have of the good image of its brand can be an advantage.
An efficient and economical mode of advertising because it can, through a well-run campaign, promote products that depend on the value of the brand image that the company has built in the minds of consumers and in addition save on expenses in advertising.
There is the advantage of consumer retention because the value of the brand image pushes the customers not to change to go to the competitors and are even ready to pay a high price for the products
The company can have a certain flexibility in the management of costs because it can inventory according to its margins, the products to withdraw, to replace and to focus its advertising campaign on the products which are best sold.
the company can better export internationally to open shops because it benefits from a good image of the value of its brand
For example, in the case of Tesco 
-Once Tesco create the relationship with the customers, they will stay loyal regardless of the price even if the competitors make cheaper prices. Customers can increase the number of consumers of Tesco products by influencing their friends, family etc…

-Competitivity in the market

-Credibility and having large margins without big investments

Disadvantages
To build a brand is a very complex process.

To build a brand equity by this way asks an investment cost very high for the design and creation but also enough time in promotion to be present a lot of time in advertising and medias.

It’s not easy to stay in the course keeping intact the value of the brand.
It wouldn’t be easy to change the perception of the brand once it’s created.
Loss of positive results in business rather than improved sales linked to the perception that consumers have of brand value when changing strategy, mission or vision.

It is not a perfect model it certainly has positives steps but also limits.
It would be better to bring an improvement in customer satisfaction by taking into account the perception that customers have of the value of the brand image without changing it and seeking to increase sales through other channels while remaining very attentive to the relationship between customers and the company.

CUSTOMER JOURNEY

Customer journey in marketing means the directions that customers take through point of contacts called touchpoints in order to acquire an item, a product, a good.

We have different stages in customer journey:

The first stage is where the customers show a sensitivity for a definite need and seek information about that.

The second stage is when the customers have already information about the product and compare it to other possibilities.
The third stage is the time of the purchase decision after having had all the information needed.

The fourth is the step of the loyalty of customers by the company during a certain period of significant long time.

The fifth stage is when the customer become the defender of the company’s brand by their positive appreciations and satisfactions.

CUSTOMER TOUCHPOINTS
They are all interactions with the brand or the company that consumers make during pre-purchase process, during the purchase and after purchase. All this helps to create a costumer journey map. 
In General, for the satisfaction of the consumer the company must identify and optimize the touchpoints but above all by an exhaustive study of the customer's end-to-end journey or customer's end-to-end experience.
These touchpoints must be carefully analysed so as not to make mistakes in the assessment in order to adopt the appropriate strategy.
The customer touch points that Tesco uses to communicate with its customers are online and offline:
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Reference: Tesco-mediacom-touchpoints-2019-launched-presentation-pdf

Before a purchase the customer touchpoints are the website of Tesco, advertising online, media television, radio, billboard, digital marketing media, social networks (Facebook, Twitter, Instagram), organized advertising events. Tesco mobile application

During the purchase, the touchpoints are the stores, the website, Tesco mobile application, the delivery van, catalogues, reviews and Clubcard.
Post purchase, the touchpoints are surveys for customer’s satisfaction, marketing Emails, service and support, call centre.

CUSTOMER JOURNEY MAP
Customer journey map is a representation, a diagram that traces the steps of consumers with the brand from the beginning up to a strong relationship in a long space of time.
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                    “POST-PURCHASE “
 step of pre-purchase: Marketing, direct mail, promotion, social media, Email, Public Relations, displays.

Step of purchase: Packaging, Invoice, web, Ecommerce, salesperson, catalogue, social media,  
Step of post-purchase: Customer Service, surveys, newsletter, social media, loyalty program, blogs, billing. 
There are strengths and weaknesses of Tesco's customer touchpoints related to the different stages of the customer journey: 
With new information and communication technologies Tesco is well represented on social networks and through its website which allows it to reach as many customers as possible and increase sales. The company has the possibility to manage its customer relationship traceability from the beginning to the end of the acquisition of the product on the part of the customer which allows the company to know the needs and preferences of consumers in addition to being able to improve its products and service.
It's a strength to be able to bridge the difference between sales, marketing, production operations, logistics.

By making a study of the journey map by touchpoints Tesco manages to identify the problems or failures.

Through journey map and touchpoints Tesco gains in cost reduction and improved consumer satisfaction.
Otherwise there are weaknesses, this is what we will define between the lines
Difficulties in touchpoint identifying customer experience from the beginning to the end.

Tesco makes mistakes in appreciation, instead of being much more interested in the customer journey, it is much more transaction-oriented and as such it loses sight of the important signals in the customer experience
Like a recommendation it would be better to follow the customer step by step in his itinerary from end to end and not be limited only to contact points. It is the best solution to have an overview and minimize the weaknesses.
Tesco needs to use new touchpoints such as more personalized touchpoints for its customers, to use many more digital touchpoints.
The most important thing that Tesco should is to consider its staff as a touchpoint, train them well and give them the knowledge for good customer service with professionalism.

CUSTOMER ENGAGEMENT MODEL
Customer engagement is a commercial communication relationship between the consumer and the company or brand through offline or online correspondence channels, for example social media, chatbots, phone calls, and more. The main engagement channels are stores, website, mobile applications, E-mail, Social Media apps (Twitter, FB Messenger, Instagram, LinkedIn), Phone, Messaging apps (SMS text).

It is understood as the emotional link that links the customer to the brand. The customer is much more committed and buys a lot more when he is satisfied. To have a good customer engagement, you must develop the listening part, create direct dialogue with the customer, empathy and patience, confidence, adaptability. (/www.americanexpress.com/en-us/business/trends-and-insights/articles/which-client-engagement-skills-can-help-your-team-boost-sales/
Customer engagement is very important for a business because it promotes sales because the committed customer is the one who spends more when he is in front of the brand of the company.
For the company, it is easier to retain the engaged client and less expensive than an occasional client, therefore an interest in retaining the engaged client. There is also the chain of transmission that constitutes the customer engaged in word of mouth propagation of the brand by advising it to people they know by posing as fervent defenders of the brand.
Related to Tesco, the company uses social networks like Facebook, Instagram, Twitter etc ... for monitoring customer engagement.
From its website, the company has created useful and diversified content, giving clients the opportunity to interact with the company, as she has successfully identified their needs and sought to satisfy them in order to retain them.
Tesco uses the reward system to promote customer engagement and behaviour. With club cards the company allows committed customers to benefit from discounts and good opportunities with vouchers.
The company uses the email marketing channel.
Through its website, through online sales and the deliveries Tesco has a direct contact with the customer through the service, which promotes customer engagement.
However, Tesco should seek to improve its customer engagement model because it has shortcomings, and this could be disadvantageous compared to the competition.
The first thing that Tesco should introduce an innovation of the type a system of appreciation of the engaged customers: to know the customers, to identify them when they are in contact with the brand to reward them by various forms. It would be a personalized mode of after-sales service, or customer care service, but also of customer empowerment about reputation and brand awareness.
In a second moment Tesco should create communities according to the needs of consumers and animate them by centre of interest, conversations to give voice to customers. This would generate precise identification of customer needs and better customer engagement. 
It is necessary to convene all Tesco's work departments, for example marketing, production, logistics, etc. in customer engagement because the responsibility towards consumers will greatly improve customer engagement
Tesco needs to develop a customer engagement model measurement system by looking at the evolution to make corrections to it by improving the strategy. Tesco should use measurement instruments like return on investment to see the exact results of his strategy.
Tesco should improve customer service by making it more proactive, by being more present in customer management, giving feedback to customers for their better engagement.
CONCLUSION

According to the study done on Tesco, it seems that the company has had positive results and is still looking to improve its business strategy.
The value of its brand has gained in prestige and the company occupies a place of choice among its competitors. It must redouble its vigilance by trying to diversify its points of contact, analyse in a more exhaustive way the customer's journey, increase its points of contact but above all launch an extension of its brand by selling new products for a target market such as for example with what we saw in UK with coronavirus disease (COVID-19) there were more deaths in people with dark skin than in white people, so it would be the place to sell specific products to these populations for example  products with high vitamin D. Or also offer much more dairy free products, organic products, vegetarian and vegan products but also products less rich in carbohydrates for diabetics. 
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