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[bookmark: _heading=h.gjdgxs][bookmark: _Toc133511982]Introduction 
Designing, implementing through, and monitoring an organisation's promotional approach are all parts of marketing management. In order to generate demands from the targeted audience and satisfy that need in order to increase earnings, a publicity campaign, initiatives, and methods are utilized. This report will deal with the marketing management and background information of Sony company, with a brief overview of the organization to understand in a better way the company’s marketing managements. Further, the report will include the notion of communication and its definition with communication model to understand and integrated marketing communications, which plays a major role in marketing management. The definition of branding and brand equity will be included along with Keller’s brand equity model and its different stages, most importantly its application in marketing with its advantages and disadvantages. Lastly, the report will comprise total engagement model of Sony and its channels of distribution. 
[bookmark: _heading=h.30j0zll][bookmark: _Toc133511983]Background of Sony 
Sony being a renowned brand across the globe, was first established on May 7th, in the year 1946 by Akio Morita and Masaru Ibuka. This company’s original name was “Tokyo Telecommunications Engineering Company” as it was founded in Japan and its headquarters are in Tokyo, and later changed to “Sony”. According to Li, (2023), the company went through many highs and lows and many competitors have emerged like Samsung, and Whirlpool, but it has successfully maintained a strong ruling position in the market. Now, in today’s time it has become one of the most diverse companies and have become the most successful organization in the world which deals starting from rice cookers to radios, watches, televisions, refrigerators and many more (Katsuki et al. 2021). At the end of 2022, the company’s annual revenues were increased by 4.38% from the year 2021 making it $88.301 billion (macrotrends.net, 2023). The company due to its brand image and efficient brand value has an outstanding loyal customer base who prefer Sony products and would always rely on its services. 
[bookmark: _heading=h.3znysh7][bookmark: _Toc133511984]Concept of Communication 
Communication can be defined as the method of exchanging or disseminating information and messages from a specific source, group or individual to another to initiate a reaction, response or activity (Buschhardt et al. 2021). It reflects the fundamental presence of a sender, the information or message and a receiver while the transmission of information might take the form of graphics, audio, video, speech or even expression which is being further diversified by the use of technology. It is not necessary that such a procedure might occur in a verbal form because according to Kurniadi and Mahaputra, (2021), communication also takes the form of non-verbal or written information. For the successful transmission of a message or information, the presence and effective utilisation of a medium are also significant and acts as a channel to facilitate the exchange of information and reaction from the receiver. This is because, in every form of communication, the transmitted information is followed by feedback from the receiver of the message indicating the reaction. 
[bookmark: _heading=h.2et92p0][bookmark: _Toc133511985]Diagram and a brief explanation of a communication model 
Researchers, groups and business enterprises explore and enforce a range of communication models to procure the expected transmission process outcome. It has been observed that Schramm Model is one such model that ensures a comprehensive and inclusive procedure for transmitting the information. As per this specific model, communication involves the presence of the sender of the information (source), the information which is transferred (message) as well as the receiver of the transmitted message (destination). This theory highlights the fact that communication is a two-way process which includes the exchange of messages and information between the source and destination (Leenders et al. 2019). The key elements determining the productivity of a communication process include- the sender of the information, encoder of the data, a decoder of the information, interpreter of the message, receiver, feedback on the received information, the medium of communication and the noise. 
[image: ]
Figure 1: Schramm’s Model of Communication
[Source: communicationtheory, 2023]
This model indicates the reversal of parts between the source of the message and the destination of the information (Guo et al. 2020). As per the Schramm Model of Communication, the message transmitter is called the ‘sender’ while the person converting the information into readable codes is considered the ‘interpreter’ because it is important to evaluate and include specific words that would convey the message that the source wanted to transfer to the destination. The decoder, however, is the source or a person who receives the coded message and converts it to comprehensible information because the receiving process demands the demonstration of dominant cognitive and behavioural skills to decipher the actual meaning of the message that is sent to us (Johnson et al. 2019). However, the interpreter is the source who deciphers and analyses information which is forwarded to the receiver or the destination. It has to be noted that the quality of interpretation depends on the interpreter's grasp of cognitive skills and the potential of accurately deciphering information because being unable to comprehend the meaning of the message might result in miscommunication and disputes. The reversal of roles is observed when the receiver reacts to the obtained information sent by the source and generates feedback addressing the source. 

The communication procedure occurring under the Schramm Model demonstrates the use of a medium acting as a channel or platform for the source and the destination to meticulously exchange messages and feedback that might be a social media platform, email, telephone, video call or even face-to-face communication (Nguyen, 2022). In a communication process, the presence of noise is observed frequently which indicates the disturbances occurring during information exchange which also becomes quite active if there is a difference between the message transferred and the information received. This is because the Schramm Model highlights modern communication processes using technology and is not created for traditional communication methods. 
[bookmark: _heading=h.tyjcwt][bookmark: _Toc133511986]Integrated Marketing Communications 
‘Integrated Marketing Communication’ refers to the strategic process which is created to make sure that the communicated message is acquired by the potential customers followed by the guarantee that the services and goods that are being launched by the enterprise are in accordance with the noticeable needs, interest and demands of the market accompanied by the demonstration of stability (Laurie and Mortimer, 2019). This form of communication enables the promotional technique and tools to productively perform followed by its mobilisation through several stages through which such campaigns are executed by the companies. 
It involves the identification of the target market which is succeeded by the creation of the campaign goals. Such a campaign requires allegiance to the budget which is to be utilised in a cost-effective manner in a way that facilitates the accomplishment of the objectives of the campaign while the last stage is based on the analysis of campaign results. 
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Figure 2: Integrated marketing communication tool.
(Source 2: businessjargons, 2022)
[bookmark: _heading=h.3dy6vkm][bookmark: _Toc133511987]New promotional strategies of Sony to raise awareness of the brand 
Sony is a renowned brand operating in the technology and entertainment industry which maintains a vast product line accompanied by a diversified mix of commodities. The fact that the technology and entertainment brand has become a dominant organisation in the UK can be deciphered from its 92% brand awareness in the British market (statista.com, 2022). However, the brand would struggle if it does not enhance its promotional strategies because of the presence of dominant competitors with similar brand awareness rates in the market like Apple, Samsung and Lenovo. Organisations which aim to procure the attention of prospective clients utilise market analysis to know the market trends and reflect the interests of the customers (Budianto, 2019). Therefore Sony might consider investing in research and development to procure real-time information regarding the demands of prospective customers, and the products launched by competitors accompanied by the reaction of the clients regarding Sony’s existing product line. 

The brand awareness of a company in the 21st century depends on how well the organisation is compiling what the clients like to see with their reflected demands through their promotions (Makirides et al. 2020). Therefore, Sony must enforce the use of advanced digital technology to curate graphically eye-catching social media content, attractive jingles and unique hashtags to rope in the viewers and initiate their interest in the brand while enhancing brand awareness. Furthermore, the technology giant might also consider tracking and monitoring the activities of the viewers to understand the kind of social media posts, advertisements and videos reflecting the potential of creating a buzz in the market that would act as a strategic tool to increase the brand awareness of the enterprise (Kunz et al. 2019). The use of posts that redirect the viewers to a well-organised and simplified catalogue on the website of Sony must be enforced to equip the viewers with knowledge of the product range offered by Sony. 
[bookmark: _heading=h.1t3h5sf][bookmark: _Toc133511988]Definition of branding and brand equity 
The phrase “brand equity” denotes towards the compensation created by a company or brand for a specified commodity or services with contrast to whatever good or commodity offered by all its rivals in the marketplace. It is also a multidimensional and also complex approach in which the brand or company needs to understand its brand is being to fulfil its customers’ demands, and they are satisfied with the brand’s commodities and services and has the potential to give competition to its customers (Hunt, 2019). The customer's impression of the commodity as well as its consequences both positively and negatively on the final value constitutes the three foundational pillars of brand equity. A goods or service's brand equity is considered to be strong if it generates favorable customer reactions, whereas poor brand equity is characterized by unpleasant consumer reactions to those items. The brand equity gives information about the customers' reaction to a brand’s goods, which also helps the company in increasing or expanding its businesses in other goods and services (Jun and Yi, 2020). Sony has always been able to maintain its brand equity high by providing the highest quality products and customer services to their consumers and has been successfully maintain the position of best multi channelled company in the global markets. 
[bookmark: _heading=h.4d34og8][bookmark: _Toc133511989]Keller's Brand Equity Model and its different stages
According to Sarker et al. (2019), there are speciﬁc facts that boost the value of a brand and it is among the critical forces in the brand's development and distribution to consumers in the market of interest. Despite this, in addition to the specific brand equity models, it also includes Keller's brand equity approach, which operates the particular brand portfolio analysis. Keller's brand equity framework is widely recognized as the customer-based approach to brand equity, and now it reinforces the idea that is optimistic in overall reaction to a particular good or service from a brand facilitating brand image. It can be stated that further through this, the outgrowth of the specific product line thus, increases the bottom lines.
[bookmark: _heading=h.2s8eyo1][bookmark: _Toc133511990]Keller’s brand equity model application in marketing
According to Foroudi, (2019), the initial and most important component is building a brand identity. It is fundamental for brands to establish the prime target in striving to enhance the consumer view of their product. This permits the brand to rapidly and successfully boost its brand value with clients. Sony's primary positioning strategy is functional positioning, in which the brand has fulfilled consumers' prompt as well as realistic demands. As a result of employing such an approach, the organisation was competent in marketing its best merchandise with the encouragement of functional practices. Despite this, symbolic positioning is another approach that has aided in reaching the objectives which have contributed in a favourable manner besides raising the proportion of net revenue. The brand has successfully stood out in the market against other competitors, even though Apple was once behind Sony's brand due to its affordability range. Consumers associate this brand with integrity, longevity, and distinctiveness.
The second phase is to determine and communicate to customers about their brand represents to customers along with what it strives for. Sony's brand performance indicates the company's dependability as well as longevity. Consumers understand that the products have been thoughtfully constructed and it is elegant, and they're certain to not mistake consumers. In addition to its imagery, Behan, (2022), identified that sony addresses innovative product design in a method that nobody else has, stressing creativity as well as individuality. Despite this, Sony's brand image is reinforced by the company's dedication to a number of ethical initiatives that make consumers optimistic regarding acquiring Sony company's items.
Customers' opinions of Sony's brand determine whether a product's valuation is positive or negative. Customers' adverse reactions to such products or offerings could diminish a brand's prominence. Sony's conveniences are preferred by customers. Insightful offerings have undoubtedly contributed to the firm's brand equity as customers have benefited. In the international market, the organization has maintained its presence due to its enhanced quality of execution. Consumers evaluate this element based on three factors, in addition to Sony's credibility: competence, which refers to innovation, honesty, and popularity. Sony appears to have implemented AI systems as well as automation into ordinary home objects, according to evidence. A PlayStation, as well as a Walkman, are two of the multiple products created by this organisation over several decades, and their comprehensive portfolio is what distinguishes the Sony brand. As per Heinz et al. (2021), they add to the trustworthiness of their clients through their exceptional service and after-sales support.
According to the Keller brand equity model, brand resonance is developed through brand commitment, participation, and participating in marketing events. Sony develops unique offers as well as specializes in the implementation of a client reward system to improve customer satisfaction. Sony's primary objective in attaining brand recognition is customer retention. As a result, Sony is contributing to its campaigns and others.
[image: ]
Figure 3: Keller’s Brand equity model 
(Source: Geektonight, 2019)
[bookmark: _heading=h.17dp8vu][bookmark: _Toc133511991]The advantages and disadvantages of Keller’s Brand Equity model 
According to the concept, brands with strong resonance benefit from enhanced brand loyalty and lower sensitivity to aggressive marketing. Each interaction with Sony's brand will lead to a contribution among potential customers that will possibly increase favorable ideas, thoughts, and opinions of its audience. Yet, by implementing such a paradigm, Sony may face some limitations. For example, in an information-overloaded market, it could appear challenging to establish relationships with shoppers. However, to avoid such an atmosphere, Sony requires a supremely quality workforce to preserve brand equity. Despite this, experts claim it's hard to execute commitments without clearly explaining the methodology.The advantage of this model is that it enables the companies to procure knowledge about the organisations’ reputation in the market while its key drawback indicates its dependence on consumer preferences for generating the metrics. 
[bookmark: _heading=h.3rdcrjn][bookmark: _Toc133511992]Discuss the customer journey and customer touchpoints for the organisation 
According to the statement of Alvarez et al. (2020), it can be stated that the customer journey map is considered one of the most necessary elements of any business organisation. Because by evaluating and analysing the customer journey map, an organisation can easily understand the demands as well as expectations of potential consumers. According to the interests, the company can significantly include necessary measures as well as products on services in the business model to enhance the customer experience along with customer satisfaction rate.  increasing customer satisfaction further impacts the retention rate which is a necessary element for a company in the survival.
Sony is a profound multinational business enterprise from Japan that provides a wide range of technological tools and gadgets at an affordable price to enhance the lifestyles of the audience across the globe. The customer journey map includes pre-purchase, Purchase as well as post-Purchase decisions because an individual goes through all these significant Stages before and after buying a product or service. 
[image: ]
Figure 4: Customer journey map
(Source: self-created)
According to the perspective of Zimmermann et al. (2022), touchpoints can be depicted as the approaches with which a business organisation connect with the customers to resolve any queries as well as problems related to the services as well as the products. There are various touch points that are widely used such as magazines, newspapers, social media platforms, websites, leaflets, and so on.  Being a multinational company, Sony mostly utilises social media platforms, television, magazine, newspaper as well as Billboard to communicate with potential consumers.
A consumer journey map is considered an important part related to the experience of the customers This is the approach which is useful for the company to know the factors that are hindering the buyers to gain proper satisfaction.
Stages related to journey: it is the stage where the customers become aware of the products related to Sony. The brand is quite cautious in making the customers satisfied which has accelerated the overall growth of the company. This is the approach that has assisted in widening the base of customers that has made the organisation better off. 
Activities: The activities indicate the consumers have the chance to have an idea about the services related to Sony. People can get information about the services from the social media pages of the company which can enable them in having a profound idea about the brand.This is a pre-purchase stage where the clients procure knowledge about the brand therefore in this case, Sony’s media outputs and advertisements play a crucial role. 
Needs and feelings: Sony must focus on evaluating the trend related to the market for fulfilling the requirements of the consumers as per the requirement which has resulted in the creation of positive externalities. The market research conducted by Sony would be beneficial in this phase that would determine the purchasing decision of the clients. The procured information from the market research must be utilised to generate curated catalogue and information regarding the offered products to the customers as per their reflected tendencies in the market. 
Potential changes related to improvement: The mapping related to the customer journey will help to identify the remarkable drawbacks in the process of consumer experience which will guide Sony in reducing the drawbacks. The knowledge regarding the experience of the consumers before and during the purchase stages of Sony can be obtained from feedback received from clients. The company’s post sales client service might be observed from its return policy followed by its warranty of services and maintenance policies provided to the clients. 
[image: ] 
Figure 5: Customer journey map
(Source: Edrawsoft, 2019)

Strengths and Weaknesses of Customer Journey Map
The main strength of a customer journey map is that it facilitated a business organisation with the demands as well as expectations of the potential customers along with the market trends.  this assessment assists an organisation to identify the problematic areas as well as improve those factors to increase profitability (Shiratori et al. 2021).
The significant weakness of the customer journey map is a company needs a huge amount of time as well as effort to develop a customer journey map because every customer has a different ideology regarding purchasing as well as retention.
Stages of the customer journey map

[image: ]
Figure 6: Stages of Customer Journey Map
(Source: self-created) 
The customer journey map of Sony includes 6 stages which are “awareness”, “consideration”, “conversion and purchase”, “retention” and “advocacy”. While purchasing the most famous item of Sony which is the camera, a customer goes through all these above-mentioned phases (West et al. 2020). 
In the awareness stage, the individual gets acknowledged about the camera as well as Sony from various touchpoints like social media platforms as well as Google advertisements. After that, in the consideration phase, the person compares the camera features with other brands’ cameras and after adequate comparison considers Sony. After making a decision, purchasing process takes place which is called “conversion and purchase”. After purchasing and using the “retention” phase comes when the customer prefers Sony over other companies because along with the product the customer services have also met the expectations of the individual.  Lastly, In the advocacy stage, the word-of-mouth approach occurs where Sony gets benefited by the loyal customer. 
[bookmark: _heading=h.26in1rg][bookmark: _Toc133511993]Briefly demonstrate the Total Engagement Model and its relatability to Sony 
Total number of consumers actively engaged with different brand activities contribute to the Total Engagement Model. The Total Engagement Model is depicted below, which primarily demonstrates how customer participation has increased on the company's online shopping site from 2012 to the present. This model is aligned with the four pillars of engagement including client value proposition, brand advertisement, consumer experience and culture which is reflected in the operational strategy of Sony that has established the brand in the market as a dominant technology provider. The technology brand not only fosters consumer loyalty through its products and services but also advertise the company as a responsible corporation. 
[image: ]
Figure 7: Schematic diagram of the Total Engagement model
(Source: engagedstrategy, 2023)
The idea is centered on the several elements that a corporation requires to enhance its engagement with customers. Almost all big enterprises include the components and is even followed by Sony, where employees record the value and the business keeps and utilizes the data obtained through these technologies in order to make plans for future engagement (Flor Vallejo et al. 2020). These values are referred to as CPVs, or customer proposition values, which assists businesses in articulating their mission, priorities, and motivations for being dominant in the marketplace. Sony's primary competitive advantage is that it provides product with affordable price without sacrificing the quality, which in turn has enabled the business in recent times to boost consumer interest, as demonstrated in the figure beneath (Shay and Van Der Horst, 2019).
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Figure 8: Data showing customer engagement in the online retail of Sony from 2012 to 2021
(Source: statista, 2023)
[bookmark: _heading=h.lnxbz9][bookmark: _Toc133511994]Channels of Distribution of the company
[bookmark: _Toc133511995]Recommendations based on new customer touchpoints should be included
Ensuring the use of new customer touchpoints is a crucial strategy for a technology giant like Sony which operates in an immensely competitive industry. The brand might consider enforcing the utilisation of chatbots in its website to increase the customer touchpoint efficiency by providing real-time scope to the prospective buyers to clarify and procure information from data-driven chatbots (Hildebrand and Bergner, 2019). 
[bookmark: _heading=h.35nkun2][bookmark: _Toc133511996]Conclusion 
The marketing management plays a major role in enhancing a company’s brand image and value and also in generating revenues and profits. Therefore, the marketing team needs to work precisely in effective advertisements and promotions of the products and services that have been manufactured and sold by the company. The marketing team must implement different approaches for advertisements and promotions as per the customers preferences and this will help company in growing in the market. This report has discussed the background of the company, Sony, along with its communication concept and with its communication model. Further, the report dealt with integrated marketing communications and how it helped the company in creating its brand awareness. The definition of the brand equity is provided along with Keller’s model, its application in marketing and its advantages and disadvantages. Lastly, the total engagement model has been discussed along with channels of distributions which have benefited Sony. 
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