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Introduction
Diageo, with headquarters in London, United Kingdom, is a global producer and distributor of alcoholic beverages (Baldwin, 2020). Among its many popular brands are Johnnie Walker, Smirnoff, Guinness, and Baileys, making it one of the world's leading manufacturers of alcoholic beverages. Diageo has over 200 brands in its portfolio and is present in over 180 countries. Arthur Guinness founded the corporation in 1759 when he opened a brewery in Dublin, Ireland. Since then, Diageo has grown through acquisitions to become the most influential drinks company in the world.
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Figure 1: Diageo Logo
(Source: 1001logos.net)
"Celebrating life, every day, everywhere" is Diageo's stated mission statement. The company's dedication to producing premium alcoholic drinks of the highest quality for responsible consumption worldwide is reflected in this statement (Diageo, 2022). From where it obtains its raw ingredients to how it promotes its finished goods, Diageo is dedicated to maintaining the greatest standards of quality, safety, and responsibility. Responsible environmental stewardship, social responsibility, and diversity and inclusion initiatives are all ways the corporation works to improve the places where it does business. Diageo's overarching goal is to become the beverage industry's most reputable and trusted brand worldwide by consistently delivering innovative, premium goods that bring people together and highlight life's joyful moments.
Communication Model
The term "communication" refers to conveying information from one party to another, whether verbally, nonverbally, in writing, or visually. The Shannon-Weaver model is a popular communication model that includes a sender, a message, a channel, a receiver, and feedback. The sender encodes the message, and the channel carries it to the receiver (Kuznar and Yager, 2020). The second step is for the recipient to decipher the message and respond to the first. The model also accounts for the presence of potential communication-impairing factors like background noise and physical barriers.
Diageo works in a highly competitive and regulated market, thus, the company's success depends on its ability to effectively communicate with its customers and regulators. Diageo connects with its customers, stakeholders, and employees through several channels, including social media, advertising, public relations, and internal communications (Cheng et al., 2022). The corporation also places a premium on promoting responsible drinking and collaborates with government agencies, non-governmental organisations, and other interested parties to lessen the negative effects of alcohol use. Diageo's mission is to foster lasting connections with its consumers and other stakeholders, drive brand awareness, and help the beverage sector into a bright and sustainable future through strategic communication.
Definition of integrated marketing communications
Advertising, public relations, sales promotion, direct marketing, and personal selling are just some of the marketing communication channels that can be coordinated and integrated as part of an overall marketing strategy known as integrated marketing communications (IMC). The purpose of integrated marketing communications (IMC) is to raise brand recognition, perception, and loyalty by providing a consistent and uniform brand experience across all consumer touchpoints. This method requires meticulous preparation, coordination, and implementation of all marketing operations to guarantee that the brand's positioning and values are consistently reinforced via the messages, tone, and visual components used.
To reach a predetermined marketing objective, an integrated marketing strategy will employ various communication and promotional channels. The purpose of integrated marketing is to ensure that all aspects of a brand's communication with a customer (including but not limited to advertising, public relations, direct marketing, social media, events, and customer support) are consistent and work together smoothly (Kushwaha et al., 2020). Integrated marketing boosts brand awareness, consumer involvement, and marketing efficiency by combining these many tactics.
Understanding the target audience and how they use various media and platforms is crucial for integrated marketing. It is also important to have a unified brand identity and message that can be conveyed clearly and consistently across all customer touchpoints. Since several marketing departments and functions need to coordinate their goals and methods, integrated marketing necessitates a cooperative and cross-functional strategy (Anani-Bossman and Mudzanani, 2021).
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Figure 2: Integrated marketing
(Source: group l., 2012)

Integrated marketing has many important advantages. One way it can do this is by making marketing efforts more productive and profitable. Second, it can improve customers' perceptions of the brand by providing them with consistent and memorable interactions with the product or service (Percy, 2023). Third, by facilitating meaningful and individualised contact and interaction, it can boost consumer engagement and loyalty. Fourth, combining various data sources and analytics technologies can allow for improved assessment and evaluation of marketing performance.
Multinational alcoholic beverage producer Diageo is a good case study in the benefits of integrated marketing. Johnnie Walker, Smirnoff, Guinness, and Baileys are just some of Diageo's extensive portfolio brands. Diageo has created an all-encompassing integrated marketing strategy that uses various communication and promotional platforms in a coherent and coordinated manner to sell these brands effectively (Norman et al., 2022).
Diageo's integrated marketing approach places a premium on data analytics and customer insights. To better understand consumers' tastes, opinions, and actions, Diageo conducts surveys, focus groups, and social listening. These learnings are put to use in the creation of segment-specific, individualised marketing strategies.
Diageo uses numerous channels and touchpoints to communicate with and interact with its target audience (Stone and Trebbien, 201). Diageo uses classic and modern media, including television, print, outdoor, social media, and mobile, to spread its brand message and connect with consumers at all points throughout the customer journey. Diageo's Smirnoff brand, for instance, has leveraged social media influencers to attract younger audiences, while Guinness has used experiential marketing to engage customers at events like St. Patrick's Day. Diageo also incorporates a strong commitment to corporate social responsibility and moderation in all of its advertising campaigns. In an effort to mitigate alcohol's unintended consequences, Diageo has implemented the Responsible Drinking Strategy. Diageo's marketing campaigns for all of its brands employ this idea and communicate information about it via a wide range of channels.
Another facet of Diageo's all-encompassing strategy in advertising is the company's use of partnerships and collaborations to boost brand awareness and customer engagement (Nunan et al., 2020). Diageo has partnered with numerous organisations and events, like as the World Class bartending competition and the Rugby World Cup, to market its goods and provide its customers with novel and interesting experiences. These partnerships improve Diageo's marketing efforts across the board, from television and radio to social media and in-bar events. Diageo significantly utilises integrated marketing to promote its wide variety of products to different types of consumers. By emphasising responsible drinking messaging and engaging in strategic partnerships and collaborations, Diageo has successfully spread the word about its business ethics and social responsibility through a wide range of channels and touchpoints.
Promotional strategies used by the company to raise brand awareness
As a global alcohol manufacturer, Diageo uses a wide variety of promotional channels to raise awareness of its various brands. There are a wide variety of strategies used to spread the word, including but not limited to: advertising, public relations, events and sponsorships, digital and social media, and in-store promotions (Norman et al., 2022). Diageo's success in building a strong brand identity and increasing customer engagement and loyalty is attributable to the company's systematic application of these strategies.
Online promotional strategies :
· Advertising 
Diageo's primary method of publicising its products is through advertisements. To reach clients at various points in the customer journey, the company use both traditional and digital media. The Johnnie Walker brand of Diageo, for instance, has utilised television commercials to reach a large audience with its brand message and values (Furtick and Ahmed, 2021). On the other hand, the Baileys brand of Diageo has used digital commercials to reach a younger and more feminine demographic. Diageo has a hefty presence in metropolitan and high-traffic regions thanks largely to its use of outdoor advertising, particularly billboards and transit displays.
· Digital and social media marketing 
Diageo is placing a greater emphasis on digital and social media advertising. The business promotes its products and interacts with its customers over several digital and social media channels. Social media initiatives run by Diageo aim to connect emotionally with customers and inspire them to advocate for the brand through narrative and user-generated material. Smirnoff, a brand owned by Diageo, has used social media to spread the word about its "Love Wins" campaign, which promotes tolerance and acceptance (Dörnyei, 2020). Email and search engine marketing are just two examples of how Diageo uses digital marketing to reach its customers more personally and granularly.
· Public Relations 
Diageo also uses public relations as an important part of its marketing strategy. Public relations are used to share the company's ideals and sustainability activities with the general public and the media. By way of illustration, Diageo has initiated several sustainability programs, including its 2020 sustainability and responsibility targets, and has disseminated information about these initiatives via press releases, interviews, and other media outlets (Silva, 2021). Public relations is another tool used by Diageo to manage the company's image and address crises like product recalls and legal disputes.
Offline promotional strategies: 
· Sponsorships and events 
Diageo also uses events and sponsorships as a significant part of its marketing strategy. The corporation uses its sponsorship of sporting, musical, and cultural events to expand its consumer base and give its clientele access to exclusive opportunities. Diageo, for instance, has sponsored various events, including the Rugby World Cup, the Formula One Grand Prix, and the Sundance Film Festival. To provide customers with a unified brand experience, Diageo frequently incorporates its sponsorships into its other marketing efforts like advertising, social media, and in-store promotions (Seifu, 2022).
· In-store campaigns
Diageo also makes extensive use of in-store marketing campaigns. To promote its brands and provide clients with memorable experiences, the company collaborates closely with bars, restaurants, and other on-premise establishments. To guarantee that its brands are served correctly and that responsible drinking is encouraged, Diageo provides training and support to bartenders and other personnel. Diageo also uses in-store promotions, such as branded glasses, coasters, and menus, to build brand awareness and loyalty among patrons (Kellershohn, 2022). Diageo's ability to establish a powerful brand identity and boost customer engagement and loyalty stem from the company's use of these methods in a concerted, holistic fashion.

Branding and brand equity
Branding is the practice of giving an item its own unique identity and setting it apart from similar items on the market. Branding can affect how consumers view and engage with a product or service by giving it a distinct identity and voice. Consumers are more likely to recommend a product or service to others if they positively associate with the brand. When a product or service has strong brand equity, consumers are willing to pay a higher price for it despite its lower intrinsic value (Pina and Dias, 2021). Perceptions, familiarity, loyalty, and memories are all parts of what makes up a brand's equity in the eyes of consumers. High brand equity allows a corporation to charge more for its products, inspires brand loyalty, and shields it from competitors.
Diageo, for instance, has used marketing and partnerships to get its name out there and make people feel something about the brand (Stone and Trebbien, 2019). The "Keep Walking" advertising campaign for Johnnie Walker effectively spread the brand's message of forward motion, tenacity, and hope. Diageo has put a premium on brand loyalty and consumer participation. Taking into account the priorities of its clientele, the company has established several programs to encourage sober living and environmental responsibility. To give its customers a more unique and interesting brand experience, Diageo has also put money into targeted marketing activities, including email marketing and social media advertising.
Keller Brand Equity Model
Keller developed the Brand Equity Model as a tool for assessing and optimizing a company's brand's worth. Kevin Lane Keller, a branding specialist, created this model to show how a company may boost its value by cultivating a positive image and a loyal customer base (Keller and Brexendorf, 2019). Identity, meaning, reaction, and relationships are the four pillars of the model.
· Brand Identity: Logos, colors, and packaging are all examples of brand identity aspects that are visually and aurally prominent. Diageo's collection of brands is as varied as the firm itself, and each brand has its own visual identity (Pich and Spry, 2019). The distinctive bottle shape and branding of Johnnie Walker, for instance, are readily identifiable around the world.
· Brand Meaning: It refers to a brand's personality and principles, as well as its practical and emotional advantages. Diageo has made significant efforts to associate its portfolio of brands with positive qualities. Different brands have different connotations; the Guinness name is synonymous with strength and heritage, while the Johnnie Walker name is linked to forward thinking and tenacity. These linkages are important for developing a memorable brand identity and solidifying patrons' attachments to that identity.
· Brand Response: It is important to examine how a brand influences consumers' perceptions, emotions, and actions. Diageo's marketing efforts have resulted in a favorable reception for the company's products. To make a good social influence and gain the trust of its clientele, Diageo has also funded initiatives to encourage sober drinking.
· Brand Relationships: It is significant to focus on the connections that can be built between a brand and its customers over time. Diageo has established reliable connections with its clientele by consistently delivering premium goods and tailoring each interaction to the individual (Nunan et al., 2020). For instance, the firm has created a number of campaigns to encourage responsible drinking and sustainability, reflecting the priorities of its clientele. To give its customers a more unique and interesting brand experience, Diageo has also put money into targeted marketing activities, including email marketing and social media advertising.
The model's strengths include its emphasis on building a meaningful brand identity, which can boost consumer identification, devotion, and sales. Marketers can differentiate their products and services from the competition and strike a chord with target audiences by focusing on the brand's identity and meaning (Agarwal et al., 2021). However, there are restrictions to this concept. For instance, it could not work for all markets or labels. In addition, the model's emphasis on marketing may mean that supply chain management and CSR are given less weight than they should be. 
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Figure 3: Keller’s Brand Equity Model
(Source: 2018 12manage, 2012)

Therefore, Keller's Brand Equity Model is a helpful tool for analysing and improving a brand's worth. Diageo has used this technique to create highly successful brands that are well known and respected worldwide. Diageo has maintained its market position and created lasting value for its customers and shareholders by emphasizing the development of a distinctive brand identity, the formation of meaningful brand associations, the elicitation of positive brand responses, and the cultivation of strong brand relationships.
Merits of Keller’s Brand Equity Model: Strong brands are often constructed using Keller's approach, commonly known as the Customer-Based Brand Equity (CBBE) model. 
· Brand awareness, brand image, brand eliciting reactions, and brand relationship development are all proposed as sequential phases in the process of growing brand equity. The model provides a number of benefits, such as a more organised method of brand development, but it also has certain drawbacks.
· Keller's methodology helps marketers streamline their branding efforts since it gives a holistic and methodical framework for developing brands. By breaking down the process of creating a brand into distinct phases, marketers can plot out a course for their product's evolution while pinpointing the most important milestones along the way.
· The approach also has the benefit of highlighting how customers' impressions and feelings about the brand are key factors in determining its value. Marketers may improve brand loyalty and advocacy by studying consumer reactions to the brand and adapting their strategies accordingly.

Demerits of Keller’s Equity Model: Keller's approach does have certain restrictions. For instance, it may not accurately portray the reality of brand creation in dynamic and complicated marketplaces since it implies a linear and sequential process of establishing brands. Moreover, the approach emphasises the mental and emotional parts of brand equity while ignoring the behavioural aspects, such as real purchasing and brand loyalty.
Furthermore, the strategy may be better suited to consumer products and services than business-to-business or industrial brands. Last but not least, the model's emphasis on surveys and client feedback may be too time- and money-intensive for startups.

Customer journey and customer touchpoints for Diageo
Customer Journey
The customer journey encompasses all the times a customer interacts with a business, from the first time they hear about the company until long after they have made a purchase. To improve the customer experience and increase brand loyalty, companies like Diageo must thoroughly understand the customer journey (Prasad et al., 2021). 
· Awareness: Getting familiar with your brand is the first step in the customer journey. This may occur as a result of formal or informal forms of promotion. Diageo has spent much money on commercials and sponsorships to get its name out there. One emotional advertising campaign that successfully conveys the brand's principles of growth, tenacity, and hope is the company's "Keep Walking" campaign for Johnnie Walker (Sinha and Contractor, 2023).
· Consideration: When consumers learn about a brand, they may think about buying it. At this point, the buyer decides on the brand based on a number of criteria, including cost, quality, and status. Diageo has made an effort to cultivate significant brand associations in order to sway consumer preference. 
· Purchase: A customer's decision to buy a certain brand is often influenced by a number of factors, including price, availability, and how much they value the product overall. Diageo has taken steps to ensure that its products are widely available in settings like grocery stores and watering holes (Sinha and Contractor, 2023). The corporation has also put effort into developing appealing product packaging.
· Experience: The customer will have experience with the brand after purchasing the product. This can affect how they feel about the brand and whether or not they will buy it again. Diageo has put money into tailored marketing strategies, including email and social media campaigns, to give its customers a more unique and interesting interaction with the company. In addition to implementing several initiatives to encourage responsible drinking and sustainability, the company has focused on fostering customer loyalty and involvement through its brands.
· Advocacy: Finally, a satisfied client may become an outspoken supporter of the brand by telling their friends and family about their great encounters with the company. By delivering premium goods and tailoring each customer's experience, Diageo has successfully established lasting bonds with its clientele (Kellershohn, 2022). Social media and other digital platforms have been used by the corporation to boost brand loyalty and word-of-mouth.
Customer touchpoints 
The term "customer touchpoints" describes the multiple interactions a customer experiences with a brand (Bascur et al., 2019). From introducing consumers to the brand to providing after-sale service, Diageo has several opportunities to interact with its clientele. Diageo relies heavily on advertising to increase brand recognition and sway consumer decision-making. The corporation has spent substantially on advertising across multiple platforms, including television, print, and digital, to reach its customers.  
· Pre purchase: Diageo also places great importance on the appearance of its packaging, which can affect how customers view the product's value and desirability. The corporation has put resources into developing high-end packaging for its products like Johnnie Walker and Smirnoff to project an upscale image and win over consumers (Fehlen and Lafaye, 2022). Key brand messages, including the Guinness harp logo's strength, quality, and heritage, have been communicated through container design by Diageo
· Purchase: To ensure that its products are easily accessible to consumers, Diageo relies heavily on its sales and distribution channels. To get their products into the hands of consumers, the company partners with several grocery stores, watering holes, and dining establishments. Diageo has also put money into e-commerce networks so that its products can be purchased by people from any location.
· Post purchase: Client service is an important focal point for Diageo because it affects client retention and satisfaction. The company is committed to providing a satisfying experience for its clients, thus it has made significant investments in customer care channels like phone and email. Diageo has also put effort into developing customer loyalty programs like the Diageo Bar Academy, which offers bartenders access to educational materials and instruction designed to enhance their professional development. Diageo recognizes the value of social media as a platform for communicating with and winning over loyal customers (Nunan et al., 2020). The company successfully communicates with its demographic through Facebook, Instagram, and Twitter. Diageo has leveraged social media to spread brand messages, provide customers with tailored experiences, and inspire them to tell others about their positive interactions with the company.
Customer Journey Map
The Customer Journey Map framework can be used to bolster the examination of Diageo's customer touchpoints. According to this model, the customer journey consists of several different "touchpoints," or interaction points, from pre-purchase research to after-sale service (Bascur et al., 2019). Brands like Diageo can improve the consumer experience and strengthen brand loyalty by charting these points of contact.
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Figure 5: Customer Journey Map
(Source: Self-created, 2023)

· Strengths of customer journey maps:The customer path map provided for Diageo reveals both successful and potentially improved touchpoints. Diageo's advertising strategy, for instance, seems to be working, as the corporation has spent money on ads across several channels in an effort to reach its demographic. Diageo believes that a focus on packaging design will give its products a more premium appearance and increase their perceived worth.
However, there may be other points of contact, such as the sales and distribution channels, that may be enhanced. Although Diageo has established relationships with numerous supermarkets, bars, and restaurants, it may be prudent to investigate opening new distribution channels or enhancing the current ones to guarantee that consumers have easy access to the products.
· Weakness of customer journey map: While Diageo does invest in customer care channels like phone and email, it may investigate other ways to improve customer service, such as giving online chat help or tailoring its assistance to each individual client's needs.
Overall, Diageo can improve the customer experience and strengthen its relationships with clients by prioritising efforts based on the strengths and weaknesses revealed by the customer journey map.
Total engagement model
When it comes to marketing, the Total Engagement Model (TEM) is all about the customer and how engaged they are at every stage of the buying process (Atherton, 2019). There are three primary parts to this approach, and they are mental, emotional, and physical involvement. Customer engagement may be broken down into three categories: cognitive (the customer's level of understanding and interest in the brand), emotional (the customer's feelings and attitudes about the brand), and behavioural (the customer's actual interactions and behaviours with the brand).
Diageo may use the TEM framework to boost consumer involvement and brand loyalty. Diageo, for one, can promote its products and inform its clients by employing cognitive engagement tactics like targeted advertising and social media campaigns (Norman et al., 2022). Diageo may increase client enthusiasm by catering to their sentiments by using narratives and tailoring their offerings to each individual. This can be accomplished with the use of participatory events and experiences, social media participation, and custom discounts and incentives. Finally, Diageo may encourage customer behavior by rewarding them for sharing their experience on social media, referring friends, and writing reviews. In addition, the corporation can use customer information to offer products and services to individual customers and promote specific sales to them in order to boost sales and loyalty. Diageo can use the Total Engagement Model to develop a strategy for interacting with its customers that will result in sustained growth and popularity.


Recommendations of new touchpoints.
Diageo may improve its touchpoints and customer service in a number of ways, as shown by the company's depiction of the customer's journey.
It has been suggested that Diageo consider forming strategic alliances with grocery and retail aggregators like Amazon and Instacart. This would make it convenient for consumers to get Diageo goods online and have them sent to their homes. Diageo may also think about providing subscription services to repeat buyers, giving them an easy and affordable option to stock up on their drinks of choice whenever they run low.
It is also suggested that Diageo spend money on experiential marketing activities, such pop-up bars and immersive events, to give people something they won't forget about the company. Customers may get a greater knowledge and appreciation for Diageo's goods via activities including tastings, cocktail-making lessons, and tours of the company's manufacturing facilities.
Finally, Diageo may investigate using AR and VR technology to provide interactive and interesting touchpoints. them may, for instance, use AR to scan product labels and learn more about the product's background and manufacturing process, while VR could be used to give them a virtual tour of Diageo's facilities or to create a virtual cocktail-making experience.

Conclusion
Therefore, Diageo is a renowned worldwide beverage firm that has developed and managed a stable of formidable brands through savvy advertising (Baldwin, 2020). Various marketing campaigns have been implemented to increase company recognition, stimulate customer interest, and solidify client loyalty. The Total Engagement Model and Keller's Brand Equity Model are just two of the many marketing frameworks and models used in this endeavor. Diageo has built a strong brand identity and emotional connection with its customers by taking a customer-centric strategy and focusing on delivering excellent customer experiences. Because of this, the company has been able to sustain its status as an industry frontrunner and fuel its sustained development and success.
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+ Appreciation

Pain Points
Limited product
information

Negative reviews and
ratings

Unappealing
packaging

Solutions

+ Monitor product
qualty and address.
any issuos promptly.

+ Offer attractive and
valuable loyalty.
program ranards
and benefits

+ Personalize email
promations

Phase #5

Customer Action

Bacomes aloyal and
repeat customer of
Diageo’s products

Touchpoints

* Repeat purchases at
supermarkots,

+ Emai newsletters and
exclusive promotions
forloyal customers

+ Email newsletters and
exclusive promotions

Emotions.
« satisfaction.
Trust
Connection.
Enthusiasm.

Points

« Monotonous product
selection.

« Disappointing
customer service or
support.

« Campeting brands.
with atractive offer

Solutions

« Monitor product
quality and address.
any issues promptly.

+ Offer airactive and
valuable loyalty
program rewards
and benefits

« Personaiize email
promotions
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