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Executive summary 
This report has made an effective analysis of the customer journey associated with Aston Martin. Therefore, this report has made an effective identification of the organisational profitability and the employees they are proceeding with. Moreover, this business report has suggested new marketing plans for the firm to improve its customer base and engagement. Integrated marketing communication and the Shannon and Weaver Model of Communication are critically evaluated in this report to make an effective analysis of the different changes that the selected firm needs to implement in their firm. Keller’s Brand Equity Model has also been analysed to make effective improvements in the brand engagement rate of businesses. 
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[bookmark: _e4vyrw8jjxix][bookmark: _Toc132807032]1. Introduction 
Customer satisfaction is associated with their journey with the brand. Management of the businesses has to effective changes over their customer journey in terms of enhancing their customer satisfaction at the end. Appropriate communication with the customers and developing efficient promotional activities to enhance brand awareness helps the brands to improve their ultimate customer journey. This report is making analysis of the customer journey and brand equality model of Aston Martin Lagonda Global Holding PLC with their existing marketing strategies analysis. This report has developed new online and offline marketing strategies for the selected brand to enhance their customer journey and the ultimate experiences of the customers.
[bookmark: _9w14to2yyjg6][bookmark: _Toc132807033]2. Company Background
"Aston Martin Lagonda Global Holding Plc" is the world's only independent car manufacturer which is designing automated vehicles for the past 100 years. This luxury car developer is following significant sustainable strategies such as analysing the environmental changes and investing in people and developing opportunities for them (Astonmartinlagonda.com, 2023). Designing green sports cars and delivering “world-leading sustainable Ultra-Luxury” are the sustainable goals that are followed by Aston Martin with their 19,646 employees (Astonmartinlagonda.com, 2023). The business of Aston Martin Lagonda is based on a transparent organisational structure while they are following the ethical values set by the UN. 
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Figure 1: Market share of Aston Martin Lagonda
(Source: Carlier, 2023)
The profitability of the firm is aligned effectively with its business process. £141.8 million has been generated by Aston Martin Lagonda in the business year 2022 while in the year 2021, it was £76.5 million (Astonmartinlagonda.com, 2023). However, the market share of the firm is deteriorating as only 14 cars have been sold per month in the year 2020 while in 2019 this rate was 26 cars per month (Carlier, 2023) Profitability rate improvements are dependent on the improvements in sales margin. Therefore, in the financial year 2021, the sales margin of the selected firm was 6,178 units while in 2022 it has become 6,412 units (Astonmartinlagonda.com, 2023). Based on this, the management the successful management system of the business has been reflected. 
[bookmark: _zcc1e4gdrohm][bookmark: _Toc132807034]3. Communication in the marketing process 
Communication marketing is essential for brands to develop effective channels for delivering their products and services from the manufacturers to the ultimate users. Communication-based marketing helps customers to gain awareness about different products and services and engages them with the brands which affect their purchase decisions (Butkouskaya et al. 2020, pp.1-18). Therefore, the strategies of marketing communications are essential for business improvements. Marketing communication with appropriate promotional messages by different digital media such as FaceBook, YouTube and Instagram customer relationships becomes effective for business promotions. 
[bookmark: _Toc132807036]3.2 Shannon and Weaver Model of Communication
"Shannon and Weaver's Model of Communication" is a mathematical there of communication which includes different mediums of communication such as source, transmitter, channel, receiver and destination. As opined by Rohayatin et al. (2022, pp.963-969), according to this theory the sender encodes the message and forwards it to the receiver through a technical channel which covert messages into codes. This can state that the implementation of "Shannon and Weaver's Model of Communication" will help Aston Martin Lagonda to decode the customer demands and create noise based on the feedback. Therefore, this can state that the management of the businesses is able to make improvements to their product based on the customer's demands and their feedback after efficiently decoding all the messages. 
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Figure 3: Shannon and Weaver Model of Communication
(Source: Influenced by Rohayatin et al. 2022, pp.963-969)
Significant channels have to be used by the management of the businesses in terms of developing their efficient communication structure with the customers. As per the view of, Shaw (2019, pp.105-126), it can state that the management of the brands has to make appropriate utilisation of their communication channels such as websites and social media pages of the brands to communicate. This will be adequate for Aston Martin Lagonda to improve its communication system with the customer to enhance its customer brand awareness. 

[bookmark: _34n4dmrhh7k7][bookmark: _Toc132807035]3.1 Integrated marketing communication
Direct marketing and public relations management are acknowledged to be "Integrated marketing communication". As commented by Muhammedrisaevna et al.(2020, pp.5-7), the American Marketing Association states that integrated marketing communication is a planned procedure which is able to assure that all the brand contacts received by a consumer for a service or product are relevant for the individual. Based on the integrated marketing communication model can state that the brands have to stay aware of the products and service deliveries and have to make them relevant over time. On the other hand, Laurie and Mortimer (2019, pp.231-252) have stated that personal selling, direct marketing and promotional sales of the brands help them to develop efficient public relations to promote their products effectively. 
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Figure 2: Integrated marketing communication
(Source: Influenced by Laurie and Mortimer 2019, pp.231-252)
Specific tools are able to get used by the management of different organisations in terms of developing integrated communication-based marketing structures regarding their products and services. Therefore, mobile marketing, social media marketing, and sponsorships are able to be efficient tools for public relations management and integrated communication-based marketing development (Widjaja, 2022, pp.48-62). Aston Martin Lagonda is able to set a continuous flow of messages with its customers to maintain a unified brand experience for the customers. Therefore, adopting this strategy will be beneficial for the management of Aston Martin Lagonda as it will facilitate their foundational marketing concepts. Additionally, they development of their public relations strategies to maintain a balance in their marketing management capabilities. Based on this pain communication with the customers will be beneficial for the management of Aston Martin Lagonda in terms of enhancing the brand awareness of their customers regarding sustainable sports cars. 
[bookmark: _ehuhtirr45ke][bookmark: _us92khi1as3e][bookmark: _wd1fts2lsbk0][bookmark: _Toc132807038]5. New promotional strategies to increase brand awareness 
[bookmark: _5calij691u7v][bookmark: _Toc132807039]5.1 Offline
In terms of effective marketing mixing the new offline and online marketing strategies are beneficial for businesses. Sending out seasonal cards and gifts will be beneficial for the business management of Aston Martin Lagonda. As commented by Suleiman et al. (2020, pp.164-179), sending offer coupons to the customers helps the brand to let their customers remember about the brand presence and reduce the load of customers spending a lot of time on occasion. Therefore, Aston Martin Lagonda will become able to make effective personal connections with its customers while offering coupons to them on special occasions. This will help the management to personalise the customer experiences regarding brand management and enhance the brand recognition level of the customers. Based on this strategy the firm will degenerate more effective brand awareness and engage the customers more significantly with the brand. 
[bookmark: _ayjtnp52yrg9][bookmark: _Toc132807040]5.2 Online
In terms of effective customer satisfaction developing unique online marketing strategies will be beneficial for the brand. Content marketing strategies with leading influencers will be beneficial for the management of Aston Martin Lagonda in terms of enhancing the level of brand awareness among the customer. As narrated by Haenlein et al. (2020, pp.5-25), an influencer marketing strategy helps the brands to utilise the follower base of the influencers and makes improvements to the brand trust level. Therefore, this is beneficial for managing the reputation of the organisation while merging with the positive brand reputation of the influencers. Moreover, the management of Aston Martin Lagonda has to deal with its brand reputation and connection with the customers to develop a positive customer experience. The implementation of an influencer marketing strategy is beneficial for saving time and enhancing the trust of customers in the brands. Enhancing the customer trust level is essential for improving the business performance in the luxurious car segment. 
[bookmark: _dtq6azlvph2n][bookmark: _Toc132807041]6. Brand equity model 
[bookmark: _2bz869lbdoqg][bookmark: _Toc132807042]6.1 Keller’s Brand Equity Model
Brand equality is known as the premium values that an organisation generates from a specific product or service with a recognisable name while it is compared with a generic equivalent. Organisations can create effective brand equality with the help of easily recognizable, memorable and superior-quality products and services (Shay and Van Der Horst, 2019, pp.24-44). Developing effective customer-based brand equity is essential for the management of Aston Martin Lagonda to deal with their market presence and improve competitive advantages. In terms of proceeding in the luxurious sports car segment the management of Aston Martin Lagonda have to be aware about the brand equity to deal with their competitive market values. Therefore, the customer-based brand equity model was designed by Keller in his own book on strategic customer base management. As commented by Tran et al. (2020, pp.2053-2062), Keller’s Brand Equity Model suggests that the management Aston Martin Lagonda have to make an adequate identification of their brand position at the market of luxury sports cars. Additionally, the management of Aston Martin Lagonda have to identify  their own responsibilities for their customers to build-up transparent relationships with their consumers. This can be attributed to the disadvantages of this model as it focuses on generalised compared to specifications. Based on this theory it can comment that the management of the businesses is able to identify the significant requirements of the customers to locate their products within the market and take responsibility for resolving the issue of the customers. 
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Figure 5: Keller’s Brand Equity Model
(Source: Influenced by Shay and Van Der Horst, 2019, pp.24-44)
The management of the businesses identifies the meaning of the business and the developed products and services to stay loyal to their customers. In addition to this, TRAN et al. (2020, pp.213-221) have stated that developing adequate brand meaning is efficient for the management of the business to deal beyond the products that the business is offering. Aston Martin Lagonda has to take care of their proper  justification for the uses of their cars and aligned  with the market. Therefore, the advantage of this model for Aston Martin Lagonda is to shape  the way their customers thinks about their business. However, this model is unable to highlight the individual brand manufacturers it highlight the entire organisation. Moreover, Jeon and Yoo (2021, pp.369-389) have commented that to manage brand equality on the global platform the brands have to make an analysis of the responses that the customers are generating after purchasing products and services. Therefore, the management of Aston Martin Lagonda has to make an appropriate analysis of the customer's responses in terms of developing the business for the customer's well-being. This will be also beneficial for Aston Martin Lagonda to manage its brand name on the global platform. Furthermore, this will be effective for managing the brand reputation on the international platform. Hence, the implementation of the brand equity model in the business management of Aston Martin Lagonda will be effective in improving their business performance. 
[bookmark: _4diom4ee4npg][bookmark: _Toc132807043]7. Customer journey map 
[bookmark: _niusnyas0m4u][bookmark: _Toc132807044]7.1 Pre-purchase consumer journey 
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Table 2: Customer Persona 
(Source: Created by author)
Customers intended to identify the different information about the products that they are planning to buy. As commented by Ludwiczak et al. (2021, pp.22-35), during the pre-purchase consumer journey individuals are intended to collect product information based on their gender, educational qualification and risk associated with the cars. Therefore, based on the customer journey map, it can state that during the pre-purchase customer journey stage the customers intended to make an appropriate analysis of their driving experiences associated with the Aston Martin Lagonda. 




	Pre-purchase consumer journey
	During the purchase consumer journey
	Post-purchase consumer journey

	[image: ]

Identifying the  satisfactory looks and driving  experiences  associated  with  Aston Martin Lagonda  

 (
Wow! this looks great 
I am disappointed with quality
I like it, I can buy it
Will it be good?
I'm so happy
)
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Analyzing the social media platforms  regarding the brand  image 


	[image: ]

Identifying the nearest  service  centers and analyze the issues  probably associated  with the cars 
	[image: 8 Mock Test Icons - Free in SVG, PNG, ICO - IconScout]

Regular  checkups of the cars and maintenance 
	[image: Negotiate Icon Images – Browse 742,944 Stock Photos, Vectors ...]


Maintain the car  with all its required services and maintain the standards




[bookmark: _loh9p7uoghj2][bookmark: _Toc132807045]7.2 During the purchase consumer journey
During the purchasing stage the customers are also intended to finish their decision-making process based on the gathered information and they are intended to accomplish their purchase. As opined by West et al. (2020, pp.275-297), during the purchasing period the customers prioritise the specific brand above the other available company and take decisions based on the price and risk associated with their selected brands. Therefore, the management of the businesses has to make effective improvements to their pricing strategies and adopt efficient marketing strategies to grab the attention of the customers to influence their decision-making system. The management of Aston Martin Lagonda has to stay aware of the different features available in the products of their competitors which are available at a cheap price. Aston Martin Lagonda has to make the appropriate situation for negotiating with their customers to affect their purchase decisions. Identifying the nearest service centres and analysing the issues probably associated with the cars are the specific intentions of the customers during this purchasing stage and the brand has to give these facilities to ensure their customers about their satisfaction. 
[bookmark: _lf1p8k9kjwq5][bookmark: _Toc132807046]7.3 Post-purchase consumer journey
After purchasing the products the customers intended to have a significant amount of communication with the customer care executives of the brand whenever facing any kind of issues. As highlighted by Santoso et al. (2019, pp.18-30), in the post-purchase consumer journey the brand is able to ask the customers to give them feedback and share their honest reviews on the social media platform to maintain their brand reputation. Therefore, this stage is crucial as the customers are aware of the associated risks switch the sports cars of Aston Martin Lagonda and the management and their customer service executives are unable to negotiate with the customers any more. 
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Figure 7: Customer pain point
(Source: Influenced by Santoso et al. 2019, pp.18-30)
In this stage, the management of Aston Martin Lagonda is able to make an appropriate analysis of different social media platforms and stay connected with their customers to provide efficient after-sales services. As an  example, unclear communication with the brands works  as  customer pain points therefore, the management of Aston Martin Lagonda have  to take care of this issue. As stated by West et al. (2020, pp.275-297), the after-sale services of the brands are capable to make improvements in their brand reputations. Therefore, this creates a significant impact on the customer's journey to derive satisfaction. Aston Martin Lagonda has to make an effective analysis of the customer pain points to make effective improvements in their end-to-end customer experiences. 
[bookmark: _frwa6vldnzd5][bookmark: _Toc132807047]8. Total engagement model
[bookmark: _GoBack]The total engagement model is associated with aligning the customer with the brand values, advertisements, culture and customer experiences. Based on this theory the brands have to make a proper analysis of their customers to develop effective organisational values and these values are also required to be reflected through the brand advertisements. As opined by France-Harris et al. (2019, pp.21-39), in term of analysing the total engagement rate of the brands the management have to divide the total number of engagement power post by the reach per post and multiply it by 100. Aston Martin Lagonda is able to make an effective analysis of its customer engagement rate while making an effective analysis of its social media reach. This strategy will be beneficial for the management of the firms to make an effective analysis of the emotional, social, convenience and contextual engagement rate of the customers with their brands. 
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Figure 7: Total engagement model
(Source: Influenced by France-Harris et al. 2019, pp.21-39)
The engagement model is a customer-centred model and makes an effective analysis of the social-emotional cognitive and convenience engagement of their target customer with the brand and its products. Therefore, active social media marketing is essential for enhancing the rate of customer engagement with the brands. As narrated by Suguitan et al. (2019, pp.602-615), exploring the requirements of the customers and anticipating their responses towards the products are essential to managing the brand engagement rate of the firms. Aston Martin Lagonda has to make an effective analysis of the changing demands of its customers based on the changing regions. Therefore, this will be beneficial to proceed with international business. Based on this it can state that the management of the business has to make an effective analysis of the changing customer demands and change the contents of the advertisement according to its demands. This strategy will be beneficial for enhancing the customer engagement rate with the firm. Customer value propositions have to reflect through effective advertisements to enhance their brand engagements.
9. Recommendations
As discussed above, this aspect focuses on developing marketing strategies for a company named Aston Martin. This company focused on managing both offline and online aspects to deliver multiple marketing factors. In addition, Aston Martin will focus on its marketing aspects through online and offline strategies. “Sending out seasonal cards and gifts” is going to be beneficial for marketing aspects managed by Aston Martin.
· Aston Martin needs to focus on developing engaging content to manage marketing factors for further reference. It can develop share-worthy content for Aston Martin. 
· Aston Martin Lagonda needs to consider the target audience to deliver significant aspects as a part of its online marketing strategy. 
· Incorporation of a behavioural analysis helps in managing online aspects for companies. It will help in developing an online agenda for Aston Martin Loganda's marketing strategy. In addition, the usage of a conversational marketing strategy can manage online marketing factors for organisations (Martin et al. 2022, pp. 1-11). “Content marketing strategies with leading influencers” will help in developing more marketing aspects for Aston Martin’s success. Developing long-term strategies can help in enhancing aspects related to content marketing. 
· As discussed above, this organisation is going to focus on managing “content marketing by incorporating influencers” to generate effective marketing outcomes. Managing consistency in terms of brand voice can help in managing the influencer marketing strategy for organisations (Benbya et al. 2021. pp. 1-10). The development of various content types can help Aston Motion to change its marketing procedure. 
· Aston Martin needs to develop major marketing goals to enhance the effectiveness of outcomes. As an organisation, it is responsible for identifying influencers to enhance its marketing factors. Aston Martin also needs to reach out to influencers to incorporate influencer marketing as an online strategy.  
· In this context, the incorporation of multiple factors such as monitoring, measuring and improving can be effective in managing influencer marketing (Wickert et al. 2021, pp.297-320). It will help Aston Martin to develop engaging content with the help of social media influencers. 	
· Usage of business cards can help in managing offline marketing aspects for Aston Martin. “Sending out seasonal cards and gifts” can be beneficial to enhance offline marketing strategy for organisations (Khorsheed et al. 2020, pp.2221-2235). Apart from this, it will help in developing advantages through offline marketing factors for this organisation.  
· Usage of marketing campaigns can help in managing aspects for maintaining deliverance quality for organisations. On the other hand, creating impressive exhibition stands can help in enhancing offline marketing aspects for Aston Martin. It can help in managing effective communication between organisations and customers. 
· In terms of offline marketing, Aston Martin needs to provide good conditions to manage a better connection with its potential customers. The incorporation of a segmentation strategy can help in managing marketing factors for Aston Martin. Apart from this, the incorporation of multiple promotional factors can help in developing offline marketing factors for Aston Martin. 
· Monitoring and evaluation will play an effective role in managing necessary offline facets for organisations like Aston Martin to deliver effective outcomes. 
[bookmark: _a9k9bd9ovf2t][bookmark: _Toc132807048]10. Conclusion
Based on the entire analysis of the marketing strategies and the customer journey of Aston Martin Lagonda it has been identified that the brand needs to adopt significant changes to make improvements. Therefore, the brand reputation management system has to be well maintained by the organisation to make improvements in their customer engagements. In addition to this, the brand equity management system makes also makes an effective impact on the business management system of the brands. In this report, the appropriate utilisation of Keller’s Brand Equity Model has been described in terms of managing satisfied customer experiences. Moreover, this report has analysed the customer journey map to make an analysis of the factors that affect the satisfaction level of the customers. Hence, this can comment that the management of the brands has to make effective modifications to their businesses to make improvements in their customer journey to keep the customers satisfied. 
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