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In the recent time of tough market competition in the automobile sector, the need to develop brand awareness is a must. It is productive in building a competitive edge and ensures that success in revenue generation and sales maximization is developed. The recent pandemic has affected the automobile sector extremely. The war satiations across different nations are creating a challenging situation for the leading automobile company like Ford. It is high time that an effective brandings strategy with the measures to improve customer satisfaction is adopted so that the growth prospect of Ford in the global market increases. In this report, the measures are taken to evaluate the adequate communication measures for Ford to reach the target customer base and thus execute accurate promotional strategies so that positive brand awareness is developed. The measures are taken to examine the brand equity model in a vivid manner as well. 
[bookmark: _Toc111572820]Company background
Ford Motor Company is an American-based multinational automobile manufacturing business.  It has its headquarters in Dearborn, United States.  It was founded by Henry Ford in the year 1903 (Ford.com, 2021). The company is associated with the sales of commercial vehicles and automobiles. Serving worldwide areas, the business has gained huge popularity as a trustworthy automobile brand. The total production output in the year 2020 was 4.2 million vehicles (Annualreports.com, 2021). The brand “Ford” is effectively serving the targeted customer base and has earned revenues of US$4.5 billion in the year 2021. On the other hand, the net income of the company is US$17.9 billion, and the total asset includes US$257 billion as per the annual report for the financial year 2021. The total brand equality of Ford would be approximately US$48.6 billion. The business has been effective in developing productively with the help of around 186000 employees (Annualreports.com, 2021).
Ford is considered to be the second largest US-based automobile manufactures, while General Motors occupies the first position. In the case of the world scenario, the position of Forth is fifth. The companies like Toyota, Volkswagen, Hyundai as well as General Model are aged, Ford. The tough market competition has made it difficult for Ford to keep its customer attractive and satisfied (Ford.com, 2021). Thus, the implication of sound communication and promotional measures are essential to gaining a reputable market position in the global market. The mission statement of Ford is “to help in building a better world in which the personal are free to move and pursue their dreams”. The company is looking forwards to curbing the limitation and helping the customer to have a better life. The use of proper promotional strategies is a must so that the company can engage customers and ensure that market profitability is achieved. 
[bookmark: _Toc111572821]Communication 
Communication is a process in which the exchange of information takes place from one end to the other through the common system, which includes the verbal or non-verbal mode (Venter, 2019). Camilleri (2018), on the other hand, stated that communication is the transmission of messages or information through speaking or writing. Communication is basically of five different types, including verbal, nonverbal, visual, listing as well as listening. The selection of the correct mode of communication is needed so that the information about the brand and its uniqueness can be conveyed in a coherent manner. The selection of the correct communication strategies allows brands to build customer loyalty and thus enhance sales maximisation by building a competitive edge. Ford is focusing on effective communication strategies and is trying to maintain a high positive media presence. It allows our message to be heard by targeted customers as well as the key influence (Ford.com, 2021). On the other hand, Ford also uses the internet for visual communication that imparts messages about the brands that could be adopted for profitable outcomes (Gruner et al., 2019). 
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Figure 1: Shannon and Weaver Model of Communication

(Source: Kubota, 2019)
Shannon and Weaver's model contains the five elements. It includes the information sources transmitter, channel, receiver as well as destination.  The sources of information are defined as the places where the information is stored. On the other hand, the sends of the information, the message is determined to be encoded into singles so that the travel to its destination (Kubota, 2019).  The model describes the way in which the information flows from a source to a destination. The communication model is an advanced model than other communication models due to the essentiality it attaches to the feedback mechanism. It is lacking in most of the other communication models. The Shannon-Weaver model is determined to be a circular and more comprehensive model. As per the model, the senders give the message to the receivers and the feedback in returns from the receiver to that of the senders. The experiences of both the senders as well as the receiver are taken into consideration as per the communication model (Aliyu, 2022).  In the case of Ford, the revisers are the customer as well as the senders are the marketing team Ford. The selection of the correct model to transmit the information between the sender and the receiver are taken into consideration for the building of brand equity in competing market condition (Ford.com, 2021). 
[bookmark: _Toc111572823]Integrated Marketing Communications
Integrated marketing communication (IMC) is the process which unifies marketing communication elements. It comprises the public relations, social media business development principle, advertisement as well as audience analytics to develop the brand identity that remains consistent across distinct media channels (Camilleri, 2018).  Hewett and Lemon (2019) were in the view that the purpose of IMC is to plan the communication to assure that all the brand contacts received by the customers or the prospects for a product, organisation or service are relevant to that of the person and consistent over time. It is allowing Fords to create multiple-pronged marketing campaigns that are effective in targeting a wider audience base. On the other hand, cultural constraints such as organisational structure, lack of internal coordination, budget constraints as well as the lack of staff are acting as the constraint to the implication of IMC measurers (Tairova et al., 2020). The planned strategies to adopt the IMC are needed for the businesses like Ford so that success, in the long run, could be developed, and thus measures could be maintained for the engagement of brand image in the global market domain (Camilleri, 2018). 
[bookmark: _Toc111572824]Promotional strategies Fords could use for brand awareness 
Brand awareness needs to be developed so that Ford can gain a positive market reputation. It would help the businesses to sustain effectively in the competing market conduction and take up the measures to build customer loyalty (Henares, 2020). Ford needs to use social media sites for the execution of its promotional strategies. Bilgin (2018) was in the view that the adoption of the correct marketing measures is essential so that success in the holding run could be gained. As the complexity of the automobile sector has increased, Ford is struggling to retain its targeting customer base in the global market (Haralayya, 2021).  In the process of executing promotional approaches by Ford, the segmentation of the targeted customer base is determined to be essential. The social media promotional measures with the help of “attractive and informative posts" are effective in attracting the attention of customer bases in a coherent manner. 
The branding by Ford is essential so that the company could develop a strong customer base and gain sales maximisation. (Bala and Verma, 2018) stated that the use of advertisement and product promotions is a must so that the global market position is kept under check.  Fords are mostly using advertising. The measures like sales promotions as well as personal selling to strengthen public relations are adopted by Fords (Annualreports.com, 2021). The approaches toward digital marketing are also taken into consideration so that the profitability in the competing market is derived. 
In order to build an effective online promotional strategies the measures to take the customer right is essential. Ford is one of the leading automobile businesses and must need to inclined toward a younger customer base. Targeting the age group of 18 to 35 years would help Ford needs to make the product line famous among the youth and determine their attention in making Ford” the most loved automobile manufacturer".  Thus, the targeting of the correct customer base is determined to be essential so that the success in building a competitive edge is developed. (Adeola et al., 2020) was in the view that marketing strategies could be better implicated with a vivid understanding of the targeted customer base. At the same time in the process of keeping the customer satisfied both online and offline.  Fords needs to promotes the products line with the Low pricing strategies is used. The product ranges of Ford need to be under the affordable pricing and are executing quality products so that the success in building brand effectiveness is enhanced. Prices place a vital role in deriving the attention of the customers. (Le et al., 2020) mentioned that the customer is rational in nature and is willing to invest in an effective manner to extract maximise the level of satisfaction. Fords needs to focused on building customer loyalty and thus needs to promote its product with low price to keep customer engaged. The measures towards “valuable product” in “limited cost” by Fords would develop competitive edge and build the growth prospect for Ford in the global market.  
Fords needs to focus on the instore experience of the customers. The use of active training is given to the staff so that the measures to serve the business with excellence are developed. The customer satisfactions need to be enhanced by Ford, and in order to developing the loyal customer base (Haralayya, 2021). It interns initiates repeated purchased in the future. The improvement of the customer services needs to be developed so that the success in the gained by Fords in serving the customers as per their expectations. This in turn world be effective in developing brand warmness and thus help Fords to thrive despite of taught market competition. 
[bookmark: _Toc111572827]Branding and brand equity	 
Branding is the action of promoting a particular product by means of advertisement or distinct design. Medway et al. (2021) were of the opinion that promotion is the way to develop the reorganisation for businesses aiming at the targeted customer base. It is effective in attracting customers and thus adopts measures inbuilt competitive edge. The strategies of looking toward the future and contributing toward brand equality by lowering tailpipe emissions have been effective in developing a positive brand image for Ford in the global market (Ford.com, 2021).
Brand equity is the commercial values that are derived by customer bases as per the perception of the customers Shariq (2018) mentioned that brand equity is the marketing strategy that is the measures used to describe the brand's values. The four key elements of branding include brand loyalty, brand awareness, brand association as well as perceived quality. Brand equity is developing positive brand images and thus is paving the path towards success for the business.  The brand equity of Ford of 49 billion US dollars and thus has a huge potential to keep the targeted customer base engaged and built profitable outcomes (Annualreports.com, 2021).
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Figure 3: Keller's model of brand equity
(Source: Świtała et al., 2018)
Keller's model of brand equity outlined that the performances consist of five categories, including the features and primary characteristics; product serviceability, reliability, durability; services emphatic, effectiveness, efficiency; design and style: and price (Świtała et al., 2018).  Świtała et al. (2018) stated that Keller’s Brand Equity model is known for the Customer-Based Brand Equity and is a pyramid. The model emphasises the fact that to make the bond strong; the company must create the right brand image and convey an idea of brand enhancement as well. Each experience of the customers with the brand is developed positive thoughts, convictions as well as emotions. It is intern develops the brand values and tends towards the building of brand quality. The model has been productive in building a strong interpersonal bond moan the customers and the brands (TRAN et al., 2020). In a similar case, Ford needs to implicate similar strategies so that customer engagement with the new proposed product line can be maintained and measures to gain customer satisfaction can be achieved (Ford.com, 2021). 
Stage 1: Identity
This stage indicated about the way in which the brand is perceived by its customers. Ford is known for it “good quality vehicles”. It is a well-known brand and are known among its customer for the commercial as well as Luxury vehicles. The customer of Ford or the car lovers thinks of affordable quality vehicles when they hear of Ford. 
Stage 2: Meaning
Meaning indicated the speciality that the brand is known for among its customers. In the case of Ford, the brands are knowns for its future thinking (Świtała et al., 2018). The company Ford is working hard to develop technologies and ensure that the customer get quality cars with technological advancement. The customer of Ford are finds of the F-series vehicle proposed by Ford is the best seller in the automobile business (Ford.com, 2021).
Stage 3: Response
The responses indicated the way the product is judged by the customers. It at the same time indicated the market reputation of the brand and the way the customer is judging the brand in the market. Ford shas received a good response among the customer. The official websites of Fords are actively used to establish direct relations with the customers. The measures are taken to track the buying intentions of the customers and thus ensure that the profit margin is expanded. The current branding strategies of Ford are "Go Future" which is positively adopted by the customers and they are looking forwards for the new product launch (Ford.com, 2021). However, the presences of more advantages vehicles like Tesla are making it difficult for Ford for retain positive responses among the targeted customer base. Thus, it is must to adopt social media marketing by Ford to keep its customer aware and build positive responses among the customers. 
Stage 4: Relationship 
This stage encounters the strategies encountered by the brand to develop relationship with the customers.  In order to establish strong relationship, the manufacturing plants of Ford are located in different parts of the world.  The stores of Fords are also presented in the cities globally so that the ease the accessibility of the latest model of Fords is achieved by the customer base, and thus satisfaction is achieved. The company is willing to serve its targeted customer with the best product and advanced technologies (Ford.com, 2021). Measures to improve technological advancement and control environmental threats are actively adopted by Ford as per their CSR strategies in order to develop strong and positive customer engagements (Annualreports.com, 2021). 
· Advantages
Keller’s model is proving the opportunity to enhance the performance of the brand in a coherent manner. The measures are built to derive the advantages of branding measures adopted by the companies and take the essential steps to enhance the market success could be developed (Świtała et al., 2018). The clarity of what the customer needs could be extracted through the model. This model is helpful for the businesses like Ford, which is operating in the market with thought competition (TRAN et al., 2020). 
· Disadvantages
The measures that are outlined for the build of the brand equity as per the proposed model are costly. The cost is needed to strengthen of brand image and execute strategies to gain market success.  A huge investment is needed to adopt this proposed model, and the outcomes might not be favourable at the same time as the demand constantly changes from time to time (Świtała et al., 2018). 
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Figure 4: Customer buying journey
(Source: Wirtz et al., 2021)
It is a must for businesses to keep their customer satisfied. Wirtz et al. (2021) mentioned that customers with a positive buying experience tend to buy strong customer bonds. Fords are willing to provide a seamless buying experience where the customer can select the best model that could provide them with effective satisfaction; in the process of doing so, multiple tough points are created by the Ford. It is done to keep the customer engaged with the brands and thus ensure that success, in the long run, is built (Batra., 2019). The measures to aware the customers of the new products lines are needed. It plays an effective role in enhancing the customers buying intentions and is serving as the full factor. 
[bookmark: _Toc111572830]Customer journey map analysis
Pre purchase stage:  The customer mostly visits different nine suites in order to get the information about the different features and try to match the features and prices as per their expectations. Wirtz et al., (2021) stated that in order to develop the touch point at the pre purchased stage, the company needs to be ensured that the customer has a clear idea about the product proposed by the company and its detailed.  In order to develop awareness among the customer Fords is using the social media sites, website of Fords, marketing campaigns. More over to develop the touch point the emails to the potential customers are send along with Face-to-face interactions with the customer during a store visit. 
Purchase stage:  During the purchase stage, customer is looking for the correct assessment and guidance’s. The easy accessibility to the stores and good behaviours of the sales person and store staffs are determined to be effective in developing the customer touch point (Wirtz et al., 2021).  In order to make purchase seamless for the customers Ford is maintaining product diversity and enhancing the technological advantages of automobiles (Annualreports.com, 2021). The customers are provided with multiple touch points thought the executing of diverse product line and positive store experience. 
Post purchases stage:  The post purchase stage is determined to be critical in establishing the customer engagement and build loyalty among the customers. This at the same time increases the repeated purchase in futures (Wirtz et al., 2021). Ford is trying to establish a strong engagement with the customers buy building post purchase touch point.  In order to develop the touch point Ford is tracking customer feedback and implicating strategies towards improvement (Annualreports.com, 2021). The customers are sent referral messages to the customers.
[bookmark: _Toc111572831]Total Engagement Model
The total engagement model focuses on the overall strategic implication of the company, including customer employee engagement, leadership approaches as well as branding strategies. It puts emphasis on the efficient and effective system (ElHamd et al., 2021). The key focus is on the alignment of the activities of the companies towards a unified plan so that customer engagement can be derived. It includes the measures like advertisement services productiveness as well as internal culture (ElHamd et al., 2021). Adopting the total engagement model in the context of Ford, the first measures towards customer engagement needs to be the key focus on brand awareness. The company needs to be active on the social media site so that strong customer engagement can be developed (Blommer, 2018). The idea about the new launch and the unique features needs to be circulated through the different social media handles so that the growth prospect can be developed.  Moreover, the focus on enhancing the manufactured quality needs to be adopted to prove customer satisfaction. Kaveh et al. (2020) mentioned that internal stability is effective in building team integrity and thus ensures that the outcomes are favourable. Fords are operating in tough market competition. Thus, the use of the total engagement model is effective in building profitable outcomes so that success, in the long run, could be developed. In the process of retaining the targeted customer base, Ford needs to develop an effective product line that has the capabilities to keep the customer satisfied (Świtała et al., 2018). The competitive edges are developed through the sound leadership and implication of the marketing mix.  The market threat of Fords could be overcome through the effective implication of the Total engagement model in a coherent manner. 
Kaveh et al. (2020) were in the opinion that the total engagement model is productive in enhancing the value proposition and putting emphasises on engaging customers and making them happy. Ford, in a similar context, is an effective serving customer in the best possible manner, but "serving customer right" is essential.  The selection of social media as the marketing mode would serve Ford with fruitful results outcomes (Blommer, 2018).
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Ford is operating in tough market competition. It is thus essential for the business to enhance its branding strategies through social media sites. It is interned effective in developing customer engagement and building customer loyalty in the competing business environment. Currently, Ford is focusing on future innovation, and thus, the means to build customer satisfaction has been developed. However, due to the uncertain external environment in which Ford is operating, it is in need of developing productive outcomes.  The use of attractive images and servings the customers with efficiency is determined to build multiple tough points. Customer engagements are needed to build the success rate of Ford in the global market scenario.
Recommendation for the engagement of brand equity of Ford is mentioned as follows:
· Build customer engagement programme on social media sites.
· Developing brand transparency so that the trust of the customer could be gained. 
· Investing in sustainable production so that the attention of customers could be derived and success in gaining profitability could be developed.
· Fords need to keep track of the rival businesses and adopt strategic means. 
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