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Introduction
In this report, the researcher has selected theHitachi Company in relation to assessing the marketing management of the said company. Hitachi is a Japanese multinational company that manufactures various types of digital products and devices which makes customers’ life easier. It was established in the year 1910. The components as well as relationships of the process of communication beneath study may be identified and understood with the use of communication models in relation to the Hitachi’s marketing scenario (Hitachi, 2020). Models reflect fresh perspectives on a variety of communication-related topics, which facilitates the planning of efficient communication systems. The method that is employed in the company marketing plan to raise demand for their good or service is referred to as a promotional strategy. A promotion's key advantage is that it makes a business stand out from the competition. No business would ever need to conduct promotions if there was no competition. This helps many companies and businesses such as Hitachi to spread their business (Bhasin, 2017). 
Brand equity assesses a brand's strength relative to customers' opinions of it as well as the importance of having an identifiable, well-known brand. Businesses increase their brand equity by giving clients positive shopping experience for customers that motivate them to continue with the company rather than moving to other businesses that would provide similar products (Hitachi, 2020). The researcher will also describe the methods of engaging customers as well as the Hitachi employees through the Model of Top Engagement; this will help Hitachi to know more about their clients as well their workers’ issues or queries. Keller’s Brand equity model will also be described by the researcher as well as be related to the model to the Hitachi (Marketing, 2019). 
Background Information of Hitachi
Japanese multinational firm Hitachi, Ltd. has its headquarters in Chiyoda of Tokyo. Electrical engineer NamiheiOdaira established Hitachi around Ibaraki Prefecture in the year 1910. The corporation's first creation was indeed a 4-kilowatt (5 hp) induction motor that was made originally for the purpose of copper mining. It serves as the parent firm of Hitachi Group as well as a member of Nissan Zaibatsu, the Fuyo Group, as well as the DKB Group until DKB with Fuji Bank combined to establish the Group of Mizuho Financial. By 2020, Hitachi will be a global leader in infrastructure because it comprises of big data, the Internet of Things, as well as AI. The Nikkei 225 as well as TOPIX Core30 averages include Hitachi's Tokyo listing, which is listed in both the Tokyo as well as Nagoya Stock Exchanges. It really is placed 129th in the year 2012 Forbes Global 2000 as well as 38th in the Fortune Global 500 during 2012 (Nakano et.al, 2022).
Mission statement of Hitachi is “By delivering our innovations, items, as well as services based upon the foundational principles of "Harmonious relationship," "Sincerity," as well as "Pioneering Soul". Hitachi Industrial Products, Ltd., a part of Hitachi Group, continues to provide unchanging confidence as well as new values to support the realisation of a genuinely prosperous society (Omuro, 2018).
Communication
Information could be sent as well as received by communications systems or face-to-face interactions among people or groups of individuals. A sender, or the people who initiates communication, must convey their ideas or transmit a message in order for communication to take place. The recipient is the one who gets this communication, as well as the receiver is the individual who must decode (or understand) the message. It is very difficult despite how easy it seems. In addition to assisting each other in meeting basic wants, effective communication also helps individuals find as well as maintain jobs, eliminates wars as well as disputes, passes along cultural practices, norms, including values, that helps develop the laws as well as rules which help structure societies (Eggert et.al, 2018).
Communication Model 
A communication model, which could take the form of the diagram or other graphical demonstration, represents the process of communication, views, ideas, or beliefs. They could be observed as methodical visualizations of the process that support ourability of communication. Scholars have developed a variety of communication models that help to comprehend and clarify the processes involved in communication. Given the complexity of human discourse, it can be challenging to pinpoint its start and end (Bhasin, 2017). Such communication models would also aid in our better understanding of the communication process. The elements as well as relationships of the procedure of communication under study are easier to identify as well as to comprehend using models of communications. Models provide newviewpoints on severalsides of communication, which helps in the progress of well-organized communication systems. Based on the setting as well as circumstance in which communication is required, many communication models are used. But most of these models will eventually come down to a straightforward communication paradigm, where the sender tells the recipient what to do (Ali et.al, 2021).
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Integrated Marketing Communications
Integrated Marketing Communication (IMC) is defined as the procedure which is used to merge elements of the marketing, which includes public relations, social media, advertising;principles of business development as well as audience analytics, into a corporation recognize that it remains consistent through different media channels. It also allows private plus public businesses and organization to offer a seamless as well as engaging consumer experience for products or services as well as to improve image and relationship of any organization with their stakeholders (Camilleri, 2018). Authorities with background of IMC may pursue employment by the communications and marketing industries in regions which include digital areas, market research, social media marketing, journalism, as well as public relations, consulting, government and non-profit, television, radio and entertainment, and many other related areas. IMC is a cross-disciplinary area which integrates the usage of old and modern media. As its name infers, integrated marketing communications seems to be a comprehensive marketing plan, which considers the fresh perspective of a company's objectives as well as demands for Hitachi's growth and upkeep (Blakeman, 2018). 
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New Promotional Strategies
1. Provide offers to the loyal clients
Because loyal clients are most likely to purchase Hitachi’s product in addition to recommend it to their connections, they are avital component of their marketing strategy. An online visit, sample, or sample are some instances of private, check - in and check digital pre-launch events which might be utilized for this. Instead, it may be a unique invitation to try it out as well as provide feedback (Darko et.al, 2018).
2. Run a contest on social media
Competitions on social media are indeed a simple as well as entertaining method to interact with clients, gain more admirers, followers, as well as potential clients for the Hitachi. A fantastic strategy to offset the platform's poor viewership on Facebook is to run competitions that bring in an estimate of 34% new consumers every campaign. Regarding placement, the winner(s) of the Instagram or Facebook contest need to get the opportunity to be among the first to utilize the brand-new product, as well as they ought to be able to do so for nothing or at a significant discount (French et.al, 2020).
3. Host an Event
Events are hosted to stimulate consumers regarding the service or product, yet they still provide new possibilities and a chance to interact directly with company rather than other workers of the company, which is a wonderful approach to convert them into clients. For places like salons, health clubs, yoga classes, salons, as well as retail stores, events do not have to be elaborate something as straightforward as an opening party or an information session will suffice. If Hitachishares a space with other nearby establishments, they might collaborate to organise sidewalk sale or open outdoor home to lure even more customers (Morgan et.al, 2019).
Branding and Brand Equity
A brand is something that is publicly distinguished from comparable products, services, or concepts. This makes it straightforward to communicate and generally advertise. The procedure of developing and advertising a brand's name, qualities, and personality is referred to as branding. (Hao et.al, 2019). 
The marketing term "brand equity" refers to a brand's value. A brand's value is influenced by how people view and engage with it. If customers like a brand, it will have a high level of brand equity. It helps to build good relationships among the perceived costs as well as perceived benefits that individual correlated to that product (Tasci, 2020).
Keller’s Brand Equity
Keller's reasoning for the model is straightforward: One should constantly create the best brand experiences or interactions if they want to develop a strong brand. Each customer or potential consumer engagement with the brand would leave them with positive thoughts, emotions, even values. Keller's pyramid has four tiers:
Business Identity
Hitachi is an international corporation operating in several of the competitive marketers of the world. The corporation’s most perceptible symbol to the clients as well as potential clients is the name of Hitachi. Hitachi manufactures as well as sells telecommunication as well as information systems, social infrastructure, power systems as well as construction machinery, industrial system, electronic equipment as well as systems, automotive systems, eco-friendly systems and smart life. Hitachi attracts their clients by pay-as-you-go solution as well as by providing a good customer service and with their new innovative products and services. (Keller, 2020). 
Brand Meaning
Second level of Keller’s Brand equity model is further separated into two parts:
Brand Performance
Air conditioning products from Hitachi are well-known. As a Japanese company, Hitachi creates high-quality goods featuring modern technology as well as is surface pro among its air conditioners. The new set of controlled as well as services companies called Hitachi Application Reliability Services was created to tackle these problems. Modern cloud infrastructure may be designed, built, administered, and operated by customers with the assistance of advisory as well as consultancy services, whereas managed services make sure cloud operations as well as applications perform consistently, at scale, even within budget (Duman et.al, 2018). 
The demand, the product category, the remedies needed by businesses, rival prices, etc. all influence Hitachi's pricing policy within its marketing strategy. When it comes to construction equipment, aviation engines, including defence systems, the corporation has a strategy for competitive pricing. Hitachi has consistently kept pricing in check while taking their rivals into consideration. These are the market categories where effectiveness is prioritised over price (Sato and Dormer, 2022).
Brand Response
Customers do not really like the customer service by the company to fix their issues or problems by the company. They told that they contacted company several times to solve the problems they have to face by their products and customer service member. Several customers said that the AC of Hitachi works very well but the installation of the AC did badly. 
Brand Resonance
Hitachi created NEXPERIENCE to hasten the growth of solutions through cooperative creation, utilising it to build new products and companies in collaboration with clients. NEXPERIENCE is a collection of techniques and procedures that assists this process at each stage, from identifying potential business prospects to delving into related problems to formulating ideas as well as assessing values.Responding with societal difficulties has become more urgent as a result of increasing cultural identities in the past years and the technological age. In order to create enterprises that specifically address such societal concerns, Hitachi is therefore implementing the methodological improvements listed below (Sarker et.al, 2019).
Customer journey and Customer touchpoints
Optimizing the consumer journey is vital for brands. This gives businesses a comprehensive understanding of their engaged and potential customers, enabling them to deliver communications that seem to be especially suited to their requirements as well as interests. As a result, companies convert more offers as well as boost satisfaction of customers and loyalty, which is crucial to the business plan for retaining clients. There are three stages of customer journey:
1. Awareness: customers of Hitachi get to know about the Hitachi by the advertisement on the TV, newspaper, by mouth publicity and many more. Customers get to know about the products and services also finding them on stores. 
2. Consideration: customers becomes interested in the products and services of Hitachi because they liked their products and items. They liked how company uses new technologies in their products to make it more easy to use
3. Conversion: customers decide to buy Hitachi products because they compare Hitachi products with other brands and find it more affordable and useful then other (Grewal and Roggeveen, 2020). 
Businesses may assess consumer demands, improve customer experiences, as well as market their brands with the use of customer touchpoints. One may choose which customer touchpoints is ideal for company's marketing plans by being more knowledgeable about the various types of customer touchpoints. Following are the various customer touchpoints:
1. Reference management- Hitachi should use reference management to keep information at track, .
2. Field service intelligence-Internal intelligence may be used to manage the customer service in a way that increases both revenue and productivity. Such as, planning automation is widely used, but more advanced automation may be required. This will help Hitachi to boost their planning capacities.
3. Workflow Management- this will create discipline, improving as well as monitoring the series of steps which is required to complete the task. This will help  Hitachi to do their work swiftly.
4. Consistent quoting- Some inside salespersons produces an opportunity whenever a client contacts, and if the consumer nods, the opportunity is quickly transformed into a thorough estimate with a click. This requirement to manually update the very same relevant information into the quotation system, purchase management system, as well as ERP system individually has been replaced by that one point-of-entry. This helps customers to make their work easy (Marketing, 2019).
5. Customer segmentation- by segmenting customers, Hitachi will get to know which customer is loyal and which customer is not. This will increase the marketing of company.
6. Billing- Hitachi may use new process to upgrade the customers experience by converted many billing by only giving one bill (Barann et.al, 2020). 
Customer Journey Map
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Customers first know about the products and services of Hitachi by seeing their advertisements in online as well as offline mode. After that, they analyse the pricing and compare their products with another brand’s product. They found that the products and services of Hitachi is more affordable and have good quality then others as well, having new innovative technologies, which will help them to use it in an easy way. They found that the customer service of Hitachi is great. Those customers who overall like the Hitachi’s products as well as services, stays loyal with the company (Acro et.al, 2019). 
Total Engagement Model
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If a business recognises that it must offer a unique value proposition as well as customer experience in order to develop connected clients, it is crucial that it somehow aligns two additional crucial factors. Their brand comes first and therefore, should continuously convey their value offer. The second factor is the corporate culture, which is crucial for enabling Wal-Mart to create a unique value proposition as well as a designed customer experience through motivated personnel. Employees that are engaged are those who are sincerely devoted to the achievement of their direction and strategy as well as a thorough understanding of it. They are much more dependable, committed to amicably resolving conflicts, as well as generally more devoted to their employer. It is crucial to create a strategic partnership between engaged staff as well as engaged clients if company wants to achieve long-term profit (Osman et.al, 2022).
The total engagement model, that aims to harmonise the four crucial components of brand promotion, culture, client experience, including consumer value propositions, is how these connections are linked together.
1. Brand, not simply their name or emblem, is really the totality of who they are as well as what they stand for. A crucial component of company brand must be their value proposition. This will give Hitachi to make a good brand name (Kimura, 2019).
2. Culture is "the way things are done here sometimes" as well as relates to an organization's internal elements, including its aims, beliefs, including internal behaviours. This needs to be created to foster an atmosphere where employees can consistently offer their value proposition as well as intended consumer experience (Bhasin, 2017).
3. What company really gives to their consumers is their customer experience, which combines the emotional and physical aspects of their interactions with company. By giving best customer experience, Hitachi will make long term profit.
4. Simply said, the value that is provided to company's consumers is their consumer value proposition (Tuyen et.al, 2022).
In other terms, this serves as justification for why clients ought to choose this company over their rivals. The following actions should be taken by an organisation to cultivate engaged consumers:
1. Hitachi should create a distinctive value offer based on deep consumer knowledge.
2. The company should indeed regularly convey this consumer value proposition via brand promotion.
3. The ideal staff members are those who promote the strategy, comprehend it, and most significantly, are aware of how each member of the team contributes to the plan's success.
4.  A designed client experience that successfully fulfils the promise stated in Hitachi advertising is produced as a result of such a cultural basis.
In conclusion, be suitable and unique in their "promises" as well as firmly encourage Hitachi’s team to fulfil these commitments. The complete engagement model graphic illustrates this basic trust-building model (Fati et.al, 2019).
Conclusion
In this report, the researcher studied theHitachiCompany, which was founded in the year 1910 by an electrical engineer NamiheiOdaira. Hitachi is a multinational company of Japan. Hitachi sells as well as manufactures the various types of electronic products as well as devices such as power systems, construction machinery, electronic equipment’s, eco-friendly plus smart life systems and many more which can make humans life easy by connecting  to the digital world. Communication also described as the way of exchanging of ideas, thoughts and information by speaking, writing or with the use of other medium. Communication is also helpful in solving the queries of customer by the employees of the company. Communication Model is pictorial presentation of the process of communication, thoughts or ideas or their concepts via diagrams and many more. This is the way of systematic presentation of the procedure, which helps to know how the communication is carried out. Both communication as well as communication model helpful for the company as well as their customers. 
Integrated Marketing Communication is described as the strategy which takes marketing department from dissimilar functions to the one’s interconnected approach. Various new promotional strategies will help Hitachi to raise awareness among the customers by providing various offers to the loyal clients, host an event as well as  run a competition on  social media like Instagram, Facebook and many more. Customer journey is also described by  Hitachi as to how their customers found and liked their brand, how customers liked their products and many more. Keller’s Brand Equity Model described how company and their customers interact with each other,how customers give feedbacks about the products whether they are liking the Hitachi’s products and services or not. In this report, total engagement model is also described by the researcher which analyse and show the customers as well as Hitachi’s employees’ interaction with each other. It also shows how company interact with their employees as well as their customers to solve their queries as well as issues because it will help the company to gain profit  
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