



TABLE OF CONTENT 

1.1 Tesco	2
2.1 Shannon and Weaver Model of Communication	3
3. Integrated Marketing Communication	5
4. New Promotional Strategy…………………………………………………………………………………………………….8
4.1 New Online Promotional Strategy	8
4.2 New Offline Promotional Strategy	8
5. Branding and Brand Equity……………………………………………………………………………………………………9
5.1 Branding	9
5.2 Brand Equity	9
6.Kellers’s Brand Equity Model 	11
6.2 Advantages of Keller’s Brand Equity Model 	11
6.3 Disadvantages of Keller’s Brand Equity Model	11
6.4 Relationships	12
7.Customer Journey	13
8. Customer Touch Points	14
8.1 Pre-Purchase	14
8.2 Purchase	15
8.3 Post-Purchase	15
9. The Customer Journey Map……………………………………………………..16
9.1 Critical Analysis of Tesco Customer Journey Map	19
9.2 Strengths of Tesco Customer Journey Map	19
9.3 Weaknesess of Customer Journey Map	20
10. The Total Engagement Model…………………………………………………..20
11.Recommendations………………………………………………………………..21
12. Conclusion………………………………………………………………………..21
13.	References	22




1.0 INTRODUCTION


This report critically analyzes different strategies or definitions such as communication, communication model, integrated marketing communications, branding, either keller's Brand equity model customer journey, total engagement model that can help in the marketing area of a company like tesco and help in customer loyalty increasing communication between clients and the company, knowing what the needs of the clients are and what recommendations the company can take into consideration to cover future needs that are not yet covered by the company.

1.1 [bookmark: _Toc133598699]TESCO


Tesco is one of the leading food hypermarket in Europe, it was founded in 1919, and is currently the third largest retail store in the world with more than 4,752 stores serving millions of customers in stores and online. Tesco group also offers different services apart from food and nutrition, it also offers tesco mobile, booker, data-science dunnhumby and tesco bank service. Currently, Tesco group is focused on offering passion to serve its customers, supporting local communities by offering 52.6 million meals provided to local charities, innovating according to consumer needs and treating them as they want to be treated. Tesco group currently uses 100% renewable electricity, by 2028 all delivery vehicles and trucks will be fully electric. The company is very aware of the environment, introducing white plastic, eliminating 1,600 million pieces of plastic, offering more sustainable packaging alternatives since the 4R strategy was launched (Tesco, 2022).




2.COMMUNICATION

It is the process by which information is transmitted and exchanged between two or more individuals, and this process can be carried out in different ways, such as written or spoken or by means of a signal (Hawkins, 2020). Achieving a correct fluid and interactive communication between several individuals facilitates relationships between people, increasing productivity in the workplace and carrying out different activities more effectively, helping to express the ideas of each one. 

[bookmark: _Toc133598700]2.1 Shannon and Weaver Model of Communication 

It is a communication model created by Warren Weaver and Claude Shannon in 1948 explaining how communication is sent from a sender to a receiver, this model is applied to any message regardless of its meaning, allowing the information of a message to be studied according to the capacity of the half. Being the time necessary to transmit the information proportional to the information that wants to be transmitted, encoding the message and decoding it to be understood in a simple way, but in this process noise occurs that can alter the message sent to the receiver causing the message to be distorted.
This model is made up of 7 components: sender, transmitter, channel, noise, decoder, receiver and feedback (Al-Fedaghi, 2012).

· Example of Shannon and Weaver Model of Communication at tesco:

In this example the model will be applied between a machine and a person.
In this case, the machine will be the supermarket loudspeakers that are used by the staff with a microphone to quickly give general information to customers, being heard by everyone, for example, that in 10 minutes the store will close and all customers must come to pay for their products immediately.
In this case the loudspeaker is the transmitter and the satellite is the channel of communication that manages to transmit the signal message to be heard by all the clients who are the (receivers) the clients (receivers) are the ones who receive the message listening to it from the store speakers, thus receiving the message
The noise of a small child crying loudly distracts some customers from properly hearing the message sent over the loudspeakers, but customers (receivers) give feedback to Tesco staff members that the message sent has not been well understood through the loudspeakers, thus getting the message to be repeated several times so that everyone can hear it effectively and without interference, thus ensuring that the message is received effectively.

Information source (tesco staff) person 1

Noise

Destination (person 2) Customers

Receptor (altavoz) (decoder) 
Channel  (internet, satélites and servers) 
Transmitter (speaker) (encoder)





                                                                                              (Al-Fedaghi, 2012).

· Advantages: it is easy to apply, and can be universal and applicable between two people, between a machine and a person or between two machines
· Disadvantages: difficulty to be able to explain in a complex way the communication that wants to be transmitted and It has the limitation of being a linear communication process.



[bookmark: _Toc133598701]3. INTEGRATED MARKETING COMMUNICATIONS

 They are all the different actions that can be carried out to have a marketing strategy in an optimal way to be able to put it into practice promoting services or products with a type of homogeneous strategy, achieving better results, coordinating different tools and communication channels (Ang, 2021).
For a company like Tesco supermarket chain, this type of communication can help communicate with its customers in an effective way because it manages to convey a message clearly to its customers, thus also managing to transmit the values of the company in an easy way and direct making them reach the whole world, getting customers to capture the message that the company wants to convey in a clear and simple way.
The company Tesco has a wide variety of online services, making many of its customers prefer to buy their products online, the use of digital marketing strategies being a great advantage to attract this type of customer.
By making the tesco company fully aware of the type of customers who buys its products, it can increase its sales and maximize its profits with an appropriate marketing campaign, knowing the type of customer it is aimed at and the next steps it wants to take, to achieve their next objectives knowing in which direction the company wants to project itself.
  Example of integrated marketing communication for the Tesco company:
The next campaign of the company Tesco will be to attract customers with some type of neurodiversity such as people with autism, gifted people, ADHD...
The campaign will be aimed at trying to reach the message effectively to this type of customer, especially digitally because it is where they use services or buy products the most. Tesco company wants to implement a time slot in its stores where its regular customers are asked to make little noise and dim the lights in the premises, making people with neurodiversity such as autism feel more comfortable in this type of establishment since they are very sensitive to noise, smells and lights, making many of them avoid these types of establishments for this reason, but on many occasions it would be possible to increase the company's profits with these customers by making them buy more in stores than online if they feel at ease.
The campaign will seek to make clients reflect so that they are more empathetic with neurodiversity and their specific needs. Tesco is going to bet on innovation, being the first supermarkets in the UK to implement a schedule to reduce noise and lights in their stores for greater comfort for this type of customer, trying to achieve loyalty from this type of neurodiverse customers, making them feel a priority for the company establishing emotional ties with their customers and not just a commercial exchange having improved their experiences when buying and the company Tesco increases its productivity.

IMC PLANNING PROCESS

	
INTENTION

	
BENEFITS

	
VALUE
	
PERSONALITY

	
Tesco wants to create a more diverse environment among its customers, in the same way that it has been concerned about the environment
	
Better accessibility for customers
A transformational look at doing business
Increase sales by gaining customers
	
Promotes integration even when doing business
Promotes empathy
	
Innovación
Successful
Trust
empathy



(Hodgson, 2023).

STAGES IN AN IMC CAMPAIGN 
	TARGET MARKET 
	PROMOTIONAL OBJECTIVES 
	PROMOTION BUDGET 
	PROMOTION MIX 
	EVALUATE RESULTS 

	
Customers
neurodivergent (autistic, gifted, adhd, highly sensitive people)
	
From 2 to 4 in the afternoon, customers and employees will be asked to make as little noise as possible and the lights in the establishment will be dimmed
	
Money normally used for direct advertising of the establishment
	
Advertising through social networks such as facebook, Instagram, online website.
Television, radio.
Public relations, direct marketing emails, messages
	
It will be analyzed how customers have reacted, an online analysis will be done, evaluation metrics to evaluate the campaign and messages evaluations



(cocoonfxmedia, 2017).

NEW PROMOTIONAL STRATEGIES 

The promotional strategy of Tesco is currently based on an advertising strategy that is focused on television commercials, charity events, billboards, it also uses many discounts for its customers such as two for one on many of its products. Tesco also has a loyalty card called ClubCard thanks to which points are earned each time it is used in the establishment to be able to redeem them for discounts.
Tesco attaches great importance to digital marketing, engaging with its customers on social networks or online ads, placing a special focus on the fact that its prices are the cheapest on the market (MBA Skool Team, 2021).

NEW POSSIBLE TESCO STRATEGY

[bookmark: _Toc133598702]4.1 NEW ONLINE PROMOTIONAL STRATEGY

The Tesco supermarket can start promoting its products and new services such as support for minority groups with some type of disability such as autism and people sensitive to noise and strong lights, using youtubers that promote them in exchange for a financial reward for advertising on their youtube channels or special offers on purchases in their supermarkets, this can also be used for many psychologists to advertise among their patients with some type of neurodiversity or sensitivity to noise, because it would be helpful to them. It is a great help to go shopping in the period of time that is going to be requested so that there is not much noise and that the lights in the establishments are dimmed.

[bookmark: _Toc133598703]4.2 NEW OFFLINE PROMOTIONAL STRATEGY

Print collateral is a type of strategy that Tesco could use to promote its new campaign for people with some type of neurodiversity, especially distributing this type of advertising in places where these types of customers are more vulnerable, such as the subway, which is a very crowded place with a lot of noise and people around where people with autism or very sensitive can feel very negatively affected even avoiding these places and can feel more directly the negative effects of being there, making them more open to listen and are more interested at that time to listen to a new ad that promotes something that wants to help this type of group by making them feel better when shopping in supermarkets and being able to go to them physically without always having to do it online.

BRANDING AND BRAND EQUITY

[bookmark: _Toc133598704]5.1 BRANDING 

A brand can be defined as what is useful to differentiate and that helps to distinguish a company in the market, helping to position and identify a company clearly to create identity and reputation of a product or service offered by a company, achieving value on the brand and differentiating itself from competitors in the market  (Sammut-Bonnici, 2015). Thanks to brands, it is possible to quickly and easily identify the values and mission of each business, giving their products or services a unique and exclusive sensation, achieving how the company wants its customers to feel when they are using or consuming one of your products or services.

[bookmark: _Toc133598705]5.2 BRAND EQUITY 

They are all the liabilities and assets that can be somehow associated with a certain brand, value management is important for the corporate strategy, increasing the positive aspects and minimizing the negative ones that are related to the Brand (Sammut-Bonnici, 2015). It is something that is built thanks to the experiences and opinions from a company's customers and the emotions they have experienced after having used any of the products or services that a company has, achieving good results and a competitive advantage if the opinions of customers and their feelings are positive, meaning that even after these results a company can raise its prices because it has the guarantee that its customers will continue to buy because they repeat the good feelings they have experienced with its products.

· TESCO LAUNCHES BETTER BASKETS CAMPAIGN

This campaign has resulted in areas in establishments where there is signage that helps customers buy Foods that are high in fiber, Plant-based options, Low and no alcohol drinks, Snacks and treats under 100 calories, Products that have reusable , reduced and recyclable packaging (TESCO, 2022). Tesco supermarkets can easily know what customers want when they buy, thanks to forms, track how people buy online, or their online feedback and can easily identify that customers are looking to make better purchases of nutritional or vegetarian foods.

• TESCO COMMITS TO PROGRESS PLANS TO SUPPORT AFFORDABLE, HEALTHY DIETS

Tesco supermarkets have many plans to provide their customers with a way of shopping that is healthier and more sustainable than any other supermarket and that is still cheap, the company of Tesco knows that this is exactly what many of its customers are looking for thanks to the comments of the majority online (TESCO, 2022).  

KELLER’S BRAND EQUITY MODEL 

This theory was created mainly by Kevin Keller, being a tool that helps companies create a strong brand taking into consideration the opinions of customers, helping to identify the stage in which a brand is located and knowing what steps to follow to advance being made up of different levels: Brand identity, Brand meaning, Brand responses, relationships, Brand identification, 2. Brand meaning, 3. Brand response and brand relationship (Alpert and Kuhn, 2004).

The customers who are more connected and feel emotionally attached to the highest levels of this pyramid will develop a stronger and more lasting relationship with the brand than the customers who feel attached to the lower levels, meaning that they are at the lower levels. The superiors levels  buy more products and spend more on the brand, companies must ensure that their customers are always at the highest levels of the pyramid to achieve greater profits and their loyalty.

[bookmark: _Toc133598706]6.1 BRAND IDENTITY

Tesco wants to be seen as a safe, modern and challenging brand from its most direct competitors such as Sainsbury's and offer a coherent and fluid experience to its customers with large community initiatives and initiatives for the environment, thus being able to offer a higher value service (Campbell, 2023). 
The identity of the brand makes the market recognize it and stand out among the competitors, making the way in which the brand is perceived by customers gives it an advantage in the market.

[bookmark: _Toc133598707]6.2 BRAND MEANING

The logo used by Tesco supermarkets has the colors blue and red for the United Kingdom flag representing prosperity and happiness with the color red and excellence and reliability with the color blue (Rodger, 2017). 
The meaning of the brand is important so that the company can communicate abroad what it means and is representing the brand, trying to cover the most direct needs of the market in a social and psychological way.

[bookmark: _Toc133598708]6.3 BRAND RESPONSES

The Tesco supermarket service is based on offering a service always with a smile and taking into consideration that the customer is always right, being very present on social networks and online, especially for complaints, offering a constructive and apologetic response. when a customer complains about a defective product, offering a casual and familiar tone always with a smile even in the form of a smiling emoji if the the company of tesco is  having a conversation with a customer digitally through a social network (Coventry, 2023). 
Clients are constantly creating their own thoughts about companies and the way in which they make them feel in their most direct or indirect communication, being the way in which the brand relates to its clients very influential in creating positive or negative feelings in their clients and have a response from them, better or worse, translating into profits or losses if the response is negative due to bad treatment.

[bookmark: _Toc133598709]6.4 RELATIONSHIPS

The tesco company offers a healthy and environmentally sustainable way of shopping knowing that this is exactly what its customers are looking for, thanks to its comments on social networks, making customers feel in tune with their emotions and thoughts even when buy products in tesco (TESCO, 2022).
This part forms the uppermost part of the pyramid and is the most important part to ensure that the clients of a company feel a psychological bond with the brand in a deep way, tuning the feelings and thoughts of the clients with the values of the company, believing that they are being loyal to their way of life and their own ethical or moral values by buying products from a certain site, such as the case of a population that is concerned about the environment or  vegetarians, surely they feel a strong bond with tesco for the wide variety of plant-based products and the company's values of caring for the environment.

	ADVANTAGES

	Marketing communication strategies are more efficient
Improve the fight against economic crises by being more competitive in the market
Greater product performance
Objective knowledge of the value of intangible assets
Customers are more loyal



(batheories, 2022).

	DISADVANTAGES

	Not for all marketing strategies, taking into consideration the feelings and emotions or even the opinions of the clients has to be the best option to be followed by the marketing department of a company because not all the information that the clients give is relevant and it is necessary to know how to identify the relevant information from the one that is not.



 (Spenner, and Freeman, 2012).

[bookmark: _Toc133598710]7.CUSTOMER JOURNEY 

Customer journey are all the steps that a company's customers are taking and thanks to which companies can identify what kind of experience their customers are having with the brand, being able to improve customer relations and get loyal customers with the brand. This type of customer journey is made up of five stages that are: awareness, adoption, advocacy, assimilation and acquisition (Transformation, 2019).
Thanks to this type of customer journeys, companies can identify which steps they should improve to achieve customer loyalty and make them happier with the company and thus achieve loyalty. By achieving customer loyalty, the companies also guarantee that they speak well of the brand to the friends and family of the customers, getting more publicity and that more people know the benefits of the products and services of a certain company.



[bookmark: _Toc133598711]8. CUSTOMER TOUCH POINTS 

The customer touch points are those moments in which a company's customers are in contact with the brand and feel committed to it, which may be before, during or after having used a service or purchased a product, this contact between the brand and customers can be direct or indirect involving third parties in the interaction (Ramaseshan and Stein 2016). Some examples of when tesco customers are interacting with the brand is when they are looking for information on the website of Tesco or through social networks, because they have access to all the information and culture of the company, when customers are talking with Customer service is also another example of interaction with the brand because all of this influences customers by creating an image of the brand in them that can be positive or negative depending on the experience they have had or the information they have read online.

[bookmark: _Toc133598712]8.1 PRE-PURCHASE

· Pagina web: this is where the company of Tesco publishes almost all the information of its brand to communicate with its customers and show the image that it wants to give as the commitment that the company of Tesco has with the environment, or the commitment that it has with vegetarians wanting to offer the largest number of vegan and vegetarian products, or even future commitments such as taking into consideration the particularities of minority groups such as autistic people.

· Traditional communication tools: newspapers, magazines, radio or television are channels through which the tesco company is able to show its products or advertise the different services it offers, managing to contact its customers.

Social media platforms: thanks to Facebook or twitter, the tesco company allows its customers to share their different experiences with other customers.

· App and Tablets: Thanks to this type of technology it is possible to customize customer purchases and preferences, allowing the company of Tesco to adapt to the needs of each customer and know exactly what they are looking for.

[bookmark: _Toc133598713]8.2 PURCHASE 

· Magazines and catalogues: where you show all your products and all customers have easy access through emails or directly in Tesco stores.

· Delivery truck: even during home deliveries or in its trucks, the company of Tesco uses these vehicles with images or messages to reach and connect with its customers.

[bookmark: _Toc133598714]8.3 POST-PURCHASE

· Emails or text messages: tesco uses this type of communication with its customers after having made an online purchase to confirm that the order has been placed correctly, thus creating a feeling of tranquility in its customers knowing that everything has gone well and that the company is a site that can be trusted.

· Customer feedbacks: sending emails to obtain customer feedback makes customers feel heard when giving their opinion and enables the company to solve the problems that are most affecting its customers.


CUSTOMER JOURNEY MAP 

It is a tool to manage the experience that customers have, showing on a map all the steps of the customers to analyze them and achieve a better user experience and to be able to eliminate what the company needs to eliminate to improve and do better (Scott, Losada and Contreras, 2016). 
Customer persona- customer with autism

	BACKGROUND
	DEMOGRAPHICS

	HOBBIES AND INTERESTS

	EDUCATION/SKILLS 
	MARITAL STATUS

	
Cleaning worker

He has worked in the same company for 5 years
He has no plans to change jobs because he has an autism disability.
	Age: 29
Annual Income: 25.000
Social media usage: active

	Drawing
Listening music
Traveling 

	Education: High education
English level: proficient 
	Single
childless



Source: Author of this report 


Example of customer journey from a Tesco customer 

Sensitive customer and neurodiverse with autism.
This client has autism and is very sensitive to noise and light, feeling very uncomfortable when there are many people around him.
Expectations: after having checked the tesco website, he wants to find the products as quickly as possible and go directly to checkout and leave the store

	
	AWARENESS
	RESEARCH
	CHOICE REDUCTION
	PURCHASE
	POST-PURCHASE 

	Customer activity 
	Customer checks tesco website
Customer arrives at the supermarket
	Customer checks the shopping list of the products he has to buy

Client begins to search the information of the aisle where each product is



	
Customer checks out a wide variety of products and aisles

Customer starts to find the products
	Customer chooses the products he wants to take

Client queues up to pay the products and leave the establishment

Customer pays for the products

Customer leaves the establishment
	Customer goes to social networks to write  feedbacks

Customer has commented on his experience with family and friends

Customer receives emails to find out how their experience has been because they have a supermarket membership card to contact the establishment to give their comments on the website

	Customer goals 
	Feel that the  values of the company connect with their own, and find all the products he needs
	Find the products quickly because he feels uncomfortable
	Find the products quickly because he feels uncomfortable
	Pay quickly and efficiently without unexpected
	Leave a good comment and have completed the purchase happily

	Experience 
	5
4
3
2
1

	
	
	
	

	FEELING
	Motivation, interest
	Discomfort
	Happiness to find the product but discomfort
	Anxiety and impatience
	Confusion



Source: Author of this report 

[bookmark: _Toc133598715]9.1 CRITICAL ANALYSIS OF TESCO CUSTOMER JOURNEY MAP 

This process shows all the steps that a customer with autism goes through when shopping at a Tesco store, showing that the website is an important point that customers use before deciding to go shopping to see the products and the values of the company, being able to decide whether or not to go to shopping at that time, especially clients belonging to minorities with some type of disability. Then we can see that the following steps are aimed at checking the products he has to buy and how to obtain and find them quickly among the wide variety of products that the Tesco store offers. The following steps are aimed at paying and leaving the establishment quickly since the customer is not feeling comfortable due to the constant noise that there is and since after having made their purchase he will comment on their experience with their closest friends and family, this may affect positively or negatively the opinions of others about the company of tesco.

[bookmark: _Toc133598716]9.2 STRENGTHS OF TESCO CUSTOMER JOURNEY MAP 

Website: Thanks to the website, customers can see that the company of Tesco is aware of the special needs of its customers and the environment, giving them one more reason to buy in its stores, especially after seeing the wide variety of products and services that offers.
Social media: the tesco company has good customer service being very accessible in case they need to give a special comment about something
Emails: the company sends emails after the purchases made to its partner clients to find out exactly how well they have done and thus be able to improve in the future.

[bookmark: _Toc133598717]9.3 WEAKNESESS OF CUSTOMER JOURNEY MAP 

Not all customers have the same type of special needs regardless of the type of group they belong to, so not all customer journey maps are going to serve all customers, because when a customer journey map has been created, it has been done on a type of particular client but it could be that the customer journey map of another client is totally different and therefore it would not be helpful for the company and its use, nor will all clients have the same difficulties with the same intensity, this customer journey map It is focused on someone with autism but it would be totally useless for a client who does not have any type of disability.

 THE TOTAL ENGAGEMENT MODEL 

 It is a model thanks to which companies manage to build lasting relationships with their customers by creating commitment with them, being able to communicate with the direct customers of a company and be able to know what they want and what they are looking for, aligning the activities of the company in an effective way so that customers participate (Alpert and Roberts, 2010). When a company gets customers to participate and be an integrated part of the communication of the company to know exactly what their points of view are and what parts should be improved to ensure that their customers are fully satisfied, it also makes customers feel part of the company and with value, achieving a feeling that the company wants their well-being, managing to transfer this to the fact that the brand also has the same intentions with its products and services, always taking into account the well-being of its customers.


RECOMMENDATIONS

The tesco company has spent years with a company culture and values where it cares about its customers and the environment, always taking into account the special needs of the environment and pollution, trying to pollute as little as possible and taking into account the special needs of many customers who are vegan or vegetarian, having a wide variety of plant products for them.
It is recommended that the company of Tesco does not lose this type of values because it makes customers feel an integrated part of the company taking into account their special needs while being in tune with their most intimate values.
In any case, it is recommended that the company also include people from minority groups such as people with autism and very specific special needs such as sensitivity to noise and light, which causes many of them to avoid going to supermarkets for how uncomfortable it is for them, if the company of Tesco would accommodate their special needs simply with a small slot of time where they ask the rest of the neurotypical customers and workers to be less noisy, also dimming the lighting so they can shop during that small time interval with more comfort making them feel cared for and managing to increase their customers with this group of people and also getting the image of tesco to improve even more, taking into account all this type of special needs.

CONCLUSION

This report concludes that the use of different marketing tools can be of great help to connect and communicate with the clients of a company, achieving greater efficiency, knowing which areas need to be improved to ensure that customers have a loyal relationship with the brand. 
In this report it can also be seen clearly how the company of Tesco places special interest in creating connections with its customers, always taking into account their needs and opinions about their products or the services they need, the company of Tesco always trying to cover these special needs.
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