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[bookmark: _Toc124180321]Introduction 
Shell is an organisation that has been able to establish itself as one of the key players in the fuel and energy sector over a significant period of time. The organisation from its initial days has focussed upon different customer touchpoints in terms of service experience to solving different queries. Shell is specifically a business that sells different products like energy sources, heating oil, and other different kinds of fuel. The organisation is a part of the Royal Dutch Shell plc. and is currently looking forward to propagating businesses in different newer regions around the globe. In the Business, to the Business scenario, as the customer is another business the relationship between two firms tends to start from the beginning of the tendering process to actually deliver the products. In this study, the focus is to be given mainly to understanding the ways through which this organisation can strategise to access and monitor the customer touchpoints in selling the above-mentioned products to generate satisfaction.
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[bookmark: _Toc124180322]Background Information on the organisation 
Shell is a British multinational corporation headquartered in London, United Kingdom that tends to sell fuel, lubricants, coolants, and other different kinds of oils like gear oils, process oils, and others. This organisation is a global energy and petrochemical company with more than 80,000 employees and operating in more than 70+ countries around the globe. The organisation is specifically focused on providing cleaner energy solutions to different organisations around the world. The organisation is known for having the capacity to bring in some of the latest technologies in the field of energy and petrochemical and energy to make these sources more sustainable.
The organization tends to continuously spend a significant amount of money on research and development processes to access newer energy sources as well as recycle different emissions to make them useful for other purposes. In the Shell Technology Centre, Amsterdam there is a significant focus on transferring different natural gases into their liquid forms so that they become more easily transferable and create less pollution. The Shell Centre in Bangalore, India is focused on turning the waste generated through different natural activities like forestry, and agriculture into suitable energy and other alternative sources. The sound technological inclination of this organisation thereby tends to play a key role in helping to constantly develop each process of the supply chain network and not just internal processes. So, it can be said that Shell’s supply chain is more of a value-based supply chain and the network is getting even better with each passing day. The presence of this organisation across more than 80 countries around the globe helps to source s well as process products at optimal prices. All these factors have helped Shell to rip the benefits from that “economies of scale” situation. 
[bookmark: _Toc124180323]Definition of the communication process 
In organisations like that of Shell is mainly associated with the business-to-business module communication module is mainly used to help ensure that employees of different businesses can effectively communicate with one another. This share of this business format is on a rise and is expected to rise to 17% by the year 2023. Shell sells a significant amount of heating oils and other lubricants that are economical as well as help to save a lot of money. The social media channels, as well as the company website, are two particular areas that help this organisation to propagate about different deliverables. As per the opinion of McCausland et al. (2019), communication can only be effective when it becomes a two way process rather than a one way one. The organisation makes it a point to understand diverse requirements of different industries so that products can be effectively customised as per specific needs for each of the clients. As per the onion of Niazi et al. (2021), the effective feedback mechanism is an important part of the customer touchpoint that  organisations uses to better processes at each stage.
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A lot of different communication models are available in the market and an organisation tends to adapt a particular model as per their distinct requirements. The Interactive communication model is one of the key models that is finding a wide usage in different organisations in current times. In this model the two people in different ends of the communication channels tend to interchange roles to better understand the role of one another. It helps to make the communication process less directional and more collaborative. 
[bookmark: _Toc124180324]Integrated Marketing Communication system 
Integrated Marketing Communication (IMC) intends to unify different marketing communication elements to nake communication become more effective. As per the onion of Sinaga and Evi (2019), this framework a lot of different tools like that of analytics, advertising, social media as well as different public relations frameworks are integrated along with that of business principles as well as that of different business goals. It is thereby aeticualrly impactful o help develop brand equity as well as brand identity aross different spheres if the communication network. 
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Figure 1: The 4 P model
(Source: Gupta et al. 2020)
Integrated Marketing Communication as the name suggests is a combination of traditional and modern approaches in the field of marketing communication (Gupta et al. 2020). This model tends to suggest tgat rathae than having different marketing channels to target a specific number of customers it is beneficial to have a a more integrated approach. As per the opinip of Niazi et al. (2021), different associates in the field of marketing likecthat of brand managers, marketing analysts, public relations managers as well as social media marketers can create execute and track mukti-channel advertisements with more ease. As per the opinion of Picasso et al. (2019), the influence of this particular format can be seen across a wide range of media ranging from that of editurials, newspapers, billboard, magazines and others.
The exponential growth of data as well as that of ogre complexities have been creating difficulties in making organisations able to dedicate separate time and resources for each of the marketing mediums. As per the opinio of Popova et al. (2021), integrated Marketing Communication is particularly significant in that helps organisations to streamline different resources associated with diverse marketing channels and hve a more mukti-facered approach. According to the opinion of ommunication strategies these days are becoming more goal directed unlike it has been ever seen before. As per the opinion of Nabipour et al. (2020), integrated approach to marketing tends to help organisations be sure that adopted marketing policues are not deflecting too much from one another. It helps to alsi analyse the significance if these policies to help an rganisation be able to reach the pre-identified goals. In case of any kind of deflection the organisations can thereby resort t alternative strategies quite easily with the help of this model. Integrated approach of delivering the marketing message tends to make sure that the overall marketin approach have been designed in a much more compelling manner. 
[bookmark: _Toc124180325]Promotional strategies that can be used
The promotional mix froj the context of any organisation tends to compose of five basic elements namely-Advertising, public relations, sales promotion, direct marketing and personal selling (Okoli et al. 2022). The organisation reds to believe upon a differentiated marketing strategy to help meet the distinct requirements of each of it;s clients. This organisation is of the opinion that it tends to be significantly helpful to make  a differentiated policy to help and organisation be better situated in each market. The product range that is the heating oil that is sold by this organisation have got a wide sage among industries as well as in households. The organisation have not been hugely associated with selling through that of direct selling through emails and through other such modules. In the marketing mix that is to be newly developed a hue amount of importance is going to be given to he elements of direct marketing as well as that of personal selling. 
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Figure 2: Marketing mix
(Source: Smaliukiene and Monni, 2020)
Shell is an organisation that is already having a significant amount of stores in different parts of the globe and also a good supply network spread across different parts of the globe. These channels can be taken help from in the initial stages to propagate the fact that what makes the hearing oil that is sold by this organisation significantly different from others. So, in this process besides the old buyers a wide range of new customers are also going to show significant interests upon in this product. Accordingly, the targeted approach can be generated that is marketing strategy not only targeted but also effectively integrated.
[bookmark: _Toc124180326]Brand and brand equity 
In simple terms it can be said that brand equity is something that tends to generate value from a particular brand in the market. Generally a good brand equity refers to those organisations that are able have a optimal pricing range and generate more value for the customers. As per the opinion of Gaghman (2020), a number if different extensive ways are present in the market to help access the brand equity of an organisation in current times. A lot of different components luke that of quality, performance, brand awareness, customer loyalty and others tend to play a key role in helping to develop the brand value of an organisation.
Brand equity models helps to fid out the ways through which value have been created for a particular brand. As per the opinion of Smaliukiene and Monni (2020), brand equity model provides deeper insights into brand value and helps organisations to understand ways through which the significant brand values can be developed for any organisation. This model is particuakrly helpful to help understand different marketing strategies that can be adapted by organisations at each stage of their processes. It is undertaken so that perception of a particular brand is increased that leads to increased sales.
[bookmark: _Toc124180327]Theoretical perspective on the brand equity model 
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The AAKER model is one the most famous models that helps to analyse the ways through which different organisations can develop their brand values in the current market. It consists of five basic components and ways it is going to be applicable for Shell is described as follows:
Brand Loyalty-  As per the opinion of Hamilton and Sodeman (2020), it is accessed byvtge level of loyalty that different customers tend to show for a particular brand. This organisation is already having an effective channel of loyal customers and heating oils sold by this organisation can be endorsed to effectively propagate sales. Organisations that are able to generate a loyal customer base can have an edge over that of other competitors. It helps these organisations to sustain themselves.
Brand Awareness- This is measured by the extent of popularity of a particular brand in the market. Shell already uses a wide number of social media channels as well as advertising platforms to propagate sales. In terms of ensuring that new interested customers can be tapped at direct marketing techniques like that of email marketing an be relied upon.
Product Quality- According to the opinion of Constantino et al. (2022), image of the product in the customer's mind along with distinctive quality offered play a key role in accessing brand image of an organisation. Product quality of products odfered by this organisation are of giughest standards and are also sustainable.
Brand Associations- A particular organisation these days seeks to offer a wide range of products. Assessment of each of these products in distinctive product categories tend to help analyse an organisation's brand value. In terms of the products that ae offered by competitors within different product categories it can be said without a doubt that products sold by this organusation occupy top categories.
Proprietary Assets- Every brand in today’s context tends to have a significant number of Intellectual Property Rights. As per the opinion of Zozul'ov and Tsarova (2020), the more the number of these rights the better it is for the brand name of an organisation. Shell can considered as a global leader in terms of the IPR rights that are possessed by this organisation specifically in the energy sector. Research units of tis organisation located ib different parts of the globe like that of Amsterdam, Netherlands and India helps to constantly research for better berrer processes and sustainable solutions.
Advantages
A key advantage of this model is that it helps to look into the concept of brand value from multiple perspectives like customer loyalty, IPR rights and others. Besides t helps to ubderatnd taes through which an organisation can generates value. 
Disadvantages
AAKER model is that particular model that tends to give key importance to customer satisfaction as well as customer choices for purchase of a product. As per the opinion of  Saura (2021), erception of employees and other stakeholders are also important that are widely ignored. This model does not take into consideration positive brand value that bands can derive from primal allocation of resources.
Discussion on customer journey and customer touchpoints 
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Customer Touchpoints refer to all those areas in which a customer and an organisation tends to come into contact with one another. As per the opinion of Mubeen et al. (2020), organisations these days are looking forward to engage their customers in effective communication but accessing all touch points to provide a more holistic experience.
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Seeing online advertisements- Shell is an organisation that is associated mainly with B2B sales. Online advertisements for organisation can be made in a more catchy manner so that they can quite easily fi attention of prospective buyers.
Communication with people who purchases for this organisation-  As per the opinion of Nti et al. (2020), it can be said without a doubt that most business firms in today’s context tend to take the recommendations of a fellow business owner before making a purchase. Shell tends to make a key point to give key  importance to specific attention to distinct client needs. It can thereby be said that prospective buyers are going to get a positive image about this organisation that is going to significantly influence purchase decision. 
Contacting with organisation- In this stage the way in which an organisation deals with that of a cient trends ro play a key role in helping to ensure that the relationship is retained between buyer and seller. Employees at Shell are quite knowledgeable enough to solve different kinds of queries regarding products that are to be purchased. In helps to sort out any issue at an initial stage and makes purchase decision be a successful one. 
Role of the organisation in aiding to select the most well sited product-Shell offers a wide range of products ranging from fuels, lubricants to that of various other materials. In this context many businesses may fwel a bt confused to understand which products are going to be best suited for their organisations. In thos context technical expertise team is present there at Shell that helps to guide firms to understand bet choices.
After sales services- As per the opinion of Tien et al. (2019), this feature is something that is playing an extremely significant role in helping to foster stable relationships between buyers and sellers. Shell is having a dedicated after sales support team which an be developed even more to quickly address any difficulties.
[bookmark: _Toc124180328]Analysis with the help of total engagement model 
Total Engagement Model is s particular model that needs to provide thought provoking insights in different dynamics that are associated with the sphere of customer relations (Vijh et al. 2020). This model in other words can be said to focus more upon a holistic approach in client management to hep organisations be able to generate better brand values. Various factors that tends to flow between customer, Organisation and Employees are considered as essential part of this model.
Customer- A customer of Shell is going to have a certain sort of analysis of perceived quality of product or service under consideration. This organisation tenda to make a commitment of delivering energy sources that are as per some of the highest standards. So, customers are only going to deal further with this organisation if this aspect is covered. Employees have to focus upon undertaking more significant interactions with clients to help sort out aby difficulties.
Employees- Employees of an organisation can only deliver proper services to clients if there is an overall positive work culture within an organisation. At Shell there is a collaborative work culture and employees can quite easily provide suggestions for process improvement without much of an hindrance. It is going to reflect further when employees of this organisation are going to sell for different products like hearing oils and others.
Organisation- As per the opinion of Jabbar et al. (2020), every organisation tenda to have a certain set of capacities and have some specific goals in mind when it decides to adopt certain advertising policies. Shell promises to provide energy, hearing as well as other different solutions in some of the most cost effective prices available. Itvis a brand promise that is see in advertisement mediums.
[bookmark: _Toc124180329]Conclusion 
It can be concluded from above discussion that Shell is an organisation that have been able to capture a significant amount of market share through their strategic marketing policies. This organisation have requisite capacity to produce high quality products that are considered as some of the top in current global standards. In order to proosage this business a bit more to sell different heating oils this  organisation is concurrently looking forward to increasing access to that of different consumer touchpoints instead of just a simple communication network. It is expected to create a loyal consumer base that is going to help assure acsignifucant amount of sales. A background analysis have been done about this organisation under consideration alongwith definition of some key terms in the field of marketing. Theoretical models like that of Aaker model have been considered to give this study somecrelevance fron academic perspective. Lastly, key customer touchpoints have been analysed along with waysthrugh which this orgabisation cam better used these.
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