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[bookmark: _Toc60703863]Introduction
Business is the one human activity that has defined and shaped the economy and civilizations simultaneously throughout history (Du Plessis and Strydom, 2014). And as the world around us is everchanging, strategies of business are also adapting to it. But no matter how much the fine details change in business disciplines, the basic parts remain the same, and Marketing is and always was one of the integral parts of the business (Phelps and Westing, 2015). Without proper marketing, competing in a hostile world of business to reach the buyers before others is so improbable that it might as well be deemed impossible. This report aims to critically appraise how an organisation can ensure a satisfactory end-to-end journey for the customers and fulfil stakeholders’ expectations at a time. Arrival Limited of the UK has been selected to complete the report.

[bookmark: _Toc60703864]A Brief Overview of Arrival Limited
Arrival Limited is a private limited technology company that produces electric vehicles. The company belongs to the automotive industry. Its headquarters is situated in London, UK (Lienert, 2020). But the company has spread its business in many other countries. The company was established in 2015, only 5 years ago. It is a growing company since the beginning and has plans of being a public limited company.
[image: UK electric vehicle unicorn Arrival receives €100M investment from Hyundai  and Kia]
Figure 1: Logo of Arrival Limited (Maya, 2020)
[bookmark: _Toc60703865]Innovative Marketing Strategies of Arrival Limited to Increase Brand Awareness and Competitiveness
Arrival Limited belongs in a highly competitive industry where large companies like Tesla, Nissan, etc. holds big portions of the market. Most of the large companies in this industry are quite old but Arrival is completely new with an experience of only 5 years. So, it is difficult for the company to create a position for itself in the customers’ minds (Rihan, 2020). So, Arrival’s marketing department always plans for unique marketing strategies that will attract customers for sure. Some of Arrival’s innovative marketing strategies are as follows:

“Physical+ Digital” Marketing: Arrival Limited uploads 3D photos of its products on its website which can be fallen into the category of digital marketing. Besides this, the company arranges exhibitions of its vehicles and sometimes offers potential customers the opportunity to drive a new car. This marketing strategy is helping the company to give customers a clear idea of the product. The physical marketing strategy is costly but helped the company a lot to create a brand just within a few years.


Cultural Relevance: The marketing department of Arrival is aware of what’s going on in the world and promote its products at the right time (Hayat, 2020). For example- the company increased its advertisement in the USA just after the announcement of US President Donald Trump that “there will be no air pollution in the USA caused by vehicles within 2040”. After that announcement, people started paying more attention to the damages caused by air pollution, at least to an extent, the awareness increased. And at that exact opportune moment, Arrival started heavier promotion of their electric vehicles and grabbed the chance of turning people’s attention to their vehicles.


360º Videos: Recently, the company has started uploading 360º videos of its cars and buses on its website. The videos are made during the time of driving to help customers to get a clear idea of how smoothly the cars or buses can be driven. Though many other companies have started using 360º videos it is still an innovative marketing strategy and Arrival is keeping pace with the changing technologies.

Social Media Marketing: There are very few companies in the world that don’t use social media for advertising (Kotler and Keller, 2016). Arrival also uses social media for the promotion of its products because it is the easiest way to reach a large number of people at a little cost. Arrival is one step ahead of its competitors as it collects the e-mail address of potential buyers with the help of social media like- Facebook, Twitter, etc. Then it sends e-mails about its new products to the potential buyers.


Campaigns in the Universities: It was a very unique strategy taken by the company. It participated in the marketing fair arranged by business schools and universities to exhibit its products and made good relations with teachers and students because they have a lot of connections and will spread the news to many people.

Words of Mouth: All the employees and personnel of the company are motivated to spread positive words about the company and its products. It has almost 1200 employees in different countries of the world and each employee has some links (Lienert, 2020). Employees are given training to behave in a way that can never harm the reputation of the company. Rather, it is expected that their behaviour will have positive impacts on the reputation of the company.


Besides these, the company also uses typical marketing strategies like- giving advertisements on TV, Newspapers, and Billboards, etc.
[bookmark: _Toc60703866]Customer journey roadmap of Arrival 
[image: Ecommerce Customer Journey Map: How to Improve CX - VoiceSage]

Figure: Customer journey roadmap of Arrival
Source: (Kilkenny, How to Fix Gaps in Your Ecommerce Customer Journey Map and Improve CX)

The customer journey roadmap highlights the importance of these five stages of awareness, consideration, purchase, retention and advocacy to explain the process how customers get interested in a business and what the business must do in order to keep that interest by providing the customers with what they need. Following this model allows Arrival to understand and fix any gaps that they might have which might affect their relationship between their customers. 

[bookmark: _Toc60703867]Touchpoints that Arrival utilises:
Pre-purchase (Awareness, Consideration): During this stage, it is important that customers do their research on the company products so the company must work to retain the attention of potential customers. This means that Arrival Limited must showcase what it has to offer to its utilisation of customer touchpoint such as social media marketing strategies, advertisements, 360videos, word of mouth and campaigns at universities. These are unique as it allows Arrival Limited to reach out to a range of different customers rather than having a restrictive/selective audience. Its zero emission mobility acts as a solution for to help climate change which many customers and business would look forward to.



Purchase: Through its campaign and social media marketing strategies, Arrival Limited already has a list of potential customers. Through profiling its potential customers and competitors, Arrival Limited is able to make the purchasing process quick and easy.  Customer touchpoints include having an extremely modern ascetic website that is easy to use. Also, Arrival Limited has a very useful customer service so customers can easily ask for help during the purchase process if needed.



Post-purchase (Retention, Advocacy): Arrival Limited likes to make sure that the relationship between their customers does not end so that they are able to create a long-term relationship. Customer touchpoints include asking for feedback when a purchase has been made and also highlighting several platforms e.g., twitter, Instagram, Facebook, YouTube etc… that the customer can keep in touch with to find information about Arrival Limited and its new products.


[bookmark: _Toc60703868]How Arrival Can Create More Innovative Marketing Strategies
Companies are innovating new marketing strategies every day making typical strategies obsolete (Phelps and Westing, 2015). There will be one day when typical advertising strategies will add little or no value and companies that use these strategies will be considered backward. So, it is important to keep updated about new technologies that are introducing every day making the process of Globalization faster. As Arrival is a multinational company, Globalization has a lot of impacts on the company. It can get innovative marketing ideas by:

1) Arranging marketing case competition among university students.
2) Employing both experienced employees as well as freshers to combine their experience and knowledge together (Du Plessis and Strydom, 2014).
3) The company should keep its employees motivated which will result in the dedication of employees towards the organisation and they will propose better ideas than the conventional ones. 

[bookmark: _Toc60703869]Management of Customers End-to-End Journey 
In the given task, it was stated by a quotation that companies nowadays want to maximise customer satisfaction and have long emphasised touchpoints. But it diverts their attention from a more important issue of customers’ end-to-end journey. Arrival never deviated from its mission of maximising customer satisfaction as well as it has made praiseworthy efforts to ensure a satisfactory end-to-end journey for the customers.

End-to-end customer experience is the set of interactions between customers and an organisation throughout the duration of their relationships (Frazier, 2019). From the very beginning of the company, Arrival was concerned with the services and products it offers to the customers. It has always performed some activities and has made some announcements to ensure a good end-to-end journey for the customers which are given below: 

Internet of Things (IoT): The Internet of things is the future of every household in the world as the process of digitalisation is on a rise (Hollensen, 2019). All gadgets that a person uses will be connected and synchronised to the point where a single voice command or hand gesture will be enough to turn down the ac, turn up the music or dim the light, all at once. The gadgets would be set to the user’s preferences and will have the ability to learn from previous use patterns (Davis, 2018). Arrival knows this and is already taking steps to ensure that they fit perfectly in that future. They are currently developing cars that would be able to park themselves in a known parking area, lock and unlock by voice and facial recognition, start and get out of the garage by itself while the owner finishes his breakfast. All these will be achieved by connecting the car to the home network of gadgets by using an easy to adapt interface. The prototype cars will soon be out as per the company claims and cars with the complete self-navigating system is under development according to them.


High-quality Products: Arrival believes that it can never be possible to ensure a satisfactory end-to-end journey by offering a low-quality product because whenever the low-quality product will create disturbance for the customer, it will create a bad experience and prevent the customer to remember the company with a pleased heart. So, high-quality product is a must, and the company provides customers with high-quality products. The company believes that customers are willing to pay more for good-quality products and want to get good quality products (Rihan, 2020). The pricing strategy of the company is very reasonable which is another way of satisfying customers with a good product at a little extra price than a low-quality product. 


Continuous Customer Service: The company provides continuous customer service to customers. If any customer faces any technical problem with their vehicles then they recall the product and replace the product as soon as possible (Hayat, 2020). They also bear the cost of replacement. They welcome customers to complain about their products or services in order to reduce their faults and improve the quality of services given.


Attractive Advertisements: The contents of the advertisements of the organisation that are given on TV, Newspapers, or Billboards are made with a sense of respect for people. The company always makes sure that none of the advertisements of the company should hurt people of any particular race, age, culture, religion, sex, etc. Besides, it makes very eye-catching advertisements that creates a position for the brand “Arrival” in customers’ minds.

Digitalisation- 24/7 Service: In a digitally enabled world, businesses don’t stop when the workday ends (Frazier, 2019). Arrival is no exception. They also provide customers with a 24/7 service. Both the automation and the AI system of the company allow and help customers to find the resources they need. An Al-powered bot navigates buyers through the company’s website. The bot also gives answers to the questions of the customers. If it finds any question unfamiliar then a representative answer the questions. Overall, Arrival has ensured that customers will have the answers to all their questions in a very little time.


Besides the above strategies, Arrival also inventing new ways of satisfying customers. The company has a mission to reach the point where there will be zero complaints from the customers. Moreover, the company makes service improvement immediately whenever it gets a complaint from any customer to ensure that none of the further customers get the opportunity of having the same complaint again (Lienert, 2020).

[bookmark: _Toc60703870]Fulfilment of Stakeholders’ Current and Future Expectations
Stakeholders are the people who have an interest in an organisation and are impacted by the activities and performance of the organisation (Kotler and Keller, 2016). Arrival’s major stakeholders are- Its shareholders, creditors, customers, suppliers, and employees. All of the stakeholders of the company have expectations from the company. Their expectations can be listed as follows:

Shareholders: Shareholders of the company want to maximize the value of their investment in the company. The only way of ensuring it is increasing sales. More sales mean more profit which results in a greater value for the company (Davis, 2018).


Creditors: Arrival has some bank loans as it was in a lack of capital. The creditors of the company want to get back their money safely with interest. They don’t want to face the risk of default. Arrival can minimise the risk of creditors by increasing sales and cash flows in the organisation.

Customers: Customers are the means of fulfilling the expectations of other stakeholders (Phelps and Westing, 2015). The customers of the company want high-quality products with required safety features at a reasonable price. Customers are even ready to pay a little extra for a good product. They just want to have a good product along with a good experience with the brand. The existing loyal customers want updated products with additional features in the future.


Suppliers: Arrival Limited has a lot of suppliers for supplying different parts of vehicles. Suppliers are paid after a few days of purchasing. So, it can be said that suppliers invest something in the company for a few days. Suppliers of the company just want to have their money at the right time and maintain a good relationship with the company that will last long. To pay the suppliers at the right time, the company needs to have a good cash inflow in the company which is possible by selling products more (Sheehan, 2018).


Employees: They earn their livelihood by working in the company. Employees want to have their salaries at the right time and additional facilities provided by the company make them satisfies. Besides attractive compensation packages, employees also want a positive work environment that will help them to enhance their skills (Hollensen, 2019). Moreover, employees are also a little bit concerned with the brand value of an organisation. Working in a renowned company is a matter of prestige (Dickson, 2017). Every employee expects that the organisation will achieve fame and position itself properly in the customers’ minds in the future.


There is no alternative to ensuring a satisfactory customer journey to meet the expectations of all the stakeholders (Lancaster and Massingham, 2015). The current and future expectations of the stakeholders can be meet by increasing the sales and profits of the company. 

[bookmark: _Toc60703871]How Arrival Manages Customer Journey Through Various Communication Channel
Proper communication with customers is the first condition of customer satisfaction (Du Plessis and Strydom, 2014). If a customer feels that he/she is ignored, then he/she will prefer switching brands. His/her journey cannot be said to be satisfactory. Arrival communicates with their customers using various channels including- social media, e-mail, telephone and mobile calls, face-to-face conversation, etc. The company arranges exhibitions where they welcome customers with a smiling face and give answers to the questions of customers with physical examples. Besides, the company communicates with the customer with a quick reply to e-mails, messages, and letters sent by the customers. Customers enjoy the opportunity of giving a public review of Arrival products on its Facebook page, and website. 


Customer Database: This two-way communication helps the company to manage an informative database for customers. Customers provide the company with information about their preferences willingly. It helps the company to add features in its vehicles according to customers’ needs and results in growth in sales. High sales mean high profit (Bagozzi, 2014). Thus, Arrival manages a satisfactory customer journey, increase its brand values, and fulfils the expectations of all the stakeholders.

[bookmark: _Toc60703872]Practical Examples with Appropriate Theories
Some real examples of Arrival’s marketing management are described below. The examples are supported by appropriate theories.

[bookmark: _Toc60703873]Example 1
In May 2019, United Parcel Service (UPS) has ordered 35 electric vehicles as a part of their plan to electrify their delivery vehicles. The company came to know about Arrival’s electric vans from newspapers and Television channels. Being attracted by the advertisements, they placed an order for 35 vehicles (Lienert, 2020). The order was delivered timely. After using the products of Arrival, UPS became so much pleased. Its CEO stated that they could not believe and expect that such great service and vehicles could be offered by a young company like Arrival Limited. He said that they want more vehicles from the company and ordered 10,000 Generation 2 electric vehicles on 29 January 2020. This example of Arrival limited can be supported by the following marketing management theory.

The Theory of Expectancy Disconfirmation: This theory was developed in 1977 by Richard L. Oliver and used for measuring customer satisfaction (Davis, 2018). The theory says that an individual’s expectation is confirmed when the purchased product performs according to his expectation. His expectation is negatively disconfirmed when the product performs poorer than his expectation and positively disconfirmed when it performs better than his expectation. Here, a customer’s expectation is the base of measuring satisfaction (Lancaster and Massingham, 2015). If his expectation is negatively disconfirmed, then there is very little chance that he will purchase more from that organisation. If his expectation is positively disconfirmed, then he will purchase more from that organisation. In the above example, UPS was a customer of Arrival Limited and its expectation was positively disconfirmed after using the vehicles of the first purchase. As a result, UPS went for the second order of 10,000 vehicles. So, the above example reflects the application of the “Expectancy Disconfirmation Theory”.


[bookmark: _Toc60703874]Example 2
Arrival Limited has launched a new passenger bus that is specially designed for coronavirus-era with a unique feature of maintaining social distancing. The bus is featured with removable seats which will allow the bus owners to increase or decrease the number of seats according to the situation. Additionally, the bus is designed with touchless technology. A passenger can request a stop via smartphones and the no-touch bell will signal for a stop (Szymkowski, 2020). The bus is also easy to disinfect. This example of launching a new bus can be supported by the theory of the 7 Ps of marketing. The theory and its application are described below.


7 Ps of Marketing: This theory is developed in 1960 by E. Jerome McCarthy. The 7 Ps refer to the product, price, place, promotion, packaging, position, and people (Kotler and Keller, 2016). These 7 seven elements are combinedly known as the marketing mix. This theory says that a product should be developed or produced considering all these 7 elements. Mismatch of any of these seven elements may ruin the success of the new product (Davis, 2018). Arrival’s new bus is a perfect product for the current situation. The price of the bus is a little higher than a regular bus, but experts have given their opinion that the bus worth the price. The company has launched the product in London initially which was perfect as this is the city which was hit most severely by the pandemic. The promotional activities for this Bus took place at the right time when the whole country was fighting with the virus and searching for an alternative transportation system. The external design of the bus was very attractive. The features and promotion of the bus were successful to create a position in customers’ minds. At last, the bus was designed considering the health of people and has reduced the spread of the virus during public transportation.


Every marketing strategy taken by an organisation can be supported by a theory. The above two examples testify that Arrival’s marketing management has a great contribution in its fast growth. Its marketing department is very efficient and promotes its products with expertise. That’s why the company has grown many times just within a period of 5 years.

[bookmark: _Toc60703875]Conclusion
The above discussion makes it obvious that it is equally important, if not more, for business organisations to focus on customers’ end to end journey and taking care of customer experiences at the touchpoints. While the touchpoints serve as the moments of truth for both the company and the customers, focusing on the end-to-end journey makes the experience of it for the customer enjoyable, which in turn helps build up a satisfied and loyal customer base as well as a happy employee pool. So, this brief discussion can be concluded with the assurance that, as marketing strategies and plans elaborated in this discussion was centred around making the end-to-end journey enjoyable for the customers of the selected organisation, they will also be helpful for any organisation looking forward to doing business long term and profitably.
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