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INTRODUCTION
Sony Electronics is a major supplier of digital technologies and audio/video electronics products for both the consumer and business industries. The Sony A7 leads to the ability, accuracy, and flexibility to capture once-in-a-lifetime moments exactly as we desire thanks to its superb image capability and high-speed performance housed in a small chassis (Sony α7 IV full-frame hybrid camera, 2022). Sony corporation management encompasses engineering, sales, marketing, distribution, and customer service in addition to research and development. The autofocus mechanisms on Sony cameras are incredibly adept at capturing moving objects. The majority of their camera models have great image quality and work well in dim light. Because they are smaller than their competitors, they also have a tendency to be more accessible (Wierzbicki, Kedzierski and Fryskowska, 2015).
The analysis of the company's marketing strategies is the main emphasis of this study. And also evaluating the communication model and customer journey. 
COMMUNICATION
The sender, the message, and the recipient are the minimum number of parties required for communication. The transmission of a message from the sender to the recipient can be affected by a wide range of factors (Azam, Velentzas and Broni, 2014). The method employed to accomplish product marketing goals is known as the product communication strategy. It's the section of a marketing strategy that illustrates how a product addresses particular client problems while also highlighting its core principles and advantages. Consequently, a strategy for product communication governs the stage of planning and execution of upcoming tasks relating to product introduction, promotion, and adoption (Damanpour and Gopalakrishnan, 2001).
COMMUNICATION MODEL
Sending and receiving information between individuals or groups of individuals, whether directly or indirectly, can be considered communication (Windahl, Signitzer and Olson, 2008). A variety of concepts are covered by the model, including information source, transmitter, noise, channel, message, receiver, channel, data destination, encoding, and decoding.
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The person who provides the information or message that has to be transmitted is the sender; the communication process starts with choosing which message to deliver and to whom. The intended message is transformed into signals using a transmitter, a procedure called encoding, and then sent across the chosen channel (Holm, 2006). The communications are either translated to binary codes or radio waves, and the encrypted messages are sent to the recipient across media like the internet, cables, or electrical lines. The procedure of decoding involves converting the binary digits or radio waves used to transmit the information into a form that can be read by the recipient. A receiver is the designated end point of a communication channel in effective communication; it is at this point that the receiver receives the message. The last and most important step in any communication procedure is feedback. After receiving a message, the recipient notifies the sender of their understanding or if they feel the message was delivered clearly (Danaher and Rossiter, 2011). When a communication channel is disrupted, it can be said that noise has occurred. This noise might be internal or external and will have an impact on how well messages are understood (Bishop and Cates, 2001).
Sony reaches its target audience with a reliable communication route. To reach its customers, SONY has employed an innovative promotion strategy.



INTEGRATED MARKETING COMMUNICATION
Under the guise of integrated marketing communications, a business meticulously blends and synchronizes its many channels of communication in order to deliver a message that is both concise and accurate (Duralia, 2018). It makes an attempt to guarantee that the message is consistent and that the media are used in conjunction. IMC represents the integration of all marketing strategies, plans, and resources utilized by a business to influence consumer opinion as much as possible and produce the most revenue with the least amount of effort. Websites, social media platforms, and commercials make up the bulk of Sony's digital integrated marketing communication strategy (Porcu, Barrio-García and Kitchen, 2012).
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PROMOTIONAL STRATEGIES OF SONY A7
It employs a number of traditional and modern channels to market. Consequently, digital marketing serves as the primary element of their marketing strategy (Li, Larimo and Leonidou, 2020). Social media is a big part of SONY A7’s overall marketing and promotion strategy. It also makes considerable use of print and broadcast media in Asian areas to promote its name and products. It is recognized for creating visually stunning and original TV ads. Additionally, In the organization's marketing plan and promotions, social media is a key component. It makes extensive use of social media to engage with and find its audience (Kirtiş and Karahan, 2011). It has distinct Facebook accounts for each of its products, and the PlayStation page has a significantly huge number of fans. The large number of likes and followers that SONY A7 has demonstrated the level of client loyalty that the brand enjoys. In addition to Facebook, it has promoted its brand and is involved with customers using Pinterest, Google Plus, and Twitter (Agrawal, Singhal and Agarwal, 2016).
Social media may be a huge help, and the business should build a unique consumer experience (Peppers and Rogers, 2016). Social media has been employed by SONY A7 for both brand promotion and customer involvement. In addition to having millions of followers and running a number of well-known Facebook and Twitter accounts, SONY A7 uses social media for a lot more things. Additionally, it has utilized Google Plus and Pinterest for advertising and promotion (Agrawal, Singhal and Agarwal, 2016). The business's advertisements can be seen in public spaces including billboards, on walls, and behind vehicles. In urban settings where awareness of the target demographic can be quite high, outdoor advertising is typically very successful (Lopez‐Pumarejo and Bassell, 2009). The advertisements for Sony A7’s high-definition televisions can be seen on gleaming, sizable billboards in urban locations. In this manner, SONY promotes and markets its brand. It has promoted a variety of products to its readers through publications like TOI. Additionally, Sony employs sales marketing techniques such as offering free samples, discounts, coupons, scratch cards, and early bird awards. In order to advertise their products, they also employ numerous celebrities. Both Mahendra Singh Dhoni and Kareena Kapoor have been spotted promoting their goods (Dhotre and Bhola, 2010). Through direct marketing, agreements are struck with businesses that use Sony products. On the other hand, discounts are used in marketing initiatives to attract customers. To make sure buyers understand their goods and company, they use a variety of pdf brochures and videos. Additionally, they provide cards with points that can be redeemed when a purchase is made (O’Brien et al., 2005). They primarily focus on using the pull method to draw in clients.



BRANDING AND BRAND EQUITY
The process of giving significance to a particular company, organization, good, or service is known as branding. It involves creating and establishing a brand in consumers' views. Businesses can give individuals a cause to choose their products over those of the competitors by clearly stating what this particular brand is and is not. This helps people instantly recognize and feel the brand (Blumrodt, Bryson and Flanagan, 2012). 
Brand equity affects how much more value a company gets from a product with a strong brand compared to a generic equivalent. The development of links between people's realization of a product's advantages and disadvantages is facilitated by brand equity. Here Sony A7 has higher brand equity (Pappu, Quester and Cooksey, 2006).
KELLER’S BRAND EQUITY MODEL
Keller's Brand Equity Model commonly referred to as the Customer-Based Brand Equity (CBBE) Model, is structured like a pyramid. According to the Customer-Based Brand Equity Model, a brand's power is said to be formed from what consumers have heard, sensed, and experienced about it as a result of their encounters with it over age. The CBBE model simply measures the relationship between an organization's success and how its clients view it. The model enables customers to determine the stage to which the company brand belongs and what they need to perform to advance (Yousaf, Amin and Gupta, 2017).
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Identity: The goal of brand identity is to raise consumer awareness of the product. Additionally, the purchase behavior of the product is formed at this time, guaranteeing that the communications are successfully received by the target audience (Page and Lepkowska‐White, 2002). Sony A7 once held the top spot among consumer electronics brands. The business has long been acknowledged as a leader in innovation and a forerunner in technology (Joo and Keun, 2013).
Meaning: strategy entails introducing the brand to the public and helping them recognize it. At this point, consumer loyalty is established (Keller, 2001). In performance, customers continue to hunger for better digital products as they are made, and the company employs high-end and intelligent photographers who choose to utilize DRLS or mirrorless cameras. celebs to publicly support Sony products in images (Deller, 2016). It will successfully captivate consumers' attention.
Response:  it is important to note that opinions about a product are typically formed based on criteria such as quality, attention, credibility, excellence, and so on (Tracy, 2010). The judgment is, that Sony specializes in several different types of technology, including headphones and TVs. The majority of Sony A7 has good image sensors, quick and dependable autofocus systems, and are portable (Lezano, 2012). Today's camera market is dominated by Sony. So, the customers are satisfied with the quality of the cameras (Apiluck Thammawimutti and Ph.D. Sirion Chaipoopirutana, 2018).
Relationship: Building an emotional, psychological, and close relationship with customers is referred to as resonance; in this context, it is implied that a sense of unity or behavioral loyalty will arise (Cheng et al., 2019). Sony is a firm believer in direct customer interaction and communication. Customer feedback serves as the foundation for market research and marketing strategy (Walsh and Godfrey, 2000). Customers who purchase products from Sony have the option to offer comments about those products. Users in the Industrial and Machinery industry gave Sony A7 customer loyalty rating the highest overall (Sony, 2020).
ADVANTAGES AND DISADVANTAGES OF KELLER’S BRAND EQUITY MODEL
Making ensuring every interaction with the brand is favorable can lead to more suggestions and evaluations. A customer-based brand equity model can assist businesses in achieving this. It is also more likely that potential clients will learn about company goods or services if company brand equity is strong (Wang, Wei and Yu, 2008). With each encounter, marketers who employ a customer-based brand equity strategy concentrate on adding value for their clients. They are able to create happy customer experiences and establish enduring relationships as a result. By applying the approach, businesses may increase the likelihood that their customers will make repeat purchases (Anselmsson, Johansson and Persson, 2007). The improved network lifetime of each consumer is also increased by boosting brand loyalty. Customers can spread the word about the business on various digital platforms using their personal social media profiles, which assists build brand awareness. As their consumers begin to advertise their brand for free, many businesses experience a rise in involvement and a decline in their advertising expenses (Ansari et al., 2019). 
Building brand equity necessitates a large financial commitment from the company, particularly in the area of promotion. Although there are numerous promotional tactics available to marketers, branding is typically best achieved through advertising (Kumar and Patra, 2017).



CUSTOMER JOURNEY
A consumer's complete interaction with a brand constitutes their "customer journey." The customer journey describes the series of interactions a customer has with a company's name, goods, and services. The topics discussed include both direct interactions, such as dealing with customer service, and indirect ones, such as discovering a company during an event. The many stages of a customer's journey will familiarize the brand and aid in building a brand image in their brains (Bascur, Rusu and Quiñones, 2018). Sony A7 can examine the sales process from the customer's point of view with the help of customer journey mapping to determine what it is doing right and how to enhance its sales strategy. The customer journey is depicted graphically or narratively in a customer journey map. The customer journey map depicts each and every encounter the consumers have had with the company through time and through various service channels. It demonstrates the intersections between company customers' needs and the company's needs from the viewpoint of the customer (Dabrynin and Jing, 2019).
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AWARENESS
At this point, a potential customer is looking for a solution to an issue they are trying to solve. The potential client is not yet prepared to make a purchase. Simply put, they are looking for alternatives. The company spent 3.31 billion US dollars on advertising to market its products throughout the 2019 fiscal year of the business. Sony has utilized all of the components of the promotion mix, including advertising, direct marketing, sales promotion, and publicity (Clow, 2013). A public relation is a tool used to improve a company's image and increase brand awareness. To convince target clients to buy the company's products, workers at Sony Stores utilize personal selling. The actions that support the company's market penetration efforts are highlighted. Potential clients are directed to one of these common touchpoints by each of these attraction methods (Yi, Cha and Amenuvor, 2021).
CONSIDERATION
A prospective consumer researches the product throughout the consideration phase to determine whether it would address their problem. They might just focus on the product, or they might compare it to that of the rivals. The prospective consumers are attempting to select the greatest selections out of all of their available choices. They will contrast the advantages and characteristics of several solutions in an effort to locate the one that is reasonably priced (Gentile, Spiller and Noci, 2007). Customers think about the best image quality, smaller prime lenses, continuous eye autofocus, electronic viewfinder, and image stabilization when buying cameras (Northrup, 2014). By comparing with competitors, Sony A7 is highly attractive. 
DECISION
At this point, the consumer is prepared to buy the product to satisfy their company's needs after carefully weighing all of their options, reading reviews, and looking through the price and policy details (Chan and Wu, 2002). The Sony A7, which has a huge 61 Megapixel full-frame sensor, produces outstanding image quality with extremely usable files. It generates full-frame mirrorless camera photos with exceptional resolution. It is obvious why this makes it one of the best cameras for photographing products. So, this will lead the customers to purchase Sony A7 (Yamafune, 2016). 
RETENTION
An important phase of the customer journey is where the customer reconsiders whether to purchase a new product from the company or extend their current contract or subscription. Given the expenditures involved in recruiting new customers, a frequent north-star measure for businesses is the net retention rate, which is the proportion of customers that decide to keep using the services (Hamilton et al., 2020). Sony A7 is a brand that makes the satisfaction of its customers with its products. This helps to retain customers. According to Sony, retaining existing consumers would be prioritized over acquiring new ones. Sony's organizational culture has the benefit of putting a strong premium on customer satisfaction, which increases customer retention. Additionally, the business is dedicated to growing its consumer base (Chege and Bett, 2019). To accomplish this, the organization takes a variety of steps. One strategy entails a production approach focused on client happiness. Customers are given the option to switch to products that are catering to their preferences and demands. In light of this, the business draws in new clients who understand the importance of customer happiness (Vrontis and Thrassou, 2007).
ADVOCACY
When the customers are happy with the characteristics of the products, they will start to recommend them to their friends and colleagues, closing the loyalty cycle. They will also acknowledge the value contributed by the products or services (Siebert et al., 2020). To elevate its client experience, Sony leverages its Ultimate Reward program. These prizes are out-of-this-world experiences that let users use their points to bid on a variety of premium experiences (Grewal et al., 2020).
CUSTOMER JOURNEY MAP
A customer journey map is a pretty straightforward concept; it is a diagram that shows the steps that a customer takes to interact with the business, whether it is via a product, an internet encounter, a shopping experience, a service, or any combination of those (Haugstveit, Halvorsrud and Karahasanović, 2017). By using a customer journey map, businesses may adopt a different point of view and examine the sales process from the view of the consumer as opposed to the seller (Wolny and Charoensuksai, 2014). It gives standardized information on the customer's interaction with the company to all departments. This gives sales, marketing, and all other departments involved in the sales process a clear picture of the engagements a customer has with the business and gives them access to the same data, which can help them cooperate in order to achieve the shared objective of increasing sales. When a trip map is used, a company can quickly identify service gaps in its present marketing and sales procedures (Meyer and Schwager, 2007).
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It is clear from the customer journey map that the company uses social media and/or social networks to spread awareness about new items, which is unquestionably helpful because social media can touch a large number of individuals for a little cost and a very short amount of time. After purchase, customer retention depends on how well the after-sale experience is handled. and happy customers will tell their friends and loved ones about the company and the items, repeating the cycle.
CUSTOMER JOURNEY MAPPING OF SONY A7
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TOTAL ENGAGEMENT MODEL
Everything is combined into one efficient, effective mechanism by the complete engagement concept. Focusing on coordinating all business endeavors—including marketing, customer support, sales, and internal culture around a single, cohesive strategy for customer engagement is crucial. The alignment of the company's entire brand strategy across all departments creates synergy, which is a significant advantage of the total engagement approach. When compared to its component parts, the whole is bigger (Roberts and Alpert, 2010). Employees who are engaged are those who have a strong understanding of its plan and direction and are genuinely invested in its success. They are more dedicated to amicably resolving conflicts, more productive, and generally more devoted to their employer. In order to achieve long-term growth, the complete engagement model places a strong emphasis on forging a bond between customers, staff, and the company (Cross, Cross and Parker, 2004).
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The Sony company offers a value proposition including quality, innovation, and new technology. Is one of the most recognizable and esteemed brands in the world, having offered dependable and effective products for many years (Kotler and Gertner, 2002). Additionally approachable and simple to use, Sony's devices enable customers to employ cutting-edge technology without the requirement for specialized technical knowledge (Banos et al., 2014). Through its knowledge and knowledge of the industry, the company also adds value to the clients of its financial services and music publishing companies. The branding, Sony is a firm that uses aggressive marketing. Sony employs all forms of media to advertise, including TV, print, web commercials, billboards, and more, as part of its marketing mix promotional strategy (Jelassi, Enders and Leveraging, 2004). Sony bases its reputation on the caliber of its products and services. Customer satisfaction is prioritized in the organizational culture of Sony Corporation. The organizational culture of Sony has an impact on both the company's internal staff members and those working for its affiliates in the financial services, gaming, and entertainment sectors. Therefore, cultural traits are important in creating a cohesive organization and affecting the course of performance and growth of human resources (Abdolahzadeh and Mohsen, 2014). Sony maximizes employee efficiency in meeting consumer perceptions and demands through its corporate culture (Itani, Jaramillo and Paesbrugghe, 2020). When such principles are properly applied to the creation of plans and products, there will be a rise in consumer desire for those that can meet their demands, which will improve the customer's interaction with the brand (Davenport, Leandro and John, 2011). 
CONCLUSION
Sony A7 is a professional-level camera and it provides high satisfaction to its customers. The Sony A7 is using social media as a marketing strategy for increasing brand awareness about the product. And also, they are using a wide variety of communication channels to boost employee engagement with the product. Brand equity model analysis shows the public image of the company. And also, the total engagement model shows the company’s value. Here the company is highly utilizing the available marketing approaches to develop its customer involvement and increase sales.
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