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1.0 [bookmark: _Toc113043231]Introduction

1.1 [bookmark: _Toc113043232]Introduction to the Report 

The report is prepared on the key developments made on enabling the analysis of communication and marketing integrated to manage overall business value in a sustainable manner. Communicational models, marketing communications and other respective criteria are been met to challenge the business strategic change management and engagement models will create successful consideration within the organizational environment. Thus people will be motivated to manage active participation within the review of creating considerable mindset within the strategic business environment perspectives. Conditional marketing communication arrangements are also been critically reviewed in administering the business management activities within the environment. 

1.2 [bookmark: _Toc113043233]Overview of the Selected Organization

[image: ][image: ]The selected company is Dilmah Ceylon Tea Company PLC which is globally renowned for pure quality Ceylon tea. The company operates with the vision of “To share our love for tea and our profits - without compromise on quality, integrity or kindness - expressed in the authentic & varied Taste in fine tea, its natural Goodness and the ethical Purpose that delivers positive impact on our community and environment” (DilmahCeylonTeaCompanyPLC, 2021). The organizational mission is “A family business, with family values at our heart, to offer the finest tea and herbs, honoring tradition and quality while fulfilling our Founder’s pledge to sincerely and impact fully serve humanity with kindness to people and nature” (DilmahCeylonTeaCompanyPLC, 2021).[bookmark: _Toc113043262]Figure 1-Key business figures FY 2021/2022
Source - (DilmahCeylonTeaCompanyPLC, 2021)
[bookmark: _Toc113043263]Figure 2-Key business figures FY 2021/2022
Source - (DilmahCeylonTeaCompanyPLC, 2021)


2.0 [bookmark: _Toc113043234]Communication within the Organizational Context

Communication within the business organizational context is important to operationalize and integrate the business operations within an organization to achieve organizational objectives within a given period of time. Generally business communication mechanism is a process used to interact the internal business functions with the external business environment (Kotler & Keller, 2012). For example communicating and coordinating with employees in generating quality output by making awareness within the consumers’ in improving brand equity and brand loyalty. Promotional mechanism of organizational products are been deployed within the organizational strategic business context such that major improvements within the business organizations can be improved accordingly (Kotler & Keller, 2012). 
Business communications need to be aligned based on organizational actions but should be conducted in an adhoc manner. There are certain techniques, mechanisms as well as ethics to be followed in reaching organizational objectives under an active business scenario (Sisodia & Telrandhe, 2010). Business communication is very crucial and important in the current business world due to the competitive and complex behaviors of the environmental factors. Communications if effectively used will lead for organizational growth and if used in an appropriate way depending on the failure of communication strategies, it will contribute for overall organizational failure too (Sisodia & Telrandhe, 2010). So communication is not just promotion but effective promotion in terms of increasing brand value of the businesses. 
Strategic business communications are more important in addressing the basic necessities within the organizational environment addressing the basic economic and growth objectives (Ul-Rehman & Ibrahim, 2011). Development of organizational strategic plans, making operational adjustments, introducing strategic business changes and etc. are been prioritized in implementing changes within the organizational context. Therefore communication models, systems or any other process related mechanism can be segmented into major two segments as (Ul-Rehman & Ibrahim, 2011), 



1. Internal business communication
Internal business communication strategies need to be managed within the strategic business perspectives and communicating within the internal business stakeholders by following upward, downward and lateral communication mechanisms are been established under critical review perspective (Kotler & Keller, 2012). 
· Upward communication – The communications made from lower level hierarchies to the upper level hierarchies are been administered within the perspective of managing business perspectives. It is essential that issues arising within the operational environment of a business entity are been resolved within the organization under a critical perspective (Sisodia & Telrandhe, 2010).
· Downward communication – Communicating overall strategic business objectives by providing adequate strategic directions within the organizational scenario in improving overall business conditions within the strategic business environment. Directing employees is essential along with other physical resources to achieve organizational objectives in the most conclusive manner (Ul-Rehman & Ibrahim, 2011).
· Lateral communication – Inter departmental communication or cross functional communication within the business organization encouraging more fruitful strategic behaviors. Intern departmental communications are important in improving cohesion between the organizational functions within the continuous operational framework (Dahlén, et al., 2010).

2. External business communication
Different forms of corporate communications made by the business entity in conveying information to the external parties such that the techniques and processes are been established to ensure the effective communication through feedback generation (Dahlén, et al., 2010). 










3.0 [bookmark: _Toc113043235]Communication Model

Business organizations operating in the world cannot be engaged in a single particular communication model depending on the complexities and circumstances arising within the business environment. Hence adapting according to the organizational preferential requirements it is essential to manage communication activities within strategic business perspectives in the economic context to overcome managerial problems and issues within the consideration (Hackey, 2010). Thus different communication models can be identified when reviewing literature on business communications. 

3.1 [bookmark: _Toc113043236]Aristotle’s Persuasion Model

The model pronounced by the Greek philosopher Aristotle, the autocratic mechanism of communicating information from the sender to the receivers which is used as the basic model of developing communications under the historical perspectives (Hackey, 2010). Sender involves in forming the message to be communicated to the receiver and no feedback is encouraged based on the receiver in reviewing the effectiveness of the communication model been used. So this is considered as single way or one side communication model (Dahlén, et al., 2010). This is very ineffective since exposure for misunderstanding the communications are very high under this particular level.
[image: ]
[bookmark: _Toc113043264]Figure 3-Aristotle’s Persuasion Model
Source - (bizcommunicationcoach.com, 2020)

3.2 [bookmark: _Toc113043237]Newcomb’s Inter-Personal Communication Model

This is also alternatively termed as three party model in engaging business communications. Three parties are been involved and most of the time there will be an external third party been engaged in the communication process of sender and receiver (Hackey, 2010). Sender delivers the message to receiver through the communication agent who act as a mediator of connecting sender and the receiver. 
[image: ]Sometimes receiver is not aware on the originality or the senders’ information (Hawkins, et al., 2011). There is a high degree of exposure on manipulation of the information been communicated to the individuals within the organizational environment creating ineffective communication results. 
[bookmark: _Toc113043265]Figure 4-Newcomb’s Inter-Personal Communication Model
Source - (bizcommunicationcoach.com, 2020)



3.3 [bookmark: _Toc113043238]Hoveland’s Persuasion Model

[image: ]The model is the second phase development for the communication model introduced by Aristotle. Rather than focusing on an autocratic behavior, here response is encouraged from the receiver such that sender receive feedback under an important condition (Porcu, et al., 2012). Thus sender can generate a confirmation whether receiver has received and understood the message communicated. [bookmark: _Toc113043266]Figure 5-Hoveland’s Persuasion Model
Source - (bizcommunicationcoach.com, 2020)

However there are no strategies developed to overcome noise within the organizational perspective and a critical evaluation of organizational activities need to be consistently reviewed for this purpose (Porcu, et al., 2012). Thus effective communications can be addressed under a major strategic business consideration. 


3.4 [bookmark: _Toc113043239]Thayer’s Organizational Communication Model

[image: ]All the three models discussed for communication are used as merely communication models of conveying information (Hawkins, et al., 2011). Thayer’s model is developed to introduce communication strategies to link the information generation process with the organizational functions. Personal communication strategies are hence been converted into corporate communication strategies under a rapid organizational development mechanism (Porcu, et al., 2012). Inter personal, intra personal and organizational communications are linked with technology in reviewing critical development of organizational strategic business plans. [bookmark: _Toc113043267]Figure 6-Thayer’s Organizational Communication Model
Source - (bizcommunicationcoach.com, 2020)

Technological interaction and importance is highly communicated under this model in a critical business perspective undertaking major objectives within the business environment considering major developments.

3.5 [bookmark: _Toc113043240]Shanon and Weaver’s Information Theory Model

Expanded business communication model where sender formulates the message in an organized manner by converting his ideas to be communicated (Arens & Schaefer, 2007). The relevant information is been transmitted through a channel such that receiver can engage in providing feedback with regard to the overall strategic management of communication effectiveness in a fruitful consideration. Model can be disturbed through different forms of noises (Arens & Schaefer, 2007). 


[image: ]Source - (bizcommunicationcoach.com, 2020)[bookmark: _Toc113043268]Figure 7-Shanon and Weaver’s Information Theory Model


4.0 [bookmark: _Toc113043241]Integrated Marketing Communications (IMC)

Integrated marketing communications involves in connecting different forms of marketing communication strategies to involve in effective communication engagement with strategic business model development. Various platforms in engaging marketing communication strategies will require access to the conditions within the organizational segments of effective branding and brand management strategies (Hennig-Thurau, et al., 2010). Growth in markets and respective integration of communication engagement will require stabilization of the mechanisms involved in real outcome generation to manage productive business management considerations. 
IMC strategies will involve in generating productive communication and other purposeful business management consideration under a perspective of managing strategic changes within the organizational environment (Hennig-Thurau, et al., 2010). Different marketing communication tools are been arranged in a 360 degree approach such that the specific tools are been integrated within the organizational perspective in managing the business consideration in a significant manner. Some of the communication tools which can be integrated in formulating IMCs within organizational context are illustrated below (Luan & Sudhir, 2010).
1. Advertising – Multiple platforms and media are been used in engaging advertisements based on audio and visual integrated with digital techniques such that a mass audience can be covered within a particular organizational perspective. ROI will be very high in terms of FCMGs in highly competitive markets as well as essential goods categorization based on the technique (Hennig-Thurau, et al., 2010). 
2. Sales promotion – Sales promotion are short term processes but can add more value to the organizational branding activities. Improving brand equity and other key value adding concepts can be managed within the organizational environment to create rapid organizational developments (Libai, et al., 2010). 
3. Personal selling – Personal selling techniques improve customer interactions within the organizational managerial perspective in adding new business values. Engaging more performance involvement of building long term brand loyalty and also in attraction of new customers in the potential markets will enable more customer engagement (Libai, et al., 2010). 
4. Public relations – Different social interaction engagements such as trade fairs, workshops, open days in interacting with the market in which community resembles as an important stakeholder group can be evaluated through public relations conditions. 
5. Direct marketing – Integration of telecommunication technologies which is the advanced version of personal selling option entertained by the business organizations engaging in improving interactions with the organizational customers in improving brand awareness (North, et al., 2010)
6. Social media marketing – Social media based communication strategies are more advanced and highly popular which targets a large potential audience resembling modern customer management approaches. Social media marketing adds more value in improving active consideration within the targeted business environment (North, et al., 2010). 
7. Mobile marketing – Introduction of smart phones was a massive step undertaken in the growth of marketing communications within the business organizations entertaining more habitual benefits creating more advanced outputs to achieve strategic organizational objectives under a culturally fit business engagement environment. 







5.0 [bookmark: _Toc113043242]Branding and Brand Equity

[image: ]A brand can be particularly identified as a term, symbol, picture, design, name and etc. which is used to identify a particular business organization and or its products in creating more consumers’ attraction towards the organizational perspective (Hennig-Thurau, et al., 2010). Branding need to be powerful in a particular point of time such that consumers as well as the other business stakeholders are more aware on the product or business operations are been attached to the organization based on brand preference in the long run. Depending on the long term journey, value will be accumulated to a specific brand which can be measured in qualitative terms which is considered as brand equity for the organization (Kotler & Keller, 2012). [bookmark: _Toc113043269]Figure 8-Benifits of Brand Equity for a business entity
Source - (wallstreetmojo.com, 2020)

There are a number of benefits associated with business organization. Customer loyalty is encouraged and customers will be more satisfied with the products that are been purchased (Collis & Hussey, 2013). Customers will develop trust towards the brand which will increase customers’ confidence. Market share will be increased. Based on increased brand preference, products can be sold at a premium price and encourage more profits within the organization (Collis & Hussey, 2013). Helps in managing leverage conditions since brand equity will attract potential equity investments. 
In terms of Dilmah Ceylon tea Company PLC, the brand name is “Dilmah” (DilmahCeylonTeaCompanyPLC, 2021). The overall brand equity developed within the organization by maintaining quality standards accelerating the brand value within the business operations. Dilmah has become a key player in the international market creating additional brand value for Ceylon Tea (DilmahCeylonTeaCompanyPLC, 2021). Ongoing engagement with the customers in identifying diversified consumer preferences have been incorporated within the organizational product portfolio by improving strategic business environment. Improvements in the standardization systems and other creative preferences within the organizational environment had been contributed to manage organizational outcomes within a key strategic business purpose (DilmahCeylonTeaCompanyPLC, 2021). 
5.1 [bookmark: _Toc113043243]Keller’s Brand Equity Model

Keller’s brand equity model or alternatively termed as “Customer based brand equity model” had been developed by considering consumers responses and knowledge are key factors contributing to improve brand value of a particular business organization. A business entity need to create positive experiences within the organizational context and will enable strategic business efficiencies within the market enrich with traditional business outcomes with minimum consideration of handling the key business events (Dash & Belgaonkar, 2012). So developing customer relationships in generating positive responses from the consumers are highly appreciated at this level of managing the organizational brand value. 
[image: ]Mr. Merrill J. Fernando, the founder of Dilmah has stated “For centuries problems of mankind have been solved over a cup of tea. Whether they were problems between nations, amongst businesses, even in families, between husbands and wives, tea has been the soothing balm that helped their solution” (DilmahCeylonTeaCompanyPLC, 2021). The statement emboss on the importance of maintaining high quality standards and maintaining relationships with consumers in generating positive responses. Dilmah operates over 126 countries and highlight the importance of consumers’ been satisfied by enjoying of “single-origin, authentic, natural and ethical tea” (DilmahCeylonTeaCompanyPLC, 2021). Product, customer, society and natural environment are been recognized under one single platform in generating more effective outcomes within the market. [bookmark: _Toc113043270]Figure 9-Customer segments of Dilmah
Source - (DilmahCeylonTeaCompanyPLC, 2021).


6.0 [bookmark: _Toc113043244]Promotional Strategies for Improving Brand Awareness at Dilmah Ceylon Tea Company PLC

Along with IMC strategies it is essential to utilize promotional strategies such that more brand awareness can be generated in improving brand value for the business entities (Dash & Belgaonkar, 2012). Strategic business performances within the organizational business perspective are been managed under specific key organizational principles in adapting the organizational performance efficiencies. Thus active participation within the business environment perspective ensuring key business opportunities will establish creative business outcomes within the strategic business consideration (Collis & Hussey, 2013). Major identifications in the market structures are need to be well defined for this purpose in creating a tremendous value addition within the strategic business functions. 
Dilmah has used a number of promotional methods in improving brand awareness to develop brand equity under the highly complex and competitive business environment (DilmahCeylonTeaCompanyPLC, 2021). Culinary, hospitality and mixology competitions have been initiated as well as sponsored by Dilmah in generating more attraction from targeted corporate sector clients especially in the hospitality industry. This is to encourage usage of Dilmah tea in serving the customers and through competitions new corporate clients have been attracted by the company (DilmahCeylonTeaCompanyPLC, 2021). Tea fusion experience generation promotional campaign has also been launched in a number of international markets enabling more advantageous consideration within the strategic business environment. 
The Teagram newsletter is published by the company in digital format where by consumers can generate more information on tea industry, tea products and organizational product portfolio in making selections to fulfill their requirements (DilmahCeylonTeaCompanyPLC, 2021). Global distributor conferences are been arranged along with the other global events to encourage major engagements and interactions with the distribution network handling the logistics processes efficiently. Accessing into the conditions within the business environment will enable more strategic focus on continuing the essence of business managerial activities in launching active consideration of managing business performances under a purposeful condition within the business environment (DilmahCeylonTeaCompanyPLC, 2021). 
History of Ceylon Tea website had been launched in providing more information of the historical perspective and quality perspective of the original Ceylon tea to the world. Dilmah School of Tea (DSOT) had been formed in providing opportunities for candidates who have a passion on inspiring key positions in the tea industry (DilmahCeylonTeaCompanyPLC, 2021). Every year a large number of qualified individuals get their qualifications. Thus brand name Dilmah in the specific sector of skills development and orientation is been used under a rapid business perspective (DilmahCeylonTeaCompanyPLC, 2021). MJF, the charitable foundation also adds some value to the promotional strategies in increasing the brand awareness of the company. 
[image: ]The environmental initiatives, especially 100% carbon neutral program conducted by the company had drawn attention of the environmental lovers creating a positive brand perception towards the company (DilmahCeylonTeaCompanyPLC, 2021). Community development activities empowering the marginalized communities will engage in reportedly managing the business presence of engaging more futuristic viewpoints addressing the outcomes within the traditional business environment. Increasing organizational digital engagement through e-commerce and e-business platforms along with major applications within the strategic business environment perspectives are been launched to improve organizational presence in the market. So fruitful results will be enabled in the future even in an advanced manner to create more strategic business efficiencies (DilmahCeylonTeaCompanyPLC, 2021).[bookmark: _Toc113043271]Figure 10-Digital engagement of Dilmah
Source - (DilmahCeylonTeaCompanyPLC, 2021).


7.0 [bookmark: _Toc113043245]Customer Journey Management

Long term strategic business plans need to be implemented for customer relationships management such that developing positive relationships with them will enable more confidence on managing performance efficiencies. The overall strategic vision incorporated with value elements will drive the business within an accelerated mode if the operations are been managed under significant business management perspectives (Dash & Belgaonkar, 2012). It is important to assess the emerging trends in the market such that the consumer engagement process can be further managed in a more branded consideration in undertaking critical observations to fulfill own organizational managerial perspectives. 
It is essential to identify material issues with regard to customers such that the issues can be prioritized and solved in generating more sustainable approach in managing business operations (Hackey, 2010). Customers have a high importance on satisfying their needs and relative importance of maintaining high interest level by Dilmah to satisfy customers are also been utilized. New channels are developed to engage consumers in fulfilling their requirements which had been limited or ceased with Covid 19 pandemic and the positive responses are been given accelerated performance activities within the organizational strategic business perspectives (Hennig-Thurau, et al., 2010). Customer segments are broadly defined in identifying their specific needs to be fulfilled. 

7.1 [bookmark: _Toc113043246]Touch points

Company has been able to expand the market exposure into 126 markets targeting the international customer base by the end of the FY 2021/2022 (DilmahCeylonTeaCompanyPLC, 2021). 36 new products had been launched to the market by investing over Rs. 11.7 Million investment in organizational research and development activities. Company has invested on a number of digital platforms in encouraging further customer interaction in order to overcome the distracts enabled within the traditional platforms created with respect to manage effective customer relationships in improving organizational performance and engagement activities (DilmahCeylonTeaCompanyPLC, 2021). 

7.2 [bookmark: _Toc113043247]Journey map

Dilmah has been able to become the first value added Sri-Lankan owned global brand in pioneering to supply single origin tea within highly standardized quality specifications. Dilmah has been able to launch T-Lounges in overseas markets such that consumers build up more [image: ]confidence on the brand name based on the presence of a business model within their environments (DilmahCeylonTeaCompanyPLC, 2021). Dilmah school of tea has been established to provide more skills development to organizational employees such that the requirements of consumers are been fulfilled at the maximum level. Maintenance of a positive relationship consumers has been a core strength to sustain in the competitive business world. 

7.3 [bookmark: _Toc113043248]Consumer Engagement Model

[image: ]Dilmah Ceylon Tea Company PLC values the customers’ engagement the most as a key contributor for improving brand value of the business organization (DilmahCeylonTeaCompanyPLC, 2021). Tea promotion events, competitions and publications have been launched in different markets across the globe ensuring sustainable relationships with the customers. Digital marketing strategy is mainly used to interact and engage consumers in different business marketing perspectives (DilmahCeylonTeaCompanyPLC, 2021). Social media interactions along with the development of digital platforms have created more space in improving overall organizational traditional business events. Specialized apps, like T-radio had been launched along with e—commerce platforms to improve consumers presence with the business activities (DilmahCeylonTeaCompanyPLC, 2021). 

8.0 [bookmark: _Toc113043249]Conclusion

Marketing communications are essential in order to develop more brand awareness and equity towards a business organization. It helps in overall business strategic planning and involves in providing more strategic business events to improve customer loyalty. Defining the key perspectives of accounting, managing fruitful behaviors will attentively allocate major considerations within a creative mindset and will be helpful to consider major outcomes within the strategic business environment. Thus along with IMC strategies, promotional tools in involving in improving brand awareness will be helpful in making fruitful decisions to empower more managerial consideration to fulfill the organizational objectives. 
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