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[bookmark: _Toc60703246]Introduction 

According to Deepak and Jeyakumar (2019), marketing management, an organisational discipline, focuses on the practical application of marketing techniques, methods and orientation inside enterprises and organisations and the management of a firm’s marketing sources and activities. Within an organisation, it plays vital roles for executing marketing activities. Throughout this report, how Standard Chartered can create innovative marketing strategies for raising awareness of the brand that will critically be appraising. Besides, how managing and evaluating the customer journey across a variety of communication channels to ensure current and future stakeholders’ expectations are fulfilled that will be conducted. 

[bookmark: _Toc60703247]How Standard Chartered can create innovative marketing strategies for raising awareness of the brand 

Standard Chartered has to experience some potential challenges in a crowded or competitive marketplace. These challenges include changing business environment, globalisation, rapid growth of digitalisation, increasing competitiveness and brand awareness, informational management, managing reputation, rising expectations from the customers. To achieve the sustainable competitive advantage, Standard Chartered needs to overcome these challenges (Deepak and Jeyakumar, 2019). Effective and efficient marketing processes and systems are to be conducted in place together with marketing strategies and a value proposition to achieve this. At this moment, Standard Chartered can create innovative marketing strategies for raising brand awareness (Standard Chartered, 2020). Besides, the marketing strategies can maximise the customer satisfaction ensuring effective touchpoints from which customers can take fabulous experience. However, applying and executing potential steps, Standard Chartered can create innovative marketing strategies for raising awareness of the brand. Now these steps and stages are critically appraised below: 

[bookmark: _Toc60703248]Identifying business goals 

Developing the marketing strategies, first of all it needs to identify the overarching business goals that will support to set the marketing goals supporting these goals. The business goals of Standard Chartered may include: 
· To increase awareness of the products and services 
· To sell more services and products from a certain supplier 
· To reach a new customer area or segment (Standard Chartered, 2020)

To set the business goals, Standard Chartered has to face complexities and targeted goals cannot be measured with possible outcomes (Standard Chartered, 2020). So, a simple criterion for goal setting is the SMART method:
· Specific – Above these three goals are specific because it is determined that the awareness of the products and services is specific for Standard Chartered. 
· Measurable – When the services and products will be sold more, the volume can be measured, and the customer ranges can be measured whereas their numbers will be maximised. So, the goals are measurable (Doyle and Stern, 2011). 
· Achievable – To increase awareness of the products, the budget is appropriate even the sale can be maximised with lowest possible money. Even new customer segments can be reached. So, these goals are achievable for Standard Chartered. 
· Reliable or relevant – It refers to set objectives that will help to improve particular aspects of the organisation. For example, when it targeted to reach in new areas, Standard chartered can reach new areas that is reliable also (Doyle and Stern, 2011). 
· Time-bound – Within shortest possible and budgeted time, these goals can be achieved because according to milestones, these objectives will be achieved. 

[bookmark: _Toc60703249]Stating the marketing goals 

Based on aforementioned business goals, it should define a set of marketing goals. These goals will inspire the management team and help to benchmark business success. 

For instance, marketing goals include market penetration that focuses selling more existing products to existing markets or market development that focuses selling existing products to new markets (Deepak and Jeyakumar, 2019). These goals of marketing could be long-term and might consume a few years to achieve successfully. Moreover, these goals are clear and measurable and have time-bound to be achieved. 

Standard Chartered should ensure that the overall strategies must be practical as well as measurable. According to Homburg et al., (2011) an effective marketing strategy will not be changed every time, but it may be revised when Standard Chartered have achieved the strategy or achieve the marketing goals. Sometimes, the strategy may need to be amended when due to new entrance and technology the external market is change or the products are substantially changed (Homburg et al., 2011). 

[bookmark: _Toc60703250]Researching the market 

Market research is an extensive part of a marketing strategy. To conduct the market research, Standard Chartered needs to gather potential information about the target markets (Hollensen, 2019). These issues may include growth, size, demographic characteristics e.g., age, gender, population, and family type, and social trends. Basically, the business must have to pay attention on the market to be aware about any changes over time. As a result, the strategy that has been set must be relevant as well as targeted (Hollensen, 2019). Without market research, Standard Chartered cannot acknowledged about the markets and the competitive advantages cannot be taken from the market. At this moment, applying survey technique using potential questionnaires, a market research must have to be executed. This strategy will support to create an innovative marketing strategy. 

[bookmark: _Toc60703251]Profiling the potential customers 

After market research, the potential customers are profiled within an organisation and then the organisation needs to demonstrate the needs and wants of the target customers (Saxena, 2015). Based on the customer profile, Standard Chartered can determine the buying behaviours of them that include what, how, and where they buy. Besides, it supports to acknowledge and review trends regularly so that new opportunities cannot be missed with the marketing message for Standard Chartered (Saxena, 2015). During find the new customers, marketing strategy should ensure that the company is maintaining the relationship with the existing customers. In this way, the potential customer’s profile needs to be executed. 

[bookmark: _Toc60703252]Profiling the potential competitors 

Likewise, the customer profile, Standard Chartered should profile the competitors that is an integral part of a marketing strategy. Besides, throughout this action, the products, marketing tactics, supply chains, and pricing of the competitors can easily be acknowledged (McKitterick, 2011). Applying this action, the competitive advantage can easily be achieved – what sets the business apart from the competitors of Standard Chartered. At this moment, Standard Chartered may want to demonstrate potential strengths and weaknesses of Standard Chartered internal process so that it can support to improve the organisational performance compared with the selected competitors (McKitterick, 2011). 

[bookmark: _Toc60703253]Developing strategies to support the marketing goals

Conducting the potential customer and competitor profiles, Standard Chartered can list their potential target markets and based on them, a set of strategies should be executed so that these can attract and retain the customers (Haider et al., 2017). For instance, the goal is to increase awareness of products and services. The corresponded strategies could be to increase the online social media presence of Standard Chartered throughout updating regularly the products and services on Facebook, Twitter, Instagram, and other social media platforms. Besides, Standard Chartered can advertise their products in local magazines for their targeted people, even Standard Chartered can offer discount or opening free account for the international students who have passport (Haider et al., 2017). Social media influencers and SEO marketing can support to develop brand awareness within Standard Chartered. Differentiated product can attract the customers which should be executed to achieve the marketing goals that support to raise the brand awareness. After that, using customer’s testimonials can be an effective marketing strategy for creating the brand awareness. 

[bookmark: _Toc60703254]Using the ‘7 Ps of marketing 

The tactical marketing mix should be identified using marketing 7Ps of mix model. When Standard Chartered can select the actual marketing combination across product, place, price, promotion, people, process and physical evidence, the marketing strategy will become more likely to be a success (Team, 2020). Because, Standard Chartered will be able to provide perfect service that is required to satisfy the customers. 

[bookmark: _Toc60703255]Testing the ideas

After deciding the tactics of the company, the organisation should test the idea and approach upon the target markets and the employees then it should review about the performance. To meet the customer’s expectations, wants, and needs, Standard Chartered needs to select potential marketing strategies (Cant et al., 2019). Even these tactics can reach the customers to the target markets can maximise the sales volume. 

Brand awareness of Standard Chartered can be raised applying the marketing strategies which have been developed above. Because these strategies are developed researching and executing potential steps which are extensively preferable for all type of business branding. Above applying these steps, innovative marketing strategies have been developed and created for Standard Chartered (Cant et al., 2019). As worldwide, this brand has a strong circle and this company has been satisfying the customers for a few years, to grab the innovative marketing strategy, Standard Chartered must execute aforementioned process. Because it will support to achieve optimum customer satisfaction as well as strong brand awareness. 

Online social media presence of Standard Chartered throughout updating regularly the products and services on Facebook, Twitter, Instagram, and other social media platforms should have to be grabbed because currently the market is conducted throughout these platforms. Besides, Standard Chartered should advertise their products in local magazines for their targeted people because local magazines are read by a pool of audiences who are mostly people in business and job holders (Kotler, 2013). By which a strong brand awareness can be created. On more interesting marketing strategy for Standard Chartered is offering discount or opening free account for the international students who have passport. This strategy can maximise the attention of the students towards the company. At this moment, they will be aware about the brand consume the services from this company. Today the spokesperson or celebrities are mostly social media influencers who have million followers, and their daily lives are followed by the people (Kotler, 2013). When the audiences will aware that they are using Standard Chartered to transact their consumption, the audiences must be influenced highly. SEO marketing can support to develop brand awareness within Standard Chartered because SEO marketing boost the company to the target customers via social media, websites and other online based communication platforms (Kotler et al., 2018). Differentiated product can attract the customers which should be executed to achieve the marketing goals that support to raise the brand awareness.  Actually, marketing campaign can represent the differentiated products for Standard Chartered that’s why it should arrange different marketing campaign that covers most of the strategies. After that, using customer’s testimonials can be an effective marketing strategy for creating the brand awareness (Kotler et al., 2018). That means, Standard Chartered should take feedbacks from the customer continuously that support to promote the brand. 

[bookmark: _Toc60703256]Customer journey across a variety of communication channels to ensure current and future stakeholders’ expectations are fulfilled

Lemon and Verhoef (2016) stated that a customer journey is an extensive roadmap that executes different stages by which a customer consumes products and services under a process. Each stage has some touchpoints which actually can meet the expectations of the stakeholders (Lemon and Verhoef, 2016). The touchpoints are managed and offered by the organisation to attract the customers. In this case, Standard Chartered has also a customer journey map where they forecast a customer journey from researching to departing from the organisation. Now a customer journey is managed below for Standard Chartered: 

A customer journey map executes five stages, and each stage has different touchpoints that is managed by an organisation (Richardson, 2010). Besides, a customer journey map describes the consumer trend and pathway of purchasing of the customers. The strengths and weaknesses of the organisation can be demonstrated by this map because the flow of customer can indicate it. However, these stages in a customer journey are presented below within Standard Chartered: 
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Figure: A customer journey map of Standard Chartered
Source: (Self-designed)
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Today business has become mostly digitalised as a result a customer journey map has become reshaped. For example, before the banking system was tradition when the awareness was created by leaflets, billboards, and hand notes, and brochure (Richardson, 2010). At this moment, the awareness is created via internet e.g., social media, websites, and apps. For Standard Chartered it has become beneficiary because this banking or finance company has become popular around the world. Because the presence of the bank is now worldwide due to globalisation. So, the customers are aware from the social media, websites, and application (Richardson, 2010). For example, Google AdSense is the best strategy to create brand awareness because maximum media, websites, and apps are controlled by Google and so this bank can pay google to boost the company. As a result, worldwide, billions of people have acknowledged about the company as the users are more than billion. Besides, different websites are sponsored by this company when someone searches an interesting topic, Google must show the advertisement to the page and the audience is seen (Rosenbaum et al., 2017). In this way, the customers firstly acknowledged within the brand that is step for customer journey with Standard Chartered. 

Touchpoints: In this stage, potential touchpoints include attractive and emotional branding, family and friend zone, and effective design in advertisement and video. A short and clear message of advantage is also a touchpoint of this company. 

[bookmark: _Toc60703258]Information 

After taking awareness from traditional billboards and brochure, the customers were communicated with the company with physically present in the organisation to take required information like how to open an account and which accounts will be effective (Rosenbaum et al., 2017). What is the benefit of this bank? These types of information were collected from the bank directly. After the globalisation and digitalisation of the bank, the customers can easily now take information after getting awareness. Because, they have now mobile technology and internet connection which support to collect information from the websites of the banks (Rosenbaum et al., 2017). Besides, social media accounts of the Standard Chartered are updated by the authority where information of the bank is available. For example, when an audience just has got awareness from the social media, they can instantly search the information in different platforms e.g., bank websites, application of the bank, and social media platforms (Halvorsrud et al., 2016). So, the service has become personalised now. 

Touchpoints: The potential touchpoints include a well-decorated and designed website, a short message via advertisement, emotional article, inspirational message, flexible access in gathering information, and verified social media platforms. Besides, organisational positive information should be presented in the contents of the websites. 

[bookmark: _Toc60703259]Advice or interactive 

After getting informed, the audiences are required to get advice about which account or service will be beneficiary for them. If an attractive advice has got the audiences, they must be engaged with bank and become the customers of Standard Chartered. In previous period, the advice was taken from advisors or managers of the company (Halvorsrud et al., 2016). The audiences were advised by the managers or customer relationship officers directly. In this way, the customers were advised in previous time although currently due to globalisation and digitalisation they are advised via social media and other online platforms. For example, if any advice is required to open an account in Standard Chartered for the customers, they can get it from virtual chat option because the websites have chatbots and AI based operating system which support to notify about the banks and any other queries (Halvorsrud et al., 2016). As a result, advice stage can be fulfilled by this process within Standard Chartered. 

Touchpoints: Chatbots and AI based technology are the major touchpoints in this stage. Besides, quick response and polite behaviours are also effective touchpoints for the customers by which they are inspired to become a customer. 

[bookmark: _Toc60703260]Become a customer 

After taking advice, the audience may become a customer of the Standard Chartered Bank if the audience gets appropriate advice from different media. Past days, to become a customer, an audience needed to go there physically where a hard copy needed to be filled by the customer and provided hard copy of ID cards and other documents (Jordev, 2020). Then an appropriate account could be opened. Present time, after taking advice, the audience is not going to the bank to become a customer of Standard Chartered. Using mobile phones, laptops and internet connection and browsing websites of the bank. After that, the staffs and officers include the name of account to the bank server. Website is well-organised where all data can be included as inputs of the audience and within 10 to 15 minutes, he becomes a customer of the bank (Jordev, 2020). This stage is the simplest actions among others because it has less complexities to open an account becoming a customer. 

Touchpoints: Short time taking to become a customer, flexibility to open an account, mobile technology and computer browsing are also touchpoints of this stage. Digitalised system in executing documentation to open an account. 

[bookmark: _Toc60703261]Transactions and services

When an audience becomes a customer of Standard Chartered Bank, he/she must transact and gets services within this bank. The customer can send money, withdraw money, transfer amount, pay bills and transact for shopping. Standard Chartered Bank ensures all services to the customers (Knowledge Hut, 2020). At past days, the customer was to go there to transact any purposes and pay bills of the month for services and other purposes. Because the bank was not digitalised. Even only computer was available for recording the transaction besides all other activities were completed via physical appearance. Nowadays, the customer does not go to bank for transact or transfer and deposit money (Knowledge Hut, 2020). Because, Standard Chartered Bank has installed digitalisation due to globalisation and technological advancement. The digital banking ensures the best service to the customer because customers can easily transact money using mobile technology. Installing mobile application of the bank, any payment and transaction and transfers are possibly completed. Besides, other banking activities can easily be done within this banking process. It makes the life of customer easier. For example, if a customer needs hand cash, he can withdraw from ATM booth where available money can be withdrawn. Besides, deposit can also be ensured in ATM booth without any complexities (Knowledge Hut, 2020). These are the uniqueness and convinced services for them. 

Touchpoints: ATM booths are used to transact, transfer, and deposit, and withdraw money. Mobile application and websites are used to ensure transaction. Flexible internet banking can be a touchpoint in this stage. Digital banking reduces the time that is a potential touchpoint for the customers.  

[bookmark: _Toc60703262]Share stage 

After taking service services from the company, it is high time to share the experience of the services in the company. Actually, the customers are engaged automatically in sharing information about the company because when they get effective service, they must ensure word of mouth (Sc, 2020). Within Standard Chartered, the customers share the service experience and transaction facilities with family and friends from which new customers must be raised. Because if the review of the service becomes good, the new customers must be maximised. Likewise, the negative reviews are spread, the existing customers will be dissatisfied, and they may leave from Standard Chartered. At past, the customers use their voice and physical presence to spread the knowledge and experience about the services. Even they convinced personally arranging meeting (Sc, 2020). At present, people are more advanced and so within 2 minutes, they can share the experience of the services using social media platforms. For example, is Standard Chartered solves problems of a potential customer, the customer must provide a review and share the experience on social media e.g., Twitter, Facebook, and Instagram where he may have millions of followers. 

Touchpoints: After taking the services, the customers are thanked and inspired for further transaction. SMS sending to the customers for updating about the account. Rewards for sharing information and making a customer and providing commission to engage a new customer are also touchpoints for the customers. 

In this way, a customer journey is executed by Standard Chartered where six major stages are conducted.

[image: Digital Customer Journey Mapping: Improving the Customer Experience]
Source: (Knowledge Hut, 2020).

A variety of communication channels can include Internet, Mobile app, Email, SMS, Kiosk, Voice assistant, Social media, Digital signage, live chat, and Face to face channels. These channels can use to meet the current and future stakeholder’s needs and expectations. Even these channels are used in customer journey at the current situation (MONITOR, 2020). For example, to gather information about the Standard Chartered, they must have to browse internet and search on Google to have potential information about opening account requirement. Even, after opening an account, all updates can be received via SMS. Besides, live chat can help to the customers to know about the bank and the account details (MONITOR, 2020). By using these channels, not only the customers will be benefited but also all stakeholders like investors, clients, government parties and management team can easily be benefited. Without these channels of communication, the stakeholder’s expectations cannot be fulfilled. For example, customers expect that all services will be online and with shortest possible time (MONITOR, 2020). Standard Chartered ensured this service using internet and other social media platforms. At this moment, the expectation of the customer is fulfilled. Besides, the investors want to know about the investment policy sitting at home. This opportunity has been launched and now using live chat they can ensure it. Applying these channels, the current and future stakeholder’s expectations can easily be fulfilled. 

[bookmark: _Toc60703263]Strengths and weaknesses of Standard Chartered customer journey map 

Strengths: Standard Chartered is much easier and quicker to use compared to other banks. This is because it is easily accessible online so customers can access key information needed on the internet and have any concerns addressed over the phone, SMS as well as live chats. This means people do not have to leave their phone and can have access to Standard Chartered survives from home.  

Weaknesses: The weakness Standard Chartered’s internal process is that it might need support in order to improve the organisational performance compared with the selected competitors. Since the banking and financial service companies is a competitive market even the smallest issue could be damaging to Standard Chartered. This is because the competitors are much better known such as HSBC which makes it difficult for them to compete. 

[bookmark: _Toc60703264]Conclusion 

Marketing is an action that maximise the brand value within an organisation if effective marketing strategies can be created. This paper was conducted that how Standard Chartered can create innovative marketing strategies for raising awareness of the brand that was demonstrated and critically appraised. Besides, how managing and evaluating the customer journey across a variety of communication channels to ensure current and future stakeholders’ expectations are fulfilled that was executed in this paper within Standard Chartered. 
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