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             This assignment critically appraises how a company can create innovative marketing strategies for raising awareness of the brand as well as managing and evaluating the customer journey across a variety of communication channels to ensure current and future stakeholders’ expectations are fulfilled.
In pursuit of this appraisal there will also be a brief discussion on the maximization of customer satisfaction through “touchpoints” as well as the customer’s end-to-end journey”.   

Introduction:
One of the main objectives of every organization is first to ensure survival in the highly competitive economic environment. In order to achieve this they have to be very creative and always strive to gain competitive advantage over their rivals.
This advantage will result in greater profitability which in turn ensures long-term growth and survival. Two important activities that companies engage in so as to gain and maintain competitive advantage are the formulation of effective corporate and marketing strategies. Corporate strategy identifies barriers and opportunities in the environment and develops strategies to combat the barriers as well as to exploit the opportunities. It is a long-term business strategy and planning for an organization which provides the direction for the achievement of future growth. Corporate strategy includes the scope, direction, strategic planning, and vision of the organization. The main aim of corporate strategy is to define the long term goals and objectives of the organisation which helps in the development of strategies and policies to enable the achievement of corporate objectives.
Marketing strategy, on the other hand, identifies target markets and the value proposition to be offered based on the analysis of the best market opportunities. According to Aaker and Mills. (2011), it is “an over-riding directional concept that sets out the -planned path” 
Marketing strategy is basically a formula for the way the organization is going to compete, its goals, and the policies needed to carry out these goals.
There are numerous marketing strategies that an organization can develop and utilise to achieve its marketing objectives. However, it is very essential that whichever strategies are created or adopted there would be the need for creativity and innovation if they are going to enable the achievement and maintaining of competitive advantage in the long run.

Creating Innovative Marketing Strategies:  Google Inc.
The organization chosen for this work is the American search engine company Google Inc. Google was founded in the year 1998 by two Stamford University students Sergey Brin and Larry Page.
Google is the leading internet search engine in the world today, handling over 70% of worldwide internet search requests.  Its headquarters are in Mountain View, California, USA.
In 2015 Google became formally a subsidiary of Alphabet Inc of USA Google has a wide range of products including Google Search, Google Glass, Google Fiber Internet, and cable and Television service just to mention a few.
Google earns a huge chunk of its revenue from advertising. In 2017 the company earned 109.65 billion US dollars in revenue.
Despite its seeming overriding command of the market Google is aware it operates in a very dynamic and highly competitive market where changes are very rapid and usually of game-changing consequences.

In order to remain competitive and maintain its leading position google knows it must continuously renovate creatively, re-invent itself, and relate to its customers and other stakeholders in the best possible way.
To achieve this, the company must create innovative corporate and marketing strategies that address the core demands of the market as well as ensuring customer satisfaction and meeting stakeholder expectations.

How Google can Create Innovative Marketing Strategies for Raising Awareness of its Brand.
Before addressing this issue it would be appropriate have a brief discussion of the term brand. The original concept or notion of the term has changed over time and today we can define brands in terms of product, styles, and firms or organizations. According to the online finance dictionary, Investopedia, “A brand is an identifying symbol, mark, logo, name, word and or sentence that companies use to distinguish their product from others. A combination of one or more of those elements can be used to create a brand identity or a trademark”.

However, we know today that brands are much more than just logos or names. According to the Chartered Institute of Marketing “They are the culmination of consumers’ total experience with the product over a number of years which is borne out of a multitude of good, bad, and neutral encounters. These encounters include the way the product performs, an advertising message, a press report, or a telephone call, or a rapport with a sales person” (CIM, 2000). When a company wants to create a brand or its public image it will first decide on its identity in the form of a logo often with a message, slogan or a product that it offers. The name or slogan must be a memorable, captivating, and easy to pronounce or remember. A successful brand will accurately portray the company’s intended message or feeling across and result in brand awareness, or the recognition of the brand's existence and what it offers. 
A classical example of this is the Google brand. This brand has become so well known in such a relatively short time that “google” has become a by-word for the process of searching for information on the internet.

Brand Awareness:
Brand awareness is a key element in consumer behaviour, advertising management, and building a customer loyalty base. It refers to the degree to which consumers are aware of the existence of a brand and its related products. It is one of the key steps in the promotion and marketing of a product, especially when introducing a new product.

Brand Equity:
The equity of a brand is the value premium that an organization is able to generate from a product due to the organization’s name or brand compared to the generic product name.
In order to create a brand equity for its products a company must make them memorable and easily recognizable. In addition, the products must have superior quality and be reliable.Marketing communication activities play a crucial role in building brand equity.
The main elements of brand equity can be identified as consumer perception or what the consumer thinks and feels about the company or product Consumer perception is the result of the knowledge about, and experience with the brand. This perception can result in either a positive or negative effect. A positive effect creates a brand equity which is beneficial to the company and enhances its finances while a negative effect results in a detriment. The effects eventually turn into tangible or intangible value (i.e. goodwill or badwill) for the company.

The benefits of branding are numerous, and every organization aspires to make consumers aware of their brands. 
Among the most well-known brands that the world has today are names like Apple, Google, Coca-Cola, Adidas, and McDonald’s. Coca-Cola used to be the number one brand in the world, but it has been overtaken by both Apple and Google. (Interbrand, 2017).
The rise to the top by Google has been phenomenal, given that it is a relatively young organization with no physical presence on any high street in any city.
But the company is aware that the business environment remains highly competitive and it has to continuously renovate and reinvent.
In order to continue to raise awareness of its brand Google needs to formulate and implement creative marketing strategies.

A marketing strategy defines how a company plans to market its products and services to customers.
Ideally, a different marketing strategy should be developed for the different objectives and goals of the organization, as well as for the management of the various elements of the marketing mix
For creating awareness and brand building marketing communication strategies would be the most important ones for Google.
In order to create innovative marketing strategies there must be the environment and atmosphere for embracing change and innovation within the organization.
To achieve this Google must have an organizational culture and management philosophy that encourage and promote creativity and innovation.
Generally the characteristics of a creative and innovative organization can be summarised as follows.
A culture of shared knowledge and values; Regarding risk-taking as a normal aspect of business; having an opportunistic mind; inclination for education and training; utilization of social capital; and prudence.
The creative marketing strategies that a company will develop will be influenced by the company’s general attitude towards creativity and innovation As a digital organization, Google is no stranger to creativity and innovation.
As already noted marketing strategies are usually developed for various aspects of the marketing mix variables. To raise awareness and also manage and evaluate customer journey across different communications channels, Google will have to employ promotion strategies.

Promotion or marketing communication:
Marketing communication is the promotional arm of the marketing mix variables which aims to develop brand awareness and help consumers to translate product information into perceptions about the product, its attributes, and position within a larger market. Marketing communication can also be used to improve relationships with customers and suppliers Businesses also use marketing communication to help to retain the product’s current customer base, and to cement relationships with customers and suppliers. 
 Marketing communication strategy is the plan for product information dissemination and brand awareness development of an organization. The main objectives of marketing communication are to inform, persuade, and remind consumers about the product with a view to influencing a positive behavior towards the product that would culminate eventually in a purchase.
To be successful, marketing communication must rely on a combination of activities involving all the elements of the promotional mix variables which include advertising, sales promotion, direct marketing, personal selling, public relations, events and experiences. In addition, the internet has also become a part of the communication mix to a greater extent.
The role of each of these promotional mix variables in the marketing communication plan depends on whether the organization is pursuing pull or push strategy. A pull strategy will depend heavily on options like advertising, sales promotion, and public relations which generates consumer demand, while a push strategy would require greater effort at personal selling for the product to move from producer to the end user.

Marketing Communication Models
 Marketing communication models are developed on the basis of various studies that explain how communications work in the marketing of a product. They act as tools in understanding how communications work in real life marketing situations, and for developing a communication strategy that can influence the perception about a brand
There are several marketing communication models including the following:
1. AIDA 
 2. DAGMAR
 3. HEIGHTENED APPRECIATION
 4. JOYEE
 5. LEVIDGE AND STEINER
 6. ADVERTISING EXPOSURE

Of these models the AIDA is the oldest and most popular. It has a hierarchical structure and was first introduced by St. Elmo Lewis in 1900 for personal selling.
The components of the model are 
A: - attract Attention
I: - maintain Interest
D: - create Desire; and
A:-get the consumer to Act

In 1911 the AIDA model was revised to include a fifth attribute of ‘‘permanent Satisfaction”
The AIDA model is particularly suited for the broadcast media or channel. It is a non-personal channel of communication which television advertisers employ quite successfully.


Integrated Marketing Communications (IMC):
The requirement for the various elements of the promotional mix to be coordinated, together with the need for management of the organization to be more involved and provide the necessary inputs has resulted in the concept of Integrated Marketing Communications (IMC).
IMC, originated in the early 1990s. The idea behind it is to orchestrate the use of all forms of the promotional mix to reach customers at different levels in a new and better way.
Philip Kotler defined the IMC approach as “the concept under which a company carefully integrates and co-ordinates it’s many communications channels to deliver a clear, consistent message about the organization and its products”
Pickton and Broderick identified the following as the 4 Cs or main characteristics of IMC:

Coherence: - logical connection of different communications
Consistency: - multiple messages support and reinforce, and are not contradictory
Continuity:-Communications are connected and consistent through time
Complementary:-synergistic, or the sum of the parts is greater than the whole

Media neutral planning is a key concept within implementing IMC.
In order to create innovative marketing strategies for raising awareness of the Google brand the company will have to employ all the variables of the marketing communication mix.
The objectives of developing creative marketing strategies are manifold apart from raising the customer awareness there will also be the question of managing and evaluating the customer journey across the various communication channels.
Google is a digital organization with over 75% of its business done online.
In addition Google’s customers are basically companies so its trade is mostly Business-to-Business (B2B).
There are several ways through which Google can create innovative marketing strategies.
One of the most important marketing communication strategies that attract a lot of exposure is Sponsorship. Sponsorship is part of Events and experiences in the Promotional mix. The online business dictionary Investopedia defines sponsorship as “a form of marketing in which a payment is made by a company for the right to associated with a project or program”. Sponsorship can also be extended to events whether for commercial or charitable purposes.
Sponsorship has multiple benefits for a company in that apart from creating or emphasizing brand awareness it also serves as a corporate social responsibility tool. A company can decide a local event which it will pay for. The fanfare and publicity that will be generated around the event or project will serve to project the company’s name and brand.
As a digital company, with businesses as its main customers getting associated with certain events would greatly create awareness for the brand Google relies on adverts for its major source of revenue and having its logo or name splashed across TV screens or on various websites would increase awareness. Another advantage of a sponsorship marketing strategy is the cost. Even though companies get l lot of exposure and publicity through sponsorship of events and projects it is the company that decides how much it is prepared to spend on the venture. Unlike an advertisement which would have a highercost due external influence. The decision to spend an amount to sponsor an event would be a matter for the marketing department and the company’s top managers.
Another marketing strategy can allows for creativity and innovation will be Customer or client feedback:
Client feedback as a marketing strategy can take various forms from surveys, questionnaires, focus groups; to online chats as a digital company most of these techniques would be very suitable for Google.

The benefits of this strategy can be enumerated as follows:
First it is a form of direct communication with the customers and other stakeholders which enables the company to have a first-hand knowledge of how the feel about the brand
Second, it creates transparency and strengthens the bond between the company and clients
By keeping clients and stakeholders engaged there is the opportunity to develop new and varied products based on the feedback you can achieve transparency
Finally the strategy can also help in creating future personalised communication strategies based on the analysis of the feedback.
Also, a comprehensive understanding of the customer’s attitudes from the feedback will enable the company to build processes that will prevent customer churn and drive cross-selling opportunities. 
Another marketing strategy that can be employed by Google to create and raise awareness for its brand is Advocate marketing.
This is where the company gets other people to talk about its brand and products in a very favourable way that makes others become aware of the brand and eventually become customers.
Advocacy marketing is especially valuable business to business marketers like Google
The philosophy is that since people are more likely to trust someone they already know the best strategy of getting them to trust you is to gey endorsement or recommendation from someone they know there are three main types of advocates that Google can use with different strategies for each

These are:
Earned advocates; highly trusted customers who go out of their way to talk about the brand to family, friends and associates. Earned advocacy is virtually free of charge.
Owned advocate: these are the company’s own employees who willingly volunteer to be involved in the company’s advocate program
Business partners and suppliers also fall into this group.
Being insiders these people do have a stake in the company and better knowledge of the company they are able to convince others about the brand.
Paid advocates: These people are influencers who are paid for their efforts at convincing people in the community. Most influencers are celebrities and others who endorse the brand for a payment.
Other innovative marketing strategies that google can employ the raise awareness of its brand are the use of podcasts, Live streams and videos; Digital assistants, and Micro Targeting.

As a digital company Google can devise creative marketing strategies using these methods.
These would be very effective with the appropriate marketing communication channel.
For the Sponsorship strategy the best channel will be non-personal ones including electronic and broadcast channels.
 Sponsorship would favour Google because it would expose it to a wider audience
Client feedback strategy is best implemented using personal communication channels. There could even be face to face interaction which will strengthen the relationship
The value of advocacy marketing well known. The use of social media in this situation would be most appropriate. Studies have shown that over 80% of people now do their chats and searches online.
Having personal testimonies about the brand online is therefore a very effective strategy.
Google will be able to achieve its marketing objectives if these strategies are implemented effectively.

Summary:
One objective of companies is to achieve customer satisfaction, and in fact to maximise this satisfaction they have emphasized touchpoints. Touchpoints are the individual transactions by which a customer interacts with a company or parts of it. Companies try to ensure that the customer will be happy or satisfied with their interactions when they connect with the company’s products, customer service staff, sales staff, or the marketing materials. However, there is also the believe that concentrating on touchpoints alone will not be enough as the company might end up losing the big picture.
They also need to consider the customer’s end to-end journey:
Customer journeys simply mean the things that happen before, during, and after the experience of a product or service. These journeys can be long, stretching across multiple channels and touchpoints, and often lasting days or weeks. Bringing in a new customer is an example of this, or resolving a technical issue, upgrading a product, or helping a customer to move a service to a new home. It is believed that these experiences are what shape the customer’s view of the business and can help retain them of lose them. This work has examined the ways by which Google Inc a digital company can create innovate marketing strategies to raise awareness for the brand. There are several innovative marketing strategies bur three have been explained and appraised while mention has been made of the others.
It must also be emphasized that to achieve customer satisfaction and also ensure current and future stakeholders expectations are met the company should consider dealing with not only the touchpoints but also the customer journey experience.
Google as a company has a very diverse set of stakeholders including users, employees advertisers and other customers, investors, government, and communities. To be able to raise their awareness, and also meet their expectations the company will have to really create and implement strategies that address the individual stakeholders’ interests.
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