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1.Introduction 
The study aims to shed light on the concept of brand equity and more equivalently. Along with this, the major purpose of the study is to improve consumer satisfaction by emphasising customer touch points. The selected brand is an international organisation belonging to the UK origin. The company is basically an oil as well as gas provider. On the other hand, Shell’s operations were affected due to some external and internal factors as well. However, with a developing portfolio, the company has gained a global reputation within just a limited time period. In the study, two types of models will be applied to evaluate the relevance of customer experience and brand value in the market. That is why customer touch points will be also evaluated as major contributors to the success of the firm. Moreover, the study will generate a deeper understanding of how to boost customer satisfaction levels and experiences. 
[bookmark: _40bw6cqe1r7c][bookmark: _Toc144249998]2. Discussion on branding and brand equity  
Branding: Branding creates a business identity in a unique manner. Branding represents the values, beliefs and features of a brand to its customers and the target audience. Simply put, the branding of a company consists of a logo, name, mission, design and so on (Swaminathan et al., 2020). However, it can be stated that product quality is the major factor that helps to attract and improve brand reputation. The main purpose behind branding is to create brand awareness. Branding simply assists customers in connecting with the appropriate marketers to get the desired outcomes (Palusuk et al., 2019). 
Market positioning plays a great role in this context. Alternatively, branding not only stands as a USP but is a combination of multiple communication channels that help a brand to stay relevant in the market. For instance, Shell can generate more effective outcomes just by effective communication as part of its branding strategy. Also, having vivid guidelines is crucial for making a cohesive brand. 
Brand equity: Brand equity is the same as brand value. The term represents the value a company generally acquires through its market reputation or brand proposition. Brand equity consists of three major elements effects, consumer perception, and the ultimate value. Sales volume comes to the direct contact of brand equity and thus gets highly influenced (Dharmawa and Hendrayati, 2019). Customers always seek the best products along with great opportunities. Thus, their aim to get the best product is fulfilled automatically. 
On the other hand, with the help of brand equity, Shell can also compete with other brands belonging to the same industry (Mahmood and Bashir, 2020). The two most important factors associated with brand equity are brand experience and brand awareness. Positive brand awareness has been observed as a critical component for brand equity whereas brand experience is recognised to be the next most important thing in this context. Moreover, the key advantage of brand equity is improved ROI. 
[bookmark: _d7oebpw7krz8][bookmark: _Toc144249999]3. Application of Keller’s Brand Equity model to the company
The model: CBBE or the customer-based brand equity model, proposed by Keller is a model that helps brands to set the bigger picture of their identity in the market. According to Keller, a brand must have a strong as well as the right image (Hawker, 2019). This will further enable the brand to achieve its aims and objectives in the organisational context. The model consists of four stages or levels as well. 
The levels of the brand are: 
1. Identity
2. Response
3. Meaning 
4. Relationships 
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Figure 1: Keller’s brand equity model 
(Source: Hawker, 2019)
Application of the model in Shell: There are some rules Shell needs to follow if it wants to improve its brand value with the help of Keller’s brand equity model. 
Stage 1: Brand identity: In the first stage, a brand has to analyse its actual presence and existing value in the market (Hawker, 2019). Here, brand salience should be the determination of Shell. Shell needs to evaluate what customers think about the brand itself.
[image: ]
Figure 2: First stage of Keller’s brand equity model 
(Source: Hawker, 2019)
Evaluation: It has been identified that Shell ranks at the top when it comes to serving customers. Even Shell PLC has been ranked in the 38th position as a leading brand in the world (Comparably, 2023). Also, the growing demands of customers indicate that they perceive the brand in a positive manner. Also, the company enabled some of the most effective practices to measure customer satisfaction to make them feel valued.  
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Figure 3: Second stage of Keller’s brand equity model 
(Source: Hawker, 2019)
Stage 2: Communication and understanding of the meaning the brand wants to share: In this stage, two factors, imagery and performance are generally evaluated in a different manner (Hawker, 2019). Performance is the indicator of how well Shell has served its customers. The performance metric is usually divided into some sub-stages. 
· Primary features and characteristics: Shell PLC operates with a defined purpose to provide the best services to its customers. 
· Product durability, reliability and serviceability: The company has a world-class infrastructure to develop gas and oil as its core services. In some countries, the company has been recognised as a leading manufacturer of biofuel. 
· Service empathy and effectiveness: The company provides and offers its products through indirect and direct market channels as well as distributors in a unique manner. Thus, it can be stated that the company has a good service efficacy and channel to reach its customers in every segment. 
· Style and design: The company is headed by almost two parent organisations. The company has been designed in a systematic manner which now operates in international companies. However, it has been identified that Shell’s organisational structure is complicated. 
· Price: The company always try to offer minimal price to its target audience to increase customer satisfaction.   
Imagery, on the other hand, refers to the social currency of a brand (Hawker, 2019). It has been observed that a brand should have a direct and clear focus on sharing authentic messages. Also, from the above analysis, it can be stated that Shell PLC appears as a leading provider in the gas and oil industry. In the energy sector, Shell operates with a strong international network. 
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Figure 4: Third stage of Keller’s brand equity model 
(Source: Hawker, 2019)
Stage 3: Responses from customers: In this stage, a company needs to evaluate how its customers associate with the brand (Hawker, 2019). Therefore, Shell needs to analyse customer responses based on the product quality and efficiency provided to them. However, some great areas that are preferred by customers in this context are cutting-edge innovations (Steenkamp et al., 2020). It can be stated that customers of Shell perceive the brand quality and its offers based on its innovation and efficiency associated with the services. Therefore, Shell PLC can easily communicate a more significant message to its customers through its communication channels. 
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Figure 5: Last stage of Keller’s brand equity model 
(Source: Hawker, 2019)
Stage 4: Customer relationship: In the last stage, Shell is supposed to identify how customers identify themselves with the company. In this manner, Shell is obliged to conduct customer surveys and evaluate the previous customer survey reports and other business reports that dealt with their target audience. 
[bookmark: _f78g4i7ed6ou][bookmark: _Toc144250000]4. Advantages and disadvantages of Keller’s Brand Equity model
Advantages of the model: The proposed model by Keller is also recognised as a customer-based brand equity model. It is important for companies to achieve a strong image in the market. And the tool helps companies achieve so (Hawker, 2019). Building a robust image in the market is now possible with the customer-based brand equity model. Furthermore, Keller's model can also help and assist Shell in shaping the way in which customers try to perceive them. With the help of Keller's brand equity model, Shell can also build trust. The elements used in this concept can guide the brand to identify whether customers trust Shell or not (Zia et al., 2021). 
Along with this, the model proposed by Keller can also help to identify how effectively the products of the company meet the requirements of the customers. In addition to this, social image is a critical factor for Shell to stay competent in the market. It has been evaluated that the brand equity model of Keller is also helpful in establishing a good social image. Alternatively, the way to analyse customer perspectives is now also easier. Moreover, the model also analyses customer engagement and loyalty as core indicators to measure brand progress. 
Disadvantages of the model: It has been observed that Keller's brand equity model is not capable enough to consider the equity of marketers' brand names in contrast to specific brands. Due to this reason, brand equity can be negative for Shell. It has been identified that bigger brands are likely to be exposed in the face of industrial controversies. At that time brand equity or the brand name becomes a burden for the company rather than anything else. 
Another disadvantage of the model is that Shell will require a highly skilled team to maintain the operations. If the brand thinks of adopting this practice without the help of an expert team, it would be probably their worst mistake. On the other hand, brand equity might also lead to a monopoly. The cost to make these practices a default to boost brand image will come with a significant price tag. In addition to this, time investment is also a significant issue in this context. 
[bookmark: _nct9xkqquvaq][bookmark: _Toc144250001]5. Stages of customer journey 
Customer journey stages can be described or divided into three categories such as pre-purchase behaviours, during-purchase behaviours and post-purchase behaviours. 
Pre-purchase behaviours: In the first stage, a customer generally realises his need to buy the product or service. The first step taken by a customer is to search for information on various search engines (CIM, 2022). The motive behind information seeking is to make the correct decision. Generally, customers try to gather information based on factors like brand, products, product features, variations, quality and so on. 
Based on the age, gender, centricity, culture or taste of customers, they try to find relevant products and brands. On the other hand, the information search process is commonly divided into some areas like specific, incidental, ongoing and so on. These sources can be both internal and external. Internal sources refer to the data of the customer himself. On the other hand, external consumer data includes interpersonal communication channels. 
During purchase behaviours: During customer purchase is also divided into some categories such as, awareness, consideration, decision and customer loyalty (Dreierink, 2021). 
· Awareness: In this stage, customers try to find answers. They become aware of a company at this stage (CIM, 2022). The company can engage customers by providing important insights to them. 
· Consideration: The consideration stage is something where customers make a choice of their brand against other similar brands in the market. In this stage, a customer generally wants to gain a deeper understanding of the market as well as the products. 
· Decision: The decision-making stage is the most important stage as the customer has already decided that he wants to make the purchase (Dreierink, 2021). This is where companies need to make their customer journey smoother than before. 
· Customer loyalty: The stage of customer loyalty refers to the activities that make a customer loyal towards the brand. This can be acquired by creating a great customer service team. 
Post-purchase behaviours: All the activities that belong to the phase of during purchase are generally referred to as the post-purchase behaviours. Post-purchase behaviours can include regret and confusion when the customer deals with self-questioning. However, for a brand like Shell PLC, customers usually do not suffer from post-purchase regret. Brand equity and quality of products made the brand a prime choice for customers across the world. Alternatively, it can be stated that companies need to ensure that their customers have made a great choice during the purchase (CIM, 2022). A high level of regret occurs due to a lack of satisfaction was provided. 
[bookmark: _ooj3q9ld4b4o][bookmark: _Toc144250002]6. Customer journey and customer touchpoints for the specific company 
Customer journey: The customer journey is considered to be the best way to interact with the customers of a company (Homburg and Tischer, 2023). Direct and indirect approaches of a company to interact with its customers are generally discussed in the stages of the entire customer journey. At Shell PLC customers are well aware of the products and services provided by the brand. However, when they feel unconfident their tries begin at the information search stage. 
Customer touch points: Customer touchpoints can be divided into three parts such as touchpoints of pre-purchase, during purchase and post-purchase. 
· Pre-purchase touchpoints: Online advertising is the main touchpoint of customers before making a purchase (CIM, 2022). Online ads banners and pop-ups are considered to be the major way to engage customers. Referrals are also categorised in this context. Another touchpoint is social media. This is the new way to attract customers. However, nowadays this has been observed as a significant customer touchpoint before the customers make the final decision. 
· During purchase touchpoints: During the purchase at Shell PLC, customers' touch points are customer service, live chat support, customer guidance and so on (Shell. UK, 2023). Chatbot sessions are designed to make customers feel valued in this context. The way to understand the needs of the customers has been streamlined by chatbots. Customer reviews also work effectively as customer touch points. On the other hand, the point of sale is also recognised as a great touch point here. This touchpoint is met by every customer. 
· Post-purchase touch points: Customer service touch points are considered to be the last stage touch points of the entire customer journey. Messages like 'thank you' are also recognised as an important touch point. 
[bookmark: _bcu3ghtu7xri][bookmark: _Toc144250003]7. Explanation of customer journey map of the organisation 
	Stages 
	Awareness 
	Consideration 
	Decision 
	Service 
	Retention 

	Touchpoints 
	Social posts, blog posts, company website 
	Product quality, reviews and pages 
	Phone conversations, page, emails
	Live chat with employees, helpful content and guidance
	Account, help articles, newsletter 

	Pain points 
	Tired from getting fake promises 
	Website issues 
	Confusion between companies 
	Poor after-sales support 
	A long time to get customer support 

	Desires 
	Safe and secure oil and gas service 
	Good content 
	Visual charts 
	Be able to incorporate the services in a energy-efficient manner 
	Consistent connetion with the service team 

	Actions 
	Read posts
	Compare features of the product
	Make a purchase 
	Get the most out of the features 
	Notifications 

	Expectations
	Helpful blog posts or effective storytelling 
	Reasonable prices and a detailed pricing chart
	Ability to pay online 
	Live chat from the service team 
	Notifications 

	Business goal/KPI 
	Website sessions, create awareness 
	Increase sales margin and more 
	Acquire sales margin, large orders and more 
	Improve brand social currency 
	Reduce customer churn rate 

	Teams involved 
	Content and marketing team
	Product, sales, operations teams 
	Sales team 
	Customer service and sales teams 
	Customer service, sales and marketing teams 


Table 1: Customer journey map of Shell PLC 
(Source: Author)
Analysis: From the above analysis, it can be stated that most target customers of Shell PLC want to have great services and products from the company itself. No doubt Shell PLC has an upstream gas and oil infrastructure within its organisational context (Shell. UK, 2023). However, the customer pain points should be considered as soon as possible. The power retail business of Shell PLC has attracted a huge customer base in the past decades too. Also, the roles of sales, marketing, and customer service teams at Shell PLC are considerable in this context (Poturak and Softic, 2019). On the other hand, the company needs to make some effective changes in its structure to make it less complicated.   
Benefits of a customer journey map: A customer journey map allows companies to understand their customers in a unique manner. On the other hand, customer journey maps also help to design a better customer purchase pathway that assists customers in making the ultimate decisions. Customers in this manner become able to accomplish their core goals and objectives as well. The much-needed context is the key benefit a company gets throughout the journey of its customers. Therefore, in order to drive sales, the importance of customer journey maps is huge. 
[bookmark: _khphf12345x6][bookmark: _Toc144250004]8. Application of the Total Engagement model to the company 
The total engagement model is an effective system or model to improve customer engagement and operational efficiency in a different manner (Engaged Strategy, 2023). The model proposes a unified plan for advertising, customer engagement, internal culture, products and services. 
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Figure 6: Total engagement model 
(Source: Engaged Strategy, 2023)
Culture: The culture of a company is the representation of its beliefs, values, ethics and norms. Culture establishes a strong bond between the company and its employees in a unique manner (Azeem et al., 2021). The culture of Shell PLC is truly different from other similar companies in the industry. The Total Engagement model demonstrates that culture directly bridges a gap between the company and its employees in a unique manner. Therefore, it can be stated that being a global organisation Shell PLC can also adopt more innovative approaches to improve its organisational culture in a unique manner. 
Embracing transparency is the most required thing that should be done as soon as possible. Along with sharing challenges with employees, Shell needs to share success stories with its employees to make them more confident and motivated as well. Sharing challenges also needs to be done by the leaders to engage employees in more challenging tasks to make them competent enough (Azeem et al., 2021). In addition to this, offering rewards and recognition to employees is capable enough to enforce a strong sense of identity. 
Customer experience: The model also demonstrates how customer experience can be used as a tool to improve customer engagement. The main role is accomplished by employees in this context. Therefore, Shell PLC has to employ its employees in a unique manner. This can also ensure what makes customers feel great at Shell. Considering company culture and the role of managers along with leaders is truly important. In addition to this, as a part of the model, valuing employees and their ideas or concepts can also impact customer engagement and its dimensions equally (Keiningham et al., 2020). 
Incorporating the use of technologies and modern tools can also assist employees in providing the best customer support (Hoyer et al., 2020). AI and ML are changing the entire landscape of the industry. AI-enabled chatbots and other tools are now so effective that they are capable enough to provide on-time services even faster than human resources (Adam et al., 2021). Improving the omnichannel mindset is also a great way to build an effective bond between employees and customers as referred by the lens of the Total Engagement Model. Personalising communication channels and more factors, if possible, can help to generate effective insights based on what customers actually want from them. 
Brand advertising: The concept of improving brand advertising is the most beneficial way to build a robust connection between the two most critical components of the model such as organisation and customers. Shell has prepared itself as a recognisable brand by creating brand awareness. The company always wants to work closely with its policy-makers, partners and more to create a more recognisable brand with the help of a unique manner. The company also focused on geographic segmentation strategies. The company is also trying to focus on its new journey of social media advertising from traditional ways of marketing. 
The company has created some signifucant changes in its timeline and logo. However, it can make more changes in these things to make them more attractive towards customers. Telling brand stories to customers can also develop the bond between the company and its customers too. Also, it can be stated that the brand has to create more value in its product line.   
[bookmark: _y8qq6qts2xzx][bookmark: _Toc144250005]9. Recommendations of new customer touchpoints 
As per the above analysis, it can be stated that the new touch points for customers at Shell PLC are social media, website and chatbots. As the company has moved towards social media, the new approaches should be improved with innovative measures. 
Chatbots: Chatbots should be AI-empowered and able to provide personalised experiences as well (Adam et al., 2021). Configuring what customers want to perceive about the brand is also a major way to improve customers' experience and touch points through chatbots. 
Website: Increasing website traffic is a good way to engage customers. Therefore, Shell PLC needs to improve its website traffic. The company optimise its content with the help of engaging keywords to make this touch point a major way to attract customers. 
Social media: Social media has been considered to be the most engaging platform for customers (de Oliveira Santini et al., 2020). Therefore, Shell PLC needs to share authentic messages with its customers. Along with this, the brand can hire social media experts to run the marketing campaigns. 
[bookmark: _xlporuu8ajpq][bookmark: _Toc144250006]10. Conclusion 
The study has been based on customer and employee management at Shell PLC to improve brand equity and more factors accordingly. It has been identified that Shell PLC is one of the best and leading brands in the international market. However, the company still needs to improve its operations and product quality to engage more customers in a quick manner. The application of Keller’s brand equity model proved that customers perceive Shell PLC as a great brand which improves its competitive advantage in the UK and beyond. Also, it can be stated that Shell can focus on social media and platforms such as Facebook, Instagram, Twitter and more. 
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