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Executive summary    
The purpose of this report is to critically evaluate how GlaxoSmithKline  can develop contemporary marketing approach for increasing consciousness of the brand as well as leading and appraising the customer journey across a range of communication method such as developing and effective communication model, evaluating the IMC, promotional strategies such as the marketing mix, branding equity, and its pros and cons, and stages of customer journey map and customer touchpoint of GSK including its packaging and design of the product sample determining its strength and weaknesses to secure the present and predicted customers assumption are executed.
 
Introduction
The GlaxoSmithKline is among the biggest and world known pharmaceutical leading company of today, that produce a high- quality healthcare products. As we all know this science-led international Medicare industry with a distinctive aspiration to develop the quality of man’s live by assisting people perform more, feels great, long lived, producing a various medical supply around the world since 1715. The company have several headquarters for Europe one in  Brentford,UK   while the other regional correspondent's headquarters are in Philadelphia and North Carolina, USA and one in Singapore for Asia, information can be found on their official website.
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Company profile 
According to their official site, (gsk.com) GSK begun when Plough Court Pharmacy was launched and that’s when the company was formed in 1715 in London, UK. with its objective to focus on innovation from a selective individual entrepreneur around hundred thousand employees. Later in 1892, GSK or GlaxoSmithKline spread world-wide exporting medical products following the branding portfolio in 1919. In 1950 GlaxoSmithKline originate a treatment for HIV and the newly remedy for asthma and malaria. Today GSK effective healthcare products available in the retail drug store nationwide comes in a different variety some can be bought with drug prescriptions some are strictly over the counter and the continuous developing of the company in gain of effective treatment in fighting of various illnesses GSK aspire to do more and is what keeps the company moving towards and become as one of the fast-paced healthcare providers globally(gsk.com).

Mission of statement
  GSK aim to bring differentiated, high-quality and needed healthcare products to as many people as possible, preventing and treating disease and keeping people well with our scientific and technical know-how and talented people (gsk.com)
 GSK is committed on its overall company mission and vision such as - modernization, enforcement and trust, underpinned by ambition to build a more purpose and performance driven culture, aligned to company values (gsk.com)
 
In early civilization of mankind. marketing already exists according to Kotler; the first marketer was the snake chasing Eva to eat the apple and the father of marketing was Aristotle Kotler added on his speech. And the method of communicating varies overtime using measurement approach in a strategic way. However, Communication remains integral part as the medium of expression transmits from one person to another. The root of the word “communication” in Latin is CommuniCare, which means to share, or to make common (Weekley, 1967). Communication is defined as the process of understanding and sharing meaning (Pearson & Nelson, 2000). communication play an essential role in human lives. However, in marketing world there are various ways of communicating with customers developed by researchers through the decade this growing body categorized and recognized by certain scientists the first one and popular is the Shannon & Weaver communication model.

  

   
a.)  Communication model
[image: ]   
The pioneer in prime model for communication was found by Claude Shannon and Warren Weaver for Bell Laboratories in 1949. Communication is defined as the process of understanding and sharing meaning (Pearson & Nelson, 2000). This communication model simple yet effective, to enable reach the target customer. an excellent communication strategy requires in marketing process such as advertising.



 Advertising comes in a wide form Communication channel before the technology took the storm there was newspapers, magazines, radio, television, billboards and so many other pamphlets and reading materials used to reach the target audience using the mass media. This day's social media has a huge impact on tracking customer. The improve of technology benefits to major firm industry especially the use of artificial intelligence and online platform the combine of developing the integrated marketing communications or IMC









The integrated marketing communications
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With the emerge of series new technology spread on the horizon especially the rise of internet community everything has changed. Business establishment had transformed gradually as well as in another field. With integrated marketing communication as shown in the picture above that link to one another it shows the figure demonstrate the efficient ways to determined goals of marketing the product to the target customer such as location, demographic, gender, race, age and health factor. On the other hand, the use of online can be a cruel place for people who is not digital or illiterate infact this cyber-crime still operating until today using individuals' identity in many forms as a tactic to gain money by evil genius.   According to Steinberg (2017) related to such security issues is the conscious and deliberate divulgence of personal information over these social media which might lead to intrusion and other more severe privacy issues. Sharing on social media is so exciting that it becomes almost impossible to resist sharing personal information on it (Steinberg, 2017). However, with the implement of GDPR or General data protection policy to have individuals' greater protection and rights on data should be protected and regulated. Integrated marketing communications build the brand images effectively by promoting, connect with customers through these various channels. 








 GSK plc PROMOTIONAL STRATEGIES TO RAISE AWARENESS OF THE BRAND 
GSK plc Marketing Strategy & Consumer Healthcare scrutinize the brand with the marketing mix framework which covers the 4Ps such as Product, Price, Place, Promotion. Other marketing strategies like product innovation, pricing approach, promotion planning enable the company to generate more growth and gain loyal customer. In fact, these various business strategies contribute to the GSK Consumer Healthcare gain more success globally. On the other hand, the organization invest a lot in its Research and Development such as teaming up with another peer hence its company focus mostly on research and development. Recently its joint force with Alector for another huge advancement on two clinical stages, pioneer in monoclonal antibodies (ALOO1 and AL101) this plan to abolish the prognalin (PGRN) levels. Which lead to manage the immune activity in the brain with genetic correlate to numerous neurogenerative disorders. The company famous for multiple type of illnesses vaccine such as measles, meningitis and pneumonia. The company broad range of specialization having created numerous types of medical facilities comes in different aging stages of individual needs and demand.



GSK plc Consumer Healthcare marketing strategy helps the brand/company to position itself competitively in the market and achieve its business goals. Gsk online and offline promotional strategy to create awareness of the brand has a various method. The development of this online strategy begun in 2003 according to M.Roberts & D.Zahay (2013) while traditional offline marketing mix has been around for decade such as the word of mouth and so on. Gsk plc uses it Research and development by teaming up with other healthcare specialists to promote its products and provide services.  As the key element of their business strategy apart from partnership with NHS, NGO’s and academic line. They are collaborating with healthcare professionals to combat Covid-19 back in 2018 they announced the joint venture with Novartis too. 
GSK plc uses various approach when it comes to marketing their product such as direct selling that can be found on their official website as well as sales agent that the company hire to market their product correspondent to each location enable them to penetrate the demographic area and across the globe.





Definition of branding and brand equity 
According to Jevon’s (2005) the term brand is a Germanic word “brandr” which refer to a mark made by burning hot iron (Jevons,2005). In 19th century branding the products begun to sell with the identifying trademark or branding logo of the company. Baston & Levy (2012)” marking the fire” to indicate the logo or company asset also can be trace back in the 2700BCE, to when the Egyptian branded oxen with hieroglyphics (Baston & Levy,2012). Merchandise has rationalized by putting brand name on the logo of each product increases the customer loyalty for they able to recognize right away by branding equity. In the late 1980’s the idea came that brand are assets, have equity and drive business performance (Aaker, 2014). “The foundation theory of brand equity strategy is
to gain competitive advancement, outstanding financing performance, company should acquire, gain, nurture, and leverage an effectiveness –enhancing portfolio of high equity brands (Hunt, 2018)  
Branding logo is important hence customers quickly recognized the product manufacturer, and the company produces and for this reason they can identify and the trusted brand as well as their loyalty goes. On the other hand, customer buy product not because of the quantity but the quality of the products that they can get benefits from. Glaxo Smithline promising effectiveness and for being well known of certain vaccine products on the market as well as its ranges of medicine produced available on the market.
Reason why the branding name increasingly important for the company and between the customers is easily for them to point out whether it is the trusted brand or not is basically from the customer journey knowing that customer would explore certain products. However, they would keep coming back and stick to the brand that they can trust and satisfy their needs and wants. 

D. The Aaker's brand Equity Model 
[image: ]





The Aaker's brand equity model was the first to introduced in the concept of branding equity by David Aaker in 1980’s. Aaker himself described the brand equity as a ‘set of brands ownership and accountability that linked to brand. Its design tag ensemble that attaches or less value provided by the service of the company (Aaker, 1991). This Aaker brand equity model can link to GSK plc in many forms. The brand awareness, the perceived quality, brand association and brand loyalty. The brand visions perspective can attribute to the growth of GSK by recognizing its segment target.
 According to Keller & Lehman (2006) the consumer satisfactory can be perceived through its attachment to the brand by desire to pay for the product or service provided and that the increase in brand loyalty (Keller & Lehman,2006) GSK plc on the other hand has the generation of creating, producing tested MedCare product which make the company world renowned in creating healthcare on the market since it was established.
 Oliver (1999) categorizes brand loyalty as the scenario where in” consumers have an extensive dedication to repurchase and self- assurance from previous buying experience (Oliver, 1999). Customer would choose quality over quantity in terms of buying behavior, as well all aware as customers, especially when it comes to health factor. We don’t mind paying extra if it is safe and secure and effective. One of the reasons why, pharmaceutical company like GSK investing a lot of money in research and development in search for new discoveries and finding solution to cure all uncertain illnesses arise is to generate a lot of profit and branding awareness as well as to aim for pioneer. GSK plc its biggest rival is currently leading in covid-19 flu jab vaccine the Astra Zeneca.. 
     
D. Pros and Cons of Brand Equity Model 
· The idea of branding equity was developed in 1980’s which perceived as intangible Belonging between organization and its shareholders which better known as customers. This brand equity model has advantages and Disadvantages which relate to the organization in marketing their products.
Advantages
·  Boost penetration of product presentation.
· Improve customer satisfaction that leads to gain more customer demand
· Organization can take advantage of employing   this model to obtain contact when initiating up to date by-products.
· It varies from competitors on the market.

Disadvantages
· Many researchers like Tont & Harley (2009) say that brand alliance and firmness are inadequate to perceived quality and consciousness.   
· Various drawback apart from the strategic method managers want to implement to value their brands.

· Family branding can deduce profit hence it needs to extract the net with the rest of the shareholders of the company (Aaker, 1996a). 

· When a rival engages in the market, competition grow it can lead to reduce in market profit. In most models, this would be seen as a reduction in brand equity. However, it can be argued that the customers that remain loyal are now worth more, resulting in an increase in brand equity.



CUSTOMER JOURNEY 
[image: ]

Robert Park et.al (2016) customer passage involves various activities before, during and after that includes the emotional aspect which results to the rooting pattern why they had a strong bond with the branding logo as well as distasteful manner upon recognizing the product (Park et.al,2016). This journey can be lengthy of process across different communication method and delegation or touchpoint. And it goes from different stages as explain below.
1.1 Stages in customer journey
The consumer decision making process of buying behavior has form into different category.
· Awareness 
· Consideration 
· Decision 
· Retention 
· Advocacy




As experienced sales assistant and customer service, the consumer will explore various similar product first by determining its benefits both inside and physical features and will go miles searching for other option that might be better out there.  on the other hand, the advantages of purchasing product which is known existing brand to the customer could be a plus. Due to its previous purchases experienced that may satisfy his/her needs and wants. For instance, this toothpaste Sensodyne from GSK. There might be a lot of other brand toothpaste on retail store out in the high street. But hence the connection to the brand had recognized them as trusted supply and its efficient. Customers would immediately pick and stick to their brand loyalty. 
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Customer touchpoints used by GSK at pre- purchase, purchase & post purchased experienced.
Namara, B (2018) As gsk consumer healthcare himself, says that recognizing people across the globe who’s aimed to take control of their health, from emerging middle class to increasingly growing rate in participating to live a healthy life as well as the aging population is rising due to healthcare services provided by NHS for instance. However, the customer journey used by GSK at pre-purchased from short term promotion to building consumer preferred and experts recommended brands to a long-term retention scheme. such global scale, take Sensodyne for example is generating profit worldwide for the company due to its popularity demand recommended by major dentists' practitioners to the customers and customers loyalty to this brand after using and while enjoy using it recommended to a friends, family and associate because of its effective and benefits that can contribute to those who are struggling with teeth unhealthy factor.


 Post-purchased- the positive impact on the product development lies on the benefits that customer has received through its journey knowing the product is satisfactory and the decision to keep its continuity purchasing and relying to the product retention of the brand quality. As this one of the companies over all main objectives is to build a strong connection with current and future shareholders lies on their innovation, performance and trust. Apart from its sales teams, a global CRM platform, business partnering with retailer is a key to allocate right customers that continue to develop a better advocacy.      
 

The customer journey map at GSK


[image: ]
The customer journey goes from understanding customer touchpoint such as to modify its existing activities and develop more dynamic approach to measure its capacity. In terms of Advertisement, there goes radio broadcasts, although traditional marketing strategy still applicable, tv hosting or sponsorship such as using band ambassador to maximize its customer attraction developed overtime. However, there can be a downside of using this too, in case the celebrity images go wrong the product might affect the credibility at the same time. Social posts or media marketing- the content that needs, content images, and images languages. Zamanian & Kalandri (2015) cited that ‘In the presence of social networks brand owners can access the largest number of their customers both existing and future clients (Zamanian & Kalandri,2015). 


Another factor is through Engagement, it can be face to face, via phone call, text messages, certain industry develop their own apps and specialized it to maximize its content creator. Video is one of the current trends nowadays –high production value to capture the audience. Another thing is the traditional way, Word of mouth – this means of using the local agents in promoting the products, for remote area where technology is still unpopular such as in the third world country.  
The website – easy to navigate, easy on the eye, characteristics of content profile so that it is quite accessible to the consumers. Environment that social factor may depend for instance hence covid-19 is still lingering around the use of technology is undeniable.  Packaging- product texture, messaging on the physical feature as shown in the picture above GSK branding logo can be located right away with its signature marks on its product. Emails, - balance conversational to existing customer to keep them updated and informed how, what and when to addresses certain issues and understand customer needs and wants. Blogs post updating the research and development of what the company is up to in link to the current trends letting people interaction leads to gain more new ideas and discoveries will benefit both parties. As well as it opens to more creative insight for the organizational strategy. Workshop- face to face, webinar, zoom and teams or etc. where   it's going to be interactive and fun. The most important thing last but not the least is, Customer support – chat service over all experience touchpoints. 

Customer journey mapping
 
	Customer journey map
	Awareness 
	Discover 
	Purchase 
	Use 
	Bond 

	Website 
	Brand promotion as seen on advert
	Personal judgment/ benifits and cost 
	
	
	

	Store 
	Posters display 
	Searchin and understanding the advantages and disadvantages before Testing the product. 
	Testing the product by buying one  to discover and recognised its effeciency and wellness.
	Weigh up the benifits and usefulness of toothpaste and repeat buying. 
	

	Call centre 
	
	
	
	
	

	Facebook 
	Gsk page 
	
	
	
	

	Web forums 
	
	Analyse users recomendation and dentists practice/ through commercial adverts. 
	
	
	

	Word of mouth 
	Doctors reccomendation/ agents 
	
	
	
	Review factors and strong bond with brand attachment by recommending to others.

	Email 
	Recieved email upgrade product 
	
	
	
	Published reviews that can be usetilize future  customer.


	Post 
	The logo brand attached to packaging design that appears in posters/ brand partnership with dental clinic. 
	
	
	
	




The weakness and strength 
The weakness and strength of customer touchpoints between the brand can be perceived through its organizational driven to success. Behind every successful product produced by the company can directly built an image brand that either create a lasting brand loyalty with potential customer or create a stagnation in the market that can leads to lessen its popularity. The more touchpoints, the more complexity occur added Neher et.al (2016) the kind of service distribution and restricted cultures, manners and procedure that goes through the responsibility people that organization depend on plan and organized its distribution pattern.




Weaknesses: it usually in the most cases brand start to lose its brand popularity by its content or main function, ingredient after the users realized that he/she personally do not desire the taste of Sensodyne due to personal health or religious reason. 
Second is through brand promotion or brand ambassador. When the images or reputation of brand presenter goes wrong it can affect the favored of products development.

Strength: existing user of Sensodyne that has a good outcome of using the products.  such recognition leads to more recommendation to friends, family, close circles even strangers that need the same teeth conditioning issues. People confidently recommend stuff taken from their personal positive experiences and judgement encounter. Take for example the trip advisor, people nowadays most likely listened to online reviews both positive and negative criticisms whether it is travel destinations, restaurant, whatsoever that can be helpful. the rise of blog post in various social media platform can be advantages and disadvantages for establishments, brand and business industry as competition is taking into a whole new level. 


Conclusion
To reinforce modern marketing strategy in order to raise awareness of the brand quality on how measurement approach evolve to maximize customer satisfaction. At GSK, the company uses range of marketing approach from traditional marketing mix through word of mouth to a developing Integrated marketing communication, identifying the right branding equity model that can recognizes both pros and cons that could impact the business procedure, additionally concerning the process carefully on how to touch the customer journey in order to keep informed to what could provide best of service and satisfy customer needs and wants of a product is by getting feedback as well as customer recommendation through exchanging  in a range  of  customer touchpoint   all of this strategy was enable for the firm to excel in the field of research and development by exploring different stages of passage how customer built a long lasting relationship with the brand and in return it generate income.     












Recommendation
As a future stakeholder, to build a lasting relationship with customer their opinion is should matter to us, even the tiny details can affect the images of the brand. Although perfection is just a mere factor as nothing can be done like that. However, we must make sure the label, of the product packaging should need presentable to capture attention, always seek for new discoveries of new ways or strategies to keep customers belong and promotional offer in many ways either for long term or short-term goals both existing and future client. The partnership or teaming up with other brand is such a great way to improve and leap the brand alive. GSK plc investing in research and Development in seeking new potential measurement approach to keep the brand exciting and up to date is such a great strategy. Infact according to Philip Vandusen a YouTube brand presenter there seven ways to increase the brand awareness.  such as Partnership, to co- published with another brand. Guest posting, leverage social increase the engagement with your audiences. Another thing is info graphics, to promote the innovative ideas demonstrate through info graphics your logo and brand with details on it. Publishing content can advance to promote the brand it's one of the reasons why reading materials didn’t left behind and through visual and verbal branding users automatically recognized the brand upon seeing it flash back into their memory about the brand history how its receiving from your competition.   
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