NAME: Isha muskaan
STUDENT ID: 2128279
MODULE:Marketing management assessment 1
MODULE CODE:LCMB7001
LECTURER: Tushara Balendran
COURSE: Master’s in business administration
SUBMISSION DATE: 09-09-2022



















MARKETING MANAGEMENT
A1


Table of Contents
Introduction	3
Background of Tesco	3
Concept of Communication	3
Diagram and a brief explanation of a communication model	4
Integrated Marketing Communications	6
New promotional strategies of Tesco to raise awareness of the brand	7
Definition of branding and brand equity	8
Keller's Brand Equity Model and its different stages	8
Keller’s brand equity model application in marketing	9
Discuss the customer journey and customer touchpoints for your organization	10
Explain the Total Engagement Model and how it could be related to Tesco	12
Conclusion	14
References:	15



[bookmark: _Toc108671238]Introduction 
This report includes background information about the UK-based brand Tesco and a brief overview of the company. It also includes the definition of communication, as well as a diagram to help understand better communication models. It also includes a definition of integrated marketing communication as well as an explanation of promotional strategies that Tesco can utilize to increase awareness of the brand. The branding and brand equity are also defined as well as an explanation of the equity model that is best suited for the company. The customer journey and touchpoints are also discussed and a customer journey map is also included. Additionally, the total engagement model is also discussed as well as its relation to Tesco. 
[bookmark: _Toc108671239]Background of Tesco
Tesco is a retail brand that was first established in the United Kingdom back in the first half of the twentieth century. The company first started its business as a collective champion of physical retail stores in London (Aiello et al. 2020). By the end of the 1930s the company started flourishing its business all across the country and in the latter part of the century it spread its business all across Europe (Guo and Wang, 2019). Currently, the company is a popular brand in about 11 countries all across the world where they have started flourishing their business. Apart from retail, the company holds many other business chains in other marketing sectors (Hashim et al. 2021). For example, Tesco bank is a business chain of Tesco, presently the company is earning more recognition as it entered the readily available food sector in recent years, it has increased the brand value of the company, enabling it to acquire a better hold over its target markets. Tesco uses the strategy of increasing its sales by keeping a lower price than others in the market (Evans and Mason, 2018). 
[bookmark: _Toc108671240]Concept of Communication 
The process of transferring information from one person to another is called communication. The sharing of ideas, thoughts, opinions, and facts through the use of a channel to promote understanding and harmony is a part of the communication process. The process of communication is not limited to words and does not depend on whether the individual speaks or not (businessjargons.com, 2022). Communication can also take place with the help of actions, letters, symbols, and expressions. The process of communication is a two-way process where messages are exchanged between the sender and receiver. Communication is made up of seven elements which include encoding, message, sender, receiver, medium, decoding, and feedback (commonsense.org, 2022). These seven elements play a vital role in the communication process and if harmony is not maintained between these seven elements, then there are greater chances of miscommunication.
[bookmark: _Toc108671241]Diagram and a brief explanation of a communication model 
The communication model that will be discussed in this report is the Schramm model of communication. This model is a cyclical or circular model that includes all important factors of communication. The model explains the flow of communication with the help of a classic approach. According to this model, communication is a two-way path where there is a continuous flow of messages between the sender and the receiver (Kuznar and Yager, 2020). There are certain elements of the Schramm model of communication which include the Sender or the Encoder, Receiver or Decoder, Interpreter, and message (communicationtheory.org, 2022). Hence according to this model communication is a two-way path between the sender and the receiver wherein both parties receive a continuous supply of information.
[image: ]
Figure 1: Schramm's Model of Communication
(Source- QS study, 2022)
This model states that there is a role reversal between the sender and the receiver. Thus, when the recipient gives back a message to the sender, a role reversal takes place wherein the recipient becomes the sender (Lin and Lin, 2020). Thus, the two elements of the sender and river are required for the successful passing of information and both of them have to interpret the message. This process ensures an accurate understanding and if there is no harmony in the two-way process, then miscommunication ensues. When the recipient receives the information, he usually tries to interpret the message and if the receiver is unable to interpret or decode the message that is sent by the user, the communication process is of no use and will be considered a failure (Kimmel and Mutto, 2019).
According to this model, the process of communication is only complete when the sender receives feedback from the receiver. This is unlike the previous models wherein the process of communication came to an end when the receiver got the information from the sender. Thus, the previous models believed in a unidirectional communication process whereby the sender and the receiver interchange their roles. The Schramm model of communication, however, believes that communication is a bi-directional process and the message starts from the sender, where it is understood and then passed on to the receiver (Kaleel, 2020). The recipient then interprets the message and then sends it back to the sender hence a role reversal takes place.
There are several factors of the Schramm model of Communication which include the source who is the sender and he is the one who creates and sends the message to the receiver. The next element is the receiver who is the decoder of the message and interprets it and if the receiver does not interpret the message correctly the whole point of communication is lost (Bylieva et al. 2019). The third aspect is the message which is the core element of the communication process and his past from the sender to the receiver and vice versa. The fourth element is feedback which is the process when the receiver transmits information based on the input he has received from the sender. The fifth and last aspect is the semantic noises which are the interruptions caused during the communication process (Sulaiman et al. 2019). It is these semantic noises that promote misunderstandings between the sender and the receiver and result in miscommunication.
[bookmark: _Toc108671242]Integrated Marketing Communications
The term communication means sharing of views, sometimes information, which is beneficial for an individual or a group. Integrated marketing communication or IMC refers to the communication form which ensures and stresses the fact that all modes of communications are attached or interlinked with each other (Muhammedrisaevna et al. 2020) This form of communication enables the promotional tools to work efficiently together. There are certain steps in which an IMC campaign is launched by a company. 
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Figure 2: Schematic view of IMC
(Source: The Intactone, 2019)
Firstly, the audience of the target market is chosen, after which the promotional objectives are selected based on which the promotion will be conducted (Schultz, 2020). Setting a promotion budget is also an essential factor within the IMC, as the budget should be affordable for the company and at the same time should be effective enough to maintain the promotional; goals. After setting the budget, the promotion mix is designed based on the budget. Finally, a result evaluation is forecasted based on the IMC model (Camilleri, 2018). Hence, it can be said that the IMC creates a strategy including all the promotional tools of a company to enhance the promotion value on behalf of the brand.
[bookmark: _Toc108671243]New promotional strategies of Tesco to raise awareness of the brand 
In this competitive landscape, brand awareness is vital since it helps determine the brand or product recognition level, helps to reach out to a wider audience, and improves the marketing outreach.  There are several promotional strategies that Tesco can undertake to increase its brand awareness and reach out to a wider customer base since an effective brand image helps in capturing the right audience.  To capture a wider customer base, brands must have an acute evaluation of the customer's needs and preferences (Yasa et al. 2020).  To achieve this media monitoring is essential, as it provides an acute estimate of the customer’s needs and preferences and increases brand awareness. To have an effective media monitoring process, it is crucial to set up two processes which include a process for monitoring the mentions regarding services, brands, or products and a second project to monitor topics about the industry niche (Arora and Sanni, 2019). This will help Tesco reach out to a wider customer base and better understand the needs and preferences of three existing customer bases.
Another promotional strategy Tesco can utilize is developing effective social media channels as nowadays, social media is now the most powerful promotional tool (Lv et al. 2020).  With the help of social media channels, Tesco can get its message to new audiences at a relatively low cost and since it is easy to share content on social media, the content can reach new audiences effectively and efficiently (Vieriera et al 2022). However, since more and more brands are nowadays resorting to social media, therefore the competition is extremely fierce and therefore Tesco must ensure that its message or advertisements stands out from other brands and is unique and innovative to get recognition from new and potential as well as existing customers (Ghosal 2019). 
Once Tesco has decided on the appropriate social media platform, the organization must use appropriate promotional tools to engage more customers (Kushwaha et al. 2020). This includes the use of branded hashtags and the use of such promotional tools will make it easier for Tesco to identify the social media platform with the most active audience, the sentiments that the customers share regarding the product or the service, and the social media reach of the hashtag (Li et al. 2021). Thus, as more and more customers will engage with the social media content therefore the brand awareness of Tesco will be boosted and the company can promote its products or services on the platform to the most active customers. The use of branded hashtags will also help in determining user-generated content which will act as a tool to ensure the customers about the quality of the products or services (Shalender 2021).
[bookmark: _Toc108671244]Definition of branding and brand equity
Brand equity is the term that is used for the generated premium by a brand or organization of a particular product or service in comparison to any product or service provided by its competitors in the market. It is important to know the brand equity term is used for products that are different due to the manufacturer but contain the same product value (Hunt, 2019). Brand equity mainly comprises three components, which are the consumer perception of the product and its negative and positive effects on the resulting value. If the brand equity of a product or service gathers positive effects from the consumers the brand equity is said to be high, and in the case of low brand equity, the effects of the consumers on such products are said to have negative effects (Theurer et al. 2018). Thus, it can be said that the brand equity of a product depends solely on the reactions of the customers in the target market, which affects the brand value of a company based on the product. A brand can increase its product line based on a certain product by analyzing the brand equity of that product, as the brand equity has a major effect on the profit margins and brand recognition of an organization in the business market. Tesco has high brand equity as their production rates are lower than the other brands in the market without any quality compromisation.
[bookmark: _Toc108671245]Keller's Brand Equity Model and its different stages
Certain facts make a brand strong, one of the major factors in the production of the brand and how it is promoted to the customers in the target market. This product line analysis is done by certain brand equity models, one of them is Keller's brand equity model. Keller's brand equity model is simply known as the customer-based brand equity model, which stresses the fact that the positive reactions of a certain product or service from a brand, enable its brand recognition and extension of the certain product line to increase its profit margins. 
[bookmark: _Toc108671246]Keller’s brand equity model application in marketing
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Figure 3: Schematic diagram of Keller’s brand equity model
(Source: marketing91, 2022)
Creating a brand identity is the first and foremost factor. As a brand, it is very important to know what are the major target objectives to enhance a better brand value among the customers. This helps the brand to enhance its brand value amongst customers easily and rapidly. The main positional strategy of Tesco is functional positioning and symbolic positioning. The strategy associated with the functional positioning has guided Tesco in enhancing the quality of its services (Stukalina and Pavlyuk, 2021). The organization had been capable of selling its finest commodity with the guidance of functional tactics. Symbolic positioning gas helped in accomplishing the objectives which have generated a suitable situation by enhancing the level of overall revenue (Raut et al. 2019).
Meaning of the brand and a proper idea to the customers about the products and services is another major factor to enhance brand equity. According to Keller's model, the brand meaning consists mainly of two factors, the performance of the brand within its customers and the imagery of the brand which is the reactions of the customers towards the brand, which creates low or high brand equity and also defines the product performance in the market. The organization has been proficient in generating suitable tactics which have assisted the company in incorporating innovative features to its services which have made its commodity innovative in from of its customers. Apart from this, the profound customer care executive has assisted in generating a strong brand image by maximizing the satisfaction of buyers (Çınar, 2020). The team of customer management is effective enough in resolving the issues of the customers.
Response from the customers about the brand is a major factor that creates negative or positive brand equity (Shay and Van Der Horst, 2019). It is important to be noted that a negative response from the customers about certain products or services can hamper brand imagery. The customers of the company are quite satisfied with the services provided by Tesco. The buyers are highly benefitted from the proficient services which have guided the company in creating the strong brand image (Miao et al. 2022). The higher level of satisfaction has enabled the brand in capturing a consolidated position in the global market.
Creating a brand resonance is the most difficult and most effective part of Keller's brand equity model. The resonance factor is something that is completely based on a psychological scale (Kim and Chao, 2018). When a brand provides efficient services to customers, they get emotionally attached to a brand, such as using more of their products above the other brands providing the same facilities in the market (Mariutti and Giraldi, 2021). This gives a company or organization a psychological advantage over others as they always have the attention of the customers and don't need many promotional attainments to get an engagement within the market, as customer psychology works in their favor. The proficient loyalty card guides in generating brand resonance and community with the help of social media platforms.
 Advantages and disadvantages of the Keller’s Brand Equity model.
One of the notable advantages related to the brand equity model by Keller is that it has assisted Tesco in having the comparative advantage associated with the categories of the product. It has helped Tesco in finding the tactics of creating a strong brand for enhancing the satisfaction level of customers (Pinar et al. 2020). The framework has helped Tesco in notifying the stage along with the recommendations for creating further improvement. This model has assisted Tesco in expanding the Market share which is necessary for the enhancement of the success ratio. The remarkable disadvantage of the entire framework is that it is quite expensive which can increase the production cost of the organization followed by the generation of the negative externality.
[bookmark: _Toc108671247]Customer journey and customer touchpoints 
The customer's path of purchasing a product is something which is known as the customer touch point. Before making a final decision regarding purchasing a product a customer verifies within themselves whether they should buy it or not, which in marketing terms is known as a touchpoint. In the olden days, it was difficult to track down the customer journey regarding buying a product as there were no means of online tracking (Kokins et al. 2021). Examples of offline customer touchpoints can be television ads, newspaper ads, flyers, hoardings, radio broadcasting ads, and so on. However, these types of multimedia touch points are hard to track. However, the online touch points such as social media ads, blogs, and content ads which are used in the case of online marketing are much easier to track down by the customers, and they can easily create a clear notation of a customer journey. A buyer generally moves through various phases before choosing the brand or services of any particular organization. Hence the customers consider awareness, decision, and loyalty as well as action before purchasing the product of Tesco. In the post-purchase period, the customers normally prefer to fill the feedback forms or share the experience of the services with the guidance of social media (Kannan and Kulkarni, 2021)
[image: ]
Figure 4: Schematic diagram of the customer journey 
(Source: Pinterest, 2018)
There are certain steps or approaches in which the customer journey is tracked down or recorded however, the moto or the perspective of all those approaches are the same. Every customer takes time to decide whether a product is efficient according to their demands before purchasing it. Hence, it is very important from an organization's point of view that before launching a new product line, they should make the customers of the target market aware of the product or service. Thus, if a company desires quick engagement, it should start the promotion of the product before some time, because then only the demand for the product will arise from the market, which leads to action and engagement. The purchase of a product isn’t only the implementation of a vision, even seeking information about the product or service from the company through various media support such as emails can also be something within the goal, depending on the objective goals set by an organization. 
 Tesco has a profound customer services team that has guided the customers by solving their various queries (Heuchert et al. 2018). It has helped Tesco in understanding the perceptions of the customers along with the complete evaluation of the overall experience of shopping. This approach is considered the major strength related to the consumer journey map of Tesco. The notable weakness related to the customer journey map is that it has been accused of selling expired food items that have created an adverse impact on the consumers of the organization (Zimmermann et al. 2022). The awareness and consideration have proven to be successful for Tesco in the pre-purchase period while evaluation of customers' reviews through feedback form has been the most unsuccessful approach in the post-purchase period.
[bookmark: _Toc108671248] Total Engagement Model and how it could be related to Tesco
The total engagement model is the total number of active customers who are actively involved in different brand activities. The total engagement model of Tesco is shown in the figure below, it mainly gives an idea of how customer engagement has risen over the company’s online retail site from 2015 to recent years.
[image: ]
Figure 5: Schematic diagram of the Total Engagement model
(Source: Engaged strategy, 2022)
The model is based on the different elements which are required by an organization to increase customer engagement. The elements are present in almost all big organizations. And is even present in Tesco, and the value that the organization records through these tools get recorded by them to strategize further engagement (Dutton et al. 2020) These values are known as CPV, customer proposition values which help a company to explain what the company is all about, what they stand for and why they should be preferred over other brands in the market. The main proposition of Tesco is its low cost and no compromises on quality, this has helped the company with more customer engagement in recent years as shown in the figure below.
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Figure 6: Data showing customer engagement in the online retail of Tesco (2015-2021)
(Source: Statista, 2022)
[bookmark: _Toc108671249]Recommendation and Conclusion
To launch a product line in the market it is very important to know about the customer behaviors and market trends, to make a successful product or service launch in the market. For which the communication factor between the customer of the market and the organization should be strong, this report explains communication with the help of a salient diagram to help in better understanding of the communication model. It stresses brand equity with a suitable brand equity model (Keller's brand equity model). Further, the report gives a brief explanation of the integrated marketing communication as well as promotional strategies that Tesco can utilize to increase awareness of the brand. The branding and brand equity are also defined as well as an explanation of the equity model that is best suited for the company. The customer journey and touchpoints are also discussed and a customer journey map is also included. Additionally, the total engagement model of Tesco has been discussed in the end.
[bookmark: _Toc108671250]
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