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[bookmark: _Toc144562653]1. Introduction
Marketing management can be described as the most essential control and operations within an organization that helps in making sure that the company is profitable by acquiring an adequate new customer base, expanding the existing customer base, and effectively building the image and reputation of the company along with improving customer interactions. It essentially involves various marketing activities and individuals involved in those activities such as managers, contractors, “marketing management professionals” and so on. The most essential marketing functions of marketing management include the successful management, analysis, and suitable alignment of the tasks with the goals and objectives of the company. The current study is particularly based on the marketing management of the chosen organization, Deloitte, the leading provider of “audit and assurance”, tax, financial advisory, risk advisory, and related services all over the world. 
[bookmark: _Toc144562654]2. Company background
In terms of the business discussed in the report, Deloitte is a multinational professional services company that William Welch Deloitte formed in 1845. The organization has its global headquarters in London and has developed into one of the biggest advisory, consulting, and auditing firms in the world. The company offers services in different areas such as “audit, tax, consulting, risk management, and financial advisory”. The extensive level of network of the company has a span across multiple countries, which helps the organizations with various insights and solutions to complex business challenges. The reputation of the company is built upon its commitment to innovation, integrity, and excellence in terms of delivering value to clients all across various industries.
[bookmark: _Toc144562655]3. Definition of communication
In terms of communication which is the method that involved with trading data, thoughts, considerations, or feelings between people or gatherings utilizing different mediums like expressed or composed words, motions, non-verbal communication, visuals, or innovation. It includes the shipper encoding a message and communicating it through a picked channel to the collector, who then deciphers and deciphers the message. Powerful correspondence includes clear articulation, undivided attention, and understanding to guarantee that the planned significance is precisely conveyed and gotten. This assumes an urgent part in conveying information, building connections, deciding, and working with cooperation across private, proficient, and cultural settings.
[bookmark: _Toc144562656]4. Communication model
A communication model layout the successive course of communicating data between a source and a recipient. In this the normal model is the Shannon-Weaver model, containing source, message, encoding, channel, translating, and beneficiary. The source encodes a message, picking words and images for transmission. The message goes through a picked channel (like discourse, message, or visuals). The recipient then disentangles the message to grasp its expected importance. Commotion, outside factors influencing transmission, can disturb the cycle. Criticism, collector's reaction, refines ensuing correspondence. This model represents how data is bundled, sent, and grasped, featuring the intricacies and possible boundaries in correspondence.
[image: Models of communication - Wikipedia]
Figure 1: Communication model
(Source: Bob et al.  2020)
[bookmark: _Toc144562657]5. Integrated Marketing Communication (IMC)
In terms of an “Integrated Marketing Communication (IMC)” which is an essential methodology that blends all parts of a brand's correspondence endeavors. With the help of adjusting promoting, advertising, advancements, and different channels, IMC guarantees a reliable and intelligent message is conveyed to the main interest group. This cooperative energy expands effect and commitment, encouraging a more profound association with the customers. IMC use different stages, like conventional media, computerized channels, and online entertainment, to make a brought together brand picture and voice. This strong methodology upgrades memorability, constructs trust, and at last drives client dependability, supporting a brand's upper hand in the present different and steadily developing correspondence scene.
[bookmark: _Toc144562658]6. Promotional strategies
[bookmark: _Toc144562659]6.1 Marketing activities of Deloitte
Deloitte has been a major consulting firm all over the globe that helps in providing extensive services in audit, financial advisory, risk management, consulting, and tax. Based on the research work of Ali et al.(2021) the marketing activities of the chosen organization vary with respect to the certain service area along with the target audience and customers. The major marketing activities that Deloitte engages itself in are described below. 
“Social media marketing” - “Social media marketing” has been one of the most common and frequently used marketing activities and strategies utilized by companies all over the world for their marketing and advertising purposes (Bob et al.  2020). The respective company has a strong presence on different “social media platforms” such as Facebook, Instagram, Twitter, LinkedIn, and so on. It essentially utilizes these platforms for the purpose of sharing its thoughts, and leadership content, promoting its services, and continuously and consistently engaging with its audience. 
Content marketing - Content marketing effectively helps in attracting, engaging, and retaining a large audience by creating and sharing attractive and relevant content such as videos, articles, podcasts, and other media. The respective company utilizes a “content marketing strategy” for producing adequate “thought leadership content” in the form of articles, reports, videos, and whitepapers (Adams et al. 2019). The respective content has been particularly designed for positioning the company as a “thought leader” in various service areas and industries.
Email marketing - Email marketing is another type of marketing strategy through which the customers are kept on the email list and every time, kept aware of the new products, discounts, and other services (Wydyanto and Ilhamalimy, 2021). Deloitte utilizes email marketing for the purpose of reaching out to potential customers and at the same time, keeping existing customers informed and aware of its services and “thought leadership content” on a daily basis.
“Direct mail marketing” - “Direct mail marketing” is another effective marketing strategy that helps marketers in successfully engaging prospects and customers offline by delivering “printed mailers”, packages, physical letters, brochures, postcards, and so on. Deloitte utilizes “direct mail marketing” for sending “targeted marketing materials” to potential customers and new customers as well.
 “Search engine marketing” - “Search engine marketing (SEM)” can be described as a “digital marketing strategy that essentially helps in increasing the visibility of the company website within the “search engine results pages (SERPs)” (Harbaret al.  2020). The respective company consistently invests large amount every year in “search engine optimization (SEO)” and “search engine advertising (SEA)” for the purpose of increasing its visibility in “search engine results pages”.

Figure 2: Marketing activities of Deloitte
[bookmark: _Toc144562660]6.2 Contribution of the marketing department to the Organization
The marketing department at Deloitte plays a significant role in the growth and success of the organization by contributing in various ways which are described below. 
Market research - The marketing department of Deloitte aids in conducting extensive market research in which it essentially operates for the purpose of critically understanding the recent trends in the industry, identifying opportunities, and at the same time informing the strategic decision-making of the organization.
Branding - The marketing department within the respective organization works for building and maintaining the Deloitte brand (Havidz and Mahaputra, 2020).  It essentially helps in developing the brand strategy, visual identity, and messaging of the company thereby making sure that they align with the overall goal and objectives of the organization. 
Lead generation - The marketing department within the company helps in generating appropriate leads for its major services by successfully identifying potential customers, developing suitable and appropriate marketing campaigns, and at the same time fostering relationships with great prospects.
Supporting sales - The marketing department within the respective organization aids in working closely with the sales team for essentially supporting their strategies, activities, and efforts (Tanasiichuket al. 2020). This department helps the sales team by providing them with the necessary “marketing materials and collateral”, conducting market research, helping them in developing effective sales strategies, and at the same time “tracking and analyzing” the effectiveness of their efforts.
Management of image and reputation - The marketing department of Deloitte is responsible for managing its reputation and ensuring that the organization is perceived positively by its target audience. The departments particularly work to monitor the online presence of the company, respond to customer feedback, and at the same time, proactively address the negative press, customer issues, reviews, and so on thereby successfully improving the image and reputation of the company.
[bookmark: _Toc144562661]6.3 Branding and Brand Equity
In terms of Branding characterizes the visual, verbal, and profound components that recognize an organization, item, or administration from others. This incorporates the logo, plan, informing, and by and large personality that shape public discernment. Brand value, then again, indicates to the immaterial worth that a brand holds. This shows the climax of buyer insights, encounters, and relationship with the brand, prompting expanded client dependability, trust, and an eagerness to follow through on premium costs. Solid brand value reflects a brand's capacity to keep up with client commitment and draw in new clients, adding to its market presence, upper hand, and long-haul benefit.
[bookmark: _Toc144562662]6.4 Keller’s Brand Equity model
Deloitte, an unmistakable expert administrations firm, epitomizes Keller's Image Value Model through its essential image building endeavors. The model's aspects — Brand Notability, Brand Symbolism, Brand Execution, Brand Decisions, and Brand Reverberation — line up with Deloitte's methodology. Deloitte's worldwide acknowledgment (Notability) is supported by its confided in mastery (Symbolism) and top-notch administrations (Execution). Positive insights lead to client trust (Decisions) and enduring connections (Reverberation). Through predictable correspondence, Deloitte sustains these aspects, cultivating solid brand affiliations. This upgrades client steadfastness, draws in new business, and hardens Deloitte's situation as a head proficient administrations supplier, epitomizing Keller's model in real life.
[image: The Role of Marketing Department in Business and Attracting Customers |  Marketing91]
Figure 3: Contribution of the marketing department to the Organization
(Source: Tanasiichuket al. 2020)
[bookmark: _Toc144562663]7. “Customer journey mapping”
	Stage 
	 (
Awareness 
)
	 (
Consideration 
)
	 (
Decision 
)
	 (
Service 
)
	 (
Loyalty 
)

	Customer action 
	Online promotions, social media initiatives, and having heard from friends.
	Collaborate on content production, webinars, or events with influential people and business leaders who share Deloitte's principles.
	Making the business purchase
	In order to receive consumer service, Deloitte needs to provide some promotional strategies. 
	purchasing something else from the company
sharing knowledge with others


	
	
	
	
	
	

	Customer touchpoints
	"Traditional media”, social media, word-of-mouth
	 websites, social media “word-of-mouth”, reviews
	Websites, smartphone and mobile applications
	Smartphone, chatbot, and email, 
	Social media, websites, review sites, “word-of-mouth”.

	Customer experience
	[image: Male Clipart Confused Customer - Confused Png, Transparent Png ,  Transparent Png Image - PNGitem]

Hesitant 
Or 
Interested 

	[image: How curiosity can help release your 'secret army' of employees to build  sales and customer retention post coronavirus | The People Space]

“Curious 
Or
Excited”

	[image: 4 Best Ways to Keep a Customer Happy & Improve Customer Retention]


Excited 
	[image: Feeling Frustration And How You Could Deal With It - TECHAiDE]


Irritated 
	[image: Why Customer Satisfaction Is Important - Walker]


Satisfied 
And 
Happy  

	KPIs 
	The total number of customers reached 
	New visitors to the company’s website
	Online sales, conversion rate
	“Product reviews, waiting time, consumer service success rate”
	customer retention rate, “Customer satisfaction store”,

	Business goals team involved 
	“Operative communications, marketing”
	Sales, “marketing, communications and profitability”
	Sales, marketing, Advertising marketing and online service, financial position, customer service, online development 
	Customer service, customer success
	“Customer service, customer success, online development”



Table 1: “Customer journey map”
“Customer journey map” represents a visual storyline of the customer engagements with the products, services and brand creation.  As per the presumptions of Kumar et al. (2020), in addition, the main creation of the “customer journey map” is the organization of the consumer's mind and sets a process and perception of the customer's creation. This is essentially stated that the “customers journey map” consists of the four stages such as future state, current state, and services blueprint and it has helped in order to understand the company’s goals. From the above “customer journey mapping”, it has been observed that the customer's awareness of Deloitte is not able to enhance the company’s strategic performance in the “global competitive market”. Therefore, as per the words stated by Gilal et al. (2019), this company has been able to collaborate in its content production such as webinars, and business leaders who have to share Deloitte's principles. It is also found that “customer loyalty” is important for this company and customers always shared their feedback. This company should set clear objectives for the target customers. This is essentially stated that this company needs to list out all touchpoints and identify all pain points for the development. 
Marketing activities are the most essential aspect through which a company effectively reaches potential customers regarding their products and services and how those products and services could be beneficial for them. 
Customer orientation - Deloitte uses a customer-centric strategy for marketing and prioritises the needs of its clients above all else. The business develops effective strategies for giving clients the most value by prioritising their needs and desires over those of the brand or product (Septiano and Sari, 2020). Additionally, the business offers personalised goods and services that are designed to fulfil consumers' requests and needs.
Differentiation - The marketing management of Deloitte focuses on the successful creation of a “unique value proposition” and “unique selling proposition (USP), that essentially aids in setting the company distinct from its competitors. The company indulges and engages in product and service innovation, excellent customer service, and branding for differentiation purposes. 
Relationship management - The concerned company has been very efficient in developing and maintaining strong relationships with its major stakeholders such as the employees, customers, and other essential associates (Kotler et al. 2019). Deloitte involves engaging with employees through effective training programs, and feedback systems and with the customers through multiple channels, critically listening and responding to their feedback and needs.
Data-driven decision-making - Through effective marketing management the respective company utilizes advanced tools and technologies for enhancing value within the organization such as utilizing data for informed decision-making. Through this, the company is capable of collecting and analyzing data with respect to customer behavior and preferences, market trends, and competitor activity for the purpose of making sound and informed decisions.
Continuous improvement - Deloitte has been successful in bringing value to the company through ongoing development of its marketing management functions and other crucial company operations. According to Krizanova et al. (2019), Deloitte continuously evaluates and improves its business and management strategies in order to make sure that the company has been successful in providing value to customers while also achieving its organisational goals and objectives. To achieve this, the business continuously checks the "key performance indicators (KPIs) and implements the required changes.
The business environment has been constantly and continuously changing and evolving from time to time, and the business environment of Deloitte is not an exception. Based on the research work of Ali et al.(2021), business organizations need to significantly modify and transform their operations in response to continuous technological advances, increased competition, and changing expectations of the stakeholders along with other internal and external pressures. It has been found that significant economic and societal forces have been continuously reshaping the current business environment to a greater extent. In recent years, the entire world has witnessed and experienced the foundational and extraordinary shift all over the world. 
[image: What to Do When Your Business Environment Changes - Modern Distribution  Management]
Figure 4: Cycle of business environment change
(Source: Ali et al.2021)
The major factors that have been significantly responsible for the changing business environment at Deloitte include technological advancement and disruption which essentially improvised the ways the businesses used to conduct their daily operations and activities. Based on the research work of Wydyanto and Ilhamalimy(2021), rapid advancements in technology have been essentially responsible for changing the way that the respective company delivers its services. Emerging technologies such as IoT, AI, blockchain, ML, AR, and VR have been significantly transforming “traditional business models” thereby “creating new opportunities” for innovation.
[bookmark: _Toc144562664]8. Total engagement model
Marketing Theory 
Marketing theory has represented a collection of market principles, frameworks and concepts and it has also helped in order to provide a foundation in order to improve the marketing strategies of Deloitte and abled in order to design the “marketing campaigns” at a huge level. It is essentially stated that the “marketing mix” theory has emphasized the four primary elements of the marketing products such as price, palace, products and promotion. It has been noted this particular theory has been enabled in order to suggest a successful “marketing strategy” and involved an optimization process in order to determine the company’s goals. According to market segmentation theory, corporations can target particular client groups with their marketing initiatives by breaking a “heterogeneous market” into discrete segments based on demographic, geographic, psychographic, or behavioral traits. According to this hypothesis, many client segments have varied tastes and wants. It has been observed that the “consumer behavior theory” has also been enabled in order to explore individuals' purchasing decisions and other consumers' behavioral approaches and it has been influenced by external and internal factors. 
This theory has incorporated sociological, psychological and other economic perspectives in order to understand the consumer's personal products and analyze the alternative behaviours of the “decision-making process”. As per the presumptions of Guo et al. (2021), branding is one of the factors of the “marketing theory”. It has also helped in order to highlight the significance of the improvement and uniqueness of the brand's awareness. The “diffusion of innovation theory” investigates how novel goods or concepts spread among people. Based on their readiness to test new products, it divides people into several adopter groups, such as innovators, early adopters, early majority, late majority, and laggards. Balasubramaniam (2021), has stated that this theory aids in understanding the dynamics of product acceptance and aids in the development of tailored marketing tactics. Therefore, it has been stated that Deloitte the diffusion of innovation theory investigates how novel goods or concepts spread among people. As per the words stated by Zeithaml et al. (2020), based on their readiness to test new products, it divides people into numerous adopter groups, such as innovators, early adopters, early majority, late majority, and laggards. This theory aids in understanding the dynamics of product acceptance and aids in the development of tailored marketing tactics.
Deloitte has created new growth that has helped to elevate the human experience. On the other hand, as per the ideology of Chenet al. (2020), it can help a transformation process to achieve a growth strategy of human experiences. The digitization of an economic process has created efficiencies and benefits of a digital technologies and it has included various factors and aspects of the business technology. This process is very essential to influence customer satisfaction to enhance business development and growth. This mentioned company has helped to boost an entrepreneurship and innovation process and make transparency of the data information process. Also, important to note is that these businesses have been able to reduce "finance-related tasks" and build a procedure for "financial data accuracy" thanks to digitalization. According to Almeida et al. (2020), a key customer source in the "digital era" is digital applications or technologies. The monetization of software has improved, and the agility aspects have been strengthened to encourage employee excellence. Additionally, it has assisted in enhancing the communication process, which has improved working standards and raised sales revenue in the "competitive market." Additionally, this procedure has aided in the improvement of market factors and the expansion of the organisation. 
Being one of the “largest professional services” companies in the entire world, Deloitte faces a large number of business challenges across its operations. The major challenges faced by the respective company are described below. 
Investing and keeping up with technology - With the speedy pace of technological advancement, Deloitte has been facing significant issues related to finance for investing and staying up-to-date with the latest technological tools and platforms for remaining competitive (Desai and Vidyapeeth, 2019). The company has been lacking adequate investment in R&D along with ongoing training for employees. Investments in technologies and “speed of implementation” has been a major issue for the company. 
Attracting and retaining top talent - As a renowned and respected employer, Deloitte is capable of attracting huge talents on board. However, increased competition for skilled talent has been very extreme, and the company faces significant challenges in offering attractive “compensation and benefits packages”, along with a “strong corporate culture” essentially valuing continuous and consistent professional development and work-life balance (deloitte.com, 2023).
Maintaining customer experience and relationships - Deloitte has been facing issues related to maintaining customer experience and relationships due to the continuously changing market trends and demands of the consumers based on that. As per the ideology of Ancillaiet al. (2019), the company has been essentially lacking a deep understanding of each customer’s unique needs and demands, along with the ability of consistently delivering high-quality services and post-service relationship management.
Covid 19 pandemic and its impact -Managing risks and challenges due to the pandemic has been a major issue for the successful provider of professional services. Based on the research work of Singhet al. (2019) the sudden shift and transformation of the working practices due to the pandemic have created a huge amiss. Apart from this, the company has been essentially not able to manage a range of risks, such as data security, regulatory compliance, and reputational risk. 
Adapting to changing market conditions - The “professional services industry” has been constantly and continuously changing and evolving, and the respective company has been unable to adapt to “changing market conditions” for the purpose of remaining successful (deloitte.com, 2023). It has been found that the company has been essentially lacing adequate agility and flexibility along with a willingness in adopting and embracing new technologies and business models.

Figure 5: Major challenges faced by Deloitte
Deployment method 
Deloitte should implement the “deployment methods” in order to enhance the company’s development and company’s growth in the “global competitive market”. This is necessary to denote that a “deployment strategy” has represented any technical process and it has helped in order to reduce the deployment of a company. In addition, as per the ideology of Shiratori et al. (2021), these “deployment methods”' have consisted of the five stages such as development, testing, planning, monitoring and deploying. Deloitte needs to enhance its planning stages and other processes to achieve the target market. 
The chosen company, Deloitte needs to develop and implement effective strategies for the purpose of mitigating the challenges faced by them. The most suitable strategies are described below. 
Embracing innovation and technology - Deloitte should take loans from financial institutions and thereby invest a large amount in “research and development (R&D)” for successfully developing and incorporating advanced tools and technologies for staying competitive. According to Črešnar and Jevšenak(2019), the company can also indulge in encouraging its employees through training programs for staying updated regarding the current trends and developments in technology.
Creating a “positive work environment” - Deloitte should develop effective strategies for creating a “positive corporate culture” essentially “valuing professional development and work-life balance” along with effective benefits and compensation packages. This can essentially help in attracting and retaining skilled workforces, which is essential for the continuous and consistent success of the company.
Focusing on building and maintaining strong customer experience and relationships - Deloitte should concentrate on building long-term relationships with its customers by providing “high-quality services”, delivering value, and effective “customer loyalty programs” (Evans, and Siesfeld, 2020). It should also improve its after-service services which can aid in retaining existing customers and attracting new ones by the company.
Establishing strong risk management strategy and processes - Deloitte needs to develop and establish strong and resilient “risk management processes” for the purpose of effectively identifying and mitigating risks. Based on the research work of Renjen (2019), the company has to stay significantly vigilant and proactive for the purpose of identifying and mitigating the risks faced by the company. This, in turn, can also help in successfully protecting the image and reputation of the company along with ensuring its long-term success.
Staying flexible, agile, and adaptable - Deloitte needs to stay agile, flexible, and adaptable at all times with respect to the continuously changing business environments thereby embracing new business models and technologies. This can help the company stay ahead of the competition and at the same time, take advantage of the continuously arising new opportunities.

Figure 6:Strategies for mitigating the challenges faced by Deloitte
Achieving a “sustainable competitive advantage” is very important for any business for the purpose of ensuring long-term success. The most effective ways for sustainable competitive advantage in Deloitte are described below. 
Developing a “unique value proposition” - The successful development of a “unique value proposition” helps in differentiating the offerings of a company from its competitors (Ali et al.2021). Deloitte can effectively develop a “unique value proposition” by concentrating on quality, innovation, customer service, and so on, which are essential for its potential target market.
Building strong brand image, reputation, and equity - The successful building of a strong brand image, recognition, and equity can help a business organization in successfully standing out in a crowded and cutthroat marketplace. Deloitte can effectively achieve this advantage by developing a “strong brand identity”, investing in technology, R&D, marketing, and advertising, along with creating a “loyal customer base”.
[bookmark: _Toc144562665]9. Conclusion
From the above discussion, it can be concluded that the chosen organization, Deloitte has been essentially successful in managing its marketing activities and practices through suitable methods, tools, and techniques. The company practices effective marketing strategies and techniques that help it in becoming successful and the marketing department has been capable of effectively contributing to the long-term success of the company. The marketing management of the company has been highly suitable for adding value to the organization. However, the company has also been facing various challenges which needs to be mitigated with effective strategies. Continuously improving its products, services, and processes can help the company in staying ahead of the competition through adequate R&D, collecting customer feedback, and implementing new ideas and innovations. Apart from this, strategic partnerships can also help the business of Deloitte in effectively leveraging the strengths of different companies for achieving mutual benefits. In addition, the successful achievement of “sustainable competitive advantage” through the above-provided strategies can aid in the long-term success and growth of the company. 
Recommendations
Recommendation for promotional strategy
In order to increase the brand awareness for Deloitte, some recommendations should be implemented in the “global competitive market”.
Recommendation 1: Develop the “content marketing strategy”
This company should improve a “content marketing strategy” by implementing “big quality content”. In addition, as per the words stated by D'Arco et al. (2019), it has included some infographics, articles and videos that can show Deloitte's experiences in different industries and offered valuable insights for the target audiences. 
Recommendation 2: “Social media engagement”
Social media channels have helped in order to interact with the target market and share essential industry information on a regular basis, including success stories.  This mentioned company needs to encourage staff members to share content on their social media pages to increase the visibility of Deloitte's messaging. As per the ideology of Alvarez et al. (2020), collaborate on content production, webinars, or events with influential people and business leaders who share Deloitte's principles. Using credible speakers will assist reach new audiences and increase credibility. 
Recommendation 3: Community engagement
This company needs to participate assiduously in CSR efforts, community projects, and business gatherings. As per the ideology of Heuchert (2019), in order to demonstrate Deloitte's dedication to having a good influence, sponsor pertinent conferences, seminars, or workshops. It is necessary to detect that this company needs to implement more starry and promotional strategies such as marketing and advertisement in order to raise brand awareness in the business organizations. On the other hand, as per the view of Shiratori et al. (2021), it has included some collaborations with technological startups, providers and institutions in order to drive innovation and process in the new markets. This company also should utilize “data-driven insights” in order to personalize the marketing messages and deliver the target segments at a huge level. 
Recommendation 4: Employees' advocacy
Deloitte needs to encourage and empower Deloitte workers to act as brand ambassadors and provide them with the tools, instruction, and venues they need to communicate their experiences, learnings, and achievements. The reputation and brand reach of Deloitte might be greatly increased by this. 
Recommendation 6: Referral marketing
Initially, in terms of implementing an effective promotional strategy which are highly effective for Deloitte, which is a global professional services firm. The company can effectively leverage using the referral marketing in order to expand its client base and enhance its overall reputation in the market. This referral marketing is a strategy which relies on existing clients or employees to refer to various new business opportunities for the organization (Donthu et al. 2022). In order to do this, Deloitte should encourage its current clients to refer various other potential clients, which can be done through a structured referral program in which the clients are rewarded for successful referrals. 
In this, the incentives such as discounts on services or access to exclusive resources, which can motivate clients to refer their contacts. Apart from this, Deloitte can also tap into its extensive level of employee network in which the employees can be incentivized to refer potential clients or candidates for job openings. Along with offering monetary rewards and recognition for successful referrals can boost employee participation (Donthu et al. 2022). In fact, Deloitte should also utilize its online presence as well as social media platforms to promote referral marketing. With the help of sharing success stories and client testimonials, it can help in encouraging engagement from the existing client base, along with prompting them to refer Deloitte to their networks.
Recommendation 6: Influencer marketing
Another promotional strategy that Deloitte can use effectively leverage the business is the influencer marketing, in order to enhance its brand presence and engage with a broader level of audience. As this influencer marketing involves partnering with individuals who have substantial online followings as well as expertise in areas relevant to Deloitte's services (Eggers et al. 2022). In terms of doing this, Deloitte requires to identify industry-specific influencers, such as thought leaders in finance, technology, or sustainability, aligning with their areas of expertise. These influencers can create authentic level of content which will highlights Deloitte's thought leadership, services, and innovative solutions.
Moreover, Deloitte should also foster genuine relationships with these influencers, in terms of collaborating on content creation, webinars, and podcasts. This will be helpful in terms of building trust with the influencers' followers, who view them as credible sources of information. In addition to this, Deloitte can use influencer marketing to humanize its brand. By showcasing the faces and personalities of its employees or experts through influencers, it can connect with its audience on a more personal level (Ramzan et al. 2022). Furthermore, measuring the impact of influencer campaigns is crucial. Deloitte can track metrics such as engagement rates, website traffic, and lead generation to assess the effectiveness of influencer collaborations. Hence, it can be said that this influencer marketing can be used as a powerful tool for Deloitte in order to amplify its thought leadership, engage with a diverse audience, and enhance the brand's authenticity.
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Investing and keeping up with technology 


Attracting and retaining top talent 


Maintaining customer experience and relationships 


Covid 19 pandemic and its impact 


Adapting to changing market conditions 



Embracing innovation and technology 


Creating a “positive work environment” 


Focusing on strong customer experience and relationships 


Establishing strong risk management strategy and processes 


Staying flexible, agile, and adaptable 


Social media marketing


Search engine marketing


Email marketing 


Content marketing 


Direct mail marketing
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