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[bookmark: _Toc124166029]Introduction
According to Bala and Verma(2018), marketing has been considered to be a changing, dynamic and restless activity of business and thus, this report is going to critically appraise how the organization that has been chosen over here, Hyundai, could be creating marketing strategies that are innovative for increasing the awareness of the distinct brand along with evaluating and managing the journey of the customer across a wide variety of channels that are present in communication for ensuring the future and current stakeholders expectations are distinctively fulfilled. The section is going to be providing a deep analysis of the external and the internal environment that is affecting the distinct business and is going to be sharing relevant insights about the strategies of marketing that shall be adhered to by the organisation for adding value to their company. Thus, this report is going to be analyzing the significant amount of ways that the company could use. 
[bookmark: _Toc124166030]Communication 
Communication is considered to be helping in building a significant amount of relationships by permitting individuals in sharing their experiences and distinct needs and assisting them in connecting with others (CIPP 2022). Communication that has been considered to be effective is pretty much essential for the management of the relationships with the significant amount of staff, stakeholders and customers and this shall be properly adhered to by the company as well. 
[bookmark: _Toc124166031]SHANNON and WEAVER's communication model
[bookmark: _Toc124166032]Sender
First, the company is going to be sending information about the ranges of products that are sold by them in a unified way which is going to be providing the receivers with knowledge about the fact that what are the distinct features of the products along with characteristics.
[bookmark: _Toc124166033]Encoder
The main transmitter of the messages that are carried for the company is its social media sites and the advertising agencies within which the company is distinctively engaged in. This is done through the effective use of the commercials that are released by them on Television and posters. 
[bookmark: _Toc124166034]Decoder
The messages then are decoded by the receivers through visiting the pages or the website of the company or by visiting the offline stores and then distinctively engaging with the products and the services that are being distinctively offered by them and taking into consideration of the various factors that are important.
[bookmark: _Toc124166035]Receiver
The receivers are no one but the consumers and the prospective ones that get involved with the company and they take into consideration those factors that are utmost suitable from those significant messages. 
[bookmark: _Toc124166036]Integrated Marketing Communication
According to Muhammedrisaevna, Bayazovna and Kakhramonovna (2020), marketing communications that are integrated are considered to be a more complex thing than all of the types of communications that are present in marketing and it is used by achieving a particular goal and solving tasks that are certain. The marketers of the company could be using this for tracking and executing a group of campaigns that are present over a provided time period. With the help of the assistance of IMC, Hyundai could be coordinating its distinct messages to develop a significant brand and establish strong relationships with the customer while also assisting the customers in satisfying their needs. 
[bookmark: _Toc124166037]New Promotional Strategies
[bookmark: _Toc124166038]Online Promotion
According to Desai (2019), digital marketing or online promotion is considered to be pretty much important for helping the company in driving a significant amount of traffic that is much more qualified. For the promotion that is done through online mode, the company shall be using influencer marketing. According to De Veirman, Hudders and Nelson(2019), the popularity that is present among vloggers that are used for inciting advertisers for including them as a new marketing tool for communication is referred to as influencer marketing. The experts that are present in the industry and the leaders of thought could be also considered as the influencers who could be utilised by the company because they hold an essential position for the distinct brands (Kadekova and Holienčinova 2018). This shall be taken into consideration by the company because this would be a much easier and faster way of getting the attention of the consumers and getting them involved with the product or service. A high to middle-income group of people from the global market is the company's target market. By encouraging sustainability, the corporation has created a sustainable brand image for the worldwide market. The company's demographic market segmentation focuses mostly on the middle-aged demographic. Hyundai's primary target market is business leaders, other more senior professionals, senior managers, etc. The target audience's current income level is typically higher than the company's. The business has received help in segmenting the most lucrative geographic areas from the geographic market segmentation company.
[bookmark: _Toc124166039]Offline Promotion
For conducting promotion that is done offline the company should be engaged in doing sponsorships to different events. This will be helping them in reaching more amount of customers because it helps in increasing the visibility of the distinct company and the respective brands. It also permits the businesses in aiming for a much specific demographic that is present for sales. This also helps in enhancing the reputation of the company for refinement and success and would be assisting them in the generation of the leads of sales. According to Indeed (2021a), this will also increase the significant ROI of the company and would help in gaining insights that are valuable. Direct sales would be also profitable for the company as the salesman that is going to be hired by the company would be selling the cars of the company by going door to door and promoting the company with the availability of the distinct products and the services that are going to be provided to them. Businesses need to invest in properly made business cards as they are the most efficient way to conduct business. The brand must be distinguished from the competition. Choosing a distinctive design aids in reflecting the brand's ideals and innovation. The business must make sure that each employee has a business card so they may provide a client with information about the organisation (Risitano et al., 2020). A business card typically serves as an extension of the brand, which benefits the company by maintaining consistency.
[bookmark: _Toc124166040]Branding and Branding Equity
[bookmark: _Toc124166041]Keller’s Brand Equity Model
[bookmark: _Toc124166042]Brand Identity
The customers considered to be perceiving the company as of much higher quality and this makes them capable of competing with a significant amount of rivals. According to Consumer Reports (2022), many of the vehicles of the company are considered to be goo-all-round performers and the company is going to be placing the notion among the consumers that the car, with controls that are simple, impressive finish and fit and features that are helpful, will be helping the customers in reaching their destination with ease and comfort.  
[bookmark: _Toc124166043]Brand Meaning 
This is where the performance of the company is depicted and as per Medium (2019), performance indicates the fact that how well the product of the company provides satisfaction to distinct customers. The company is going to be enabling the significant shoppers in getting pricing that is transparent, schedule the distinct test drive that is remotely done, let them purchase a particular car from any of the significant devices that are used and will be also help them in exchanging a vehicle within the upcoming three days if the customers are not happy with the service of the car. 
[bookmark: _Toc124166044]Brand Response 
One of the foremost things that the consumers are getting is the fact that the cars are much more modern looking and provide exclusive designs that make them aware of the exoticness that is provided by the cars. With all of the distinct features along with engines that are powerful in its favour. They would be feeling that the cars are not only good for driving, but they are also going to provide the customers with a good amount of resale value. 
[bookmark: _Toc124166045]Brand Resonance
The company is also considered to be providing the customers with many loyalty programs that they could be getting affiliated with and this inclusion of providing the owners of the company with 500 dollars of rebate of loyalty when they are going to be purchasing or leasing the new models of Hyundai. The customers have a desire for the cars of the company because the cars are considered to be pretty much affordable and provide a much better amount of value for the money. The company also takes effective steps in providing the customers with a better amount of experience than they had ever before
[bookmark: _Toc124166046]Advantages and disadvantages of Keller’s brand equity model
[bookmark: _Toc124166047]Advantages
According to Marketing91 (2019), the model is considered to be telling the brands how to be building equity in the brand by having a full understanding of their customers and implementing the strategies appropriately. The model of brand equity that is provided by Keller is also considered to help the companies in finding distinct ways in building a strong brand by structuring how their distinct customers feel and thinking about them. This model will be helping them in identifying the stage where the brand belongs and what the company shall be doing for moving much up. 
[bookmark: _Toc124166048]Disadvantages
It has been found that the distinct feeling does not play any kind of role in the context of marketing that is industrially done and the resonance that has been suggested might be needing distinct modifications for being more relevant. It has been also suggested that the representatives of the company play an important role in building the equity of the brand, therefore providing an indication of the fact that there is a need for the human element for being identified in a brand equity model of B2B. 
[bookmark: _Toc124166049]Customer Journey
[bookmark: _Toc124166050]Awareness
According to Hyundai (2022a), the company creates awareness among consumers through the utilisation of story-telling and it distinctively works like a significant bridge for them by connecting them to people who are much different from each other. The storytelling consists of what is beneficial for the customers within the product and what features are acquired by the consumers through the use of the products. 
[bookmark: _Toc124166051]Consideration
The consideration of the customers has then developed through an understanding of the fact that some of the consumers said that the seats of the cars of the company are comfortable, the mileage of the car is very economical, etc. The features and characteristics serve the day-to-day purpose of the consumers.  
[bookmark: _Toc124166052]Decision
Brand choice is where the consumers make the decision where they are the ones to take decision about what significant brand shall be brought and utilised (Saputra and Mahaputra 2022). The brand of the company is widely popular and consumers get a sense of relief whenever they hear the brand name Hyundai. 
[bookmark: _Toc124166053]Retention
The retention of the consumers is done through providing the appropriate amount of services that comes along with the car. The loyalty benefits that are also provided by the company play an important role in the retention of customers and are much helpful for them in getting along with the company and trusting the brand. 
[bookmark: _Toc124166054]Advocacy
According to Coelho, Bairrada and Peres (2019), the consumers are the brand advocates because generally, they like the distinct brand and the much more engaged with the company. The consumers help the company by entailing the product through word of mouth or by recommending the respective others to buy the products of the brand. 
[bookmark: _Toc124166055]Customer touchpoints
[bookmark: _Toc124166056]Pre-purchase
The customers first get to know about the products that are sold by the brand and compare them with the needs they have. Customers are aware of the products through the use of the commercials that are shown on TV, the advertisements that are provided on the billboards and through the use of different social media channels. They are also aware of the helping desk of the company which is open for them 24/7.
[bookmark: _Toc124166057]Purchase
The customers then come up with the decision of what shall be bought by them that is profitable for them and economical. The customers are provided with a test drive of the car and then they make the decision of buying. For the process of buying, the customers either come to the physical store that is present near them or delivers the car online from the website. There are certain formalities that are needed to be completed and after then the consumers are free to take their car with them.  
[bookmark: _Toc124166058]Post-purchase
The customers are made aware of the exciting amount of offerings that are provided by the company to them whether it is in the discounts of the services that they are going to take or the brand new offers of their cars that are sold by them. They are made aware by sending personal text messages to their mobile phones along with a greetings call from the service and front desk of the company about the products. 





[bookmark: _Toc124166059]Diagram and explanation of the customer journey map
Figure: Customer Journey Map
                     
Source: (Author Made)
The map of the customer journey is the representation that is visually done of the experience of the customers with a distinct company. According to Micheaux and Bosio (2019), a customer journey map inclusion of various types of information from the agent who is at the lead, a usual description of the touch points, graphic depictions and storyboards of the journeys that are considered to be emotionally connected. This helps in telling the story of the experiences that are acquired by the customers with the brand across social media and any other channels that might be used. 
[bookmark: _Toc124166060]Strengths & weakness of customer journey map
[bookmark: _Toc124166061]Strengths
One of the major disadvantages that are acquired from customer mapping is the fact that it provides incremented amount of value to the customer. It also helps in the retention of the customer and helps companies in lowering costs. It also improves the acquisition of the customer and enhances the communications that are internally done. Hyundai is known for maintaining its high-quality brand along with safety (Reddy et al. 2021). The company also does a much better amount of investment in its research and development for manufacturing new cars that are innovative. It provides a lower cost for driving and is durable. 
[bookmark: _Toc124166062]Weaknesses
One of the major disadvantages is present is the fact that this has a requirement of support that is cross-functional. There might be the requirement for multiple amounts of maps for personas that are much different and most of the time the customers do not even follow the map. The customer journey maps might not be capable of getting the light which it requires because it could be another hidden document. The brand portfolio is much poor which leads to much fewer amount of sales. The quality of the management of the company is considered to be in a declining state. The company has a low presence in the strongest vehicle market, the US. 
[bookmark: _Toc124166063]Total Engagement Models
[bookmark: _Toc124166064]Customer Value Proposition
The company is being capable of providing the consumers with such type of cars that could be utilised by the consumers on a daily basis and are easy to use. This also portrays them that the cars are economic and is going to be providing the customers with the ease of using the essential features that comes along with it.  
[bookmark: _Toc124166065]Branding
The cars of the company are branded with the logo of the company, as usual, in the front and the back of the centre and are placed at the very centre. This logo entails the long term dominance of the car in the market and shows that this brand has been trusted by people.
[bookmark: _Toc124166066]Internal cultural Elements
The company hires and works with those employees who are much skilled and with a diverse and inclusive workforce, the engineers and the staffs work altogether in creating a car that provides a seamless experience to the consumers. All of this are placed at the head of each and every people working in the organisation. 
[bookmark: _Toc124166067]Customer Experience
Whenever the customers distinctively engage with the company they find themselves in a position where they get to know about the real essence of the car and through the cars they are going to be getting the appropriate amount of comfort while driving in the city roads. The thing that they also feel is the way the company provides the customers with best amount of future. 
[bookmark: _Toc124166068]Conclusion 
It can be concluded that these are the distinct amount of things that are done by the company and has the requirement of the top authority in adhering to these for having a much better and effective amount of response to the profitability of the company. All of the sections that have been elaborated over here are much associated with the successful operations of the company and require a much better amount of perseverance in conducting the business. All of the information that has been gathered here are from sources that are trusted and authentic. This analysis demonstrates the different environments within which the company does their operations and entails the distinct strategies that have been adopted by them for doing operations in these markets. Thus, it is evident how the company survives in this competitive market and carries on with its operations.
[bookmark: _Toc124166069]Recommendations
One of the major recommendations that are needed to be provided to the company is that the company shall be heavily investing in SEO as it has been considered to be one of the most essential methods that are present in internet marketing (Tsuei et al. 2020). Search engine optimisation or SEO has been also regarded as the way that helps in building equity that is much longer in terms of the distinct brand. Good optimisation of the SEO will be increasing the visibility of the company online and would be helping in boosting the level of credibility (Forbes 2021). Another recommendation that shall be adhered to by the company is that the company shall be using print advertising too because it is going to be helping them in targeting the vast amount of customers within a significant market and the cost for doing this is also much lower than the commercials that they do and the billboards they giver advertisement to. This is also going to be helping them in increasing their reach and provide a much better amount of results to the sales and profitability of the company that they have wanted for a long time. 
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