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Introduction
The present report seeks to discuss how the organization can create innovative marketing strategies for generating awareness of the brand and managing as well as evaluating the customer journey across different communication channels. This will further analyse how the company fulfils the expectations of the stakeholders using several theories. Therefore, the report will focus on the touch points that are necessary for maximizing customer satisfaction. The chosen organization for this project is OnePlus which is a Chinese consumer electronics. The firm is headquartered in China and is a subsidiary of Oppo brand (Panigrahi, 2019). OnePlus has been founded by Pete Lau in the year 2013 and since them, it has received significant achievements. Besides, the company has a range of products and the demand for smartphones has increased over the years. The firm has a global foothold and has faced significant growth in the past few years. With time, the brand has diversified its product line. The company has entered the market of wearables and televisions and holds a strong market in the electronic industry. However, to manage the demand and sales of the products, it is important to focus on effective marketing. Businesses across different sectors employ touchpoints to help the market and sales initiative. Hence, this report will discuss the touch point of OnePlus that help the company to evaluate consumer needs, drive sales and promote the brand. 
Communication
Definition of communication
The term 'communication has been originated from the Latin word ‘communis’. However, it asserts that the term means 'common' which indicates that there should be a common understanding between the two parties and the receiver with whom the message is being communicated. Again, communication has been defined as the field of study that focuses on the transmission of information and broadcasting. The Oxford Advanced Learner’s Dictionary also defined communication as a process of sharing ideas and feelings and sharing information (Fatimayin, 2018). On the other side, communication is defined as a sum of things that an individual does in order to make people understand. It is more about listening, speaking and understanding (Van Ruler, 2018). Therefore, communication is regarded as an important part of the context of the organization and the organizations cannot operate without communication between different levels of departments or employees. 
Shannon and weaver's communication model
A number of models and theories have been employed to analyse the communication process and one of the most popular models among them is the Shannon and Weaver model of communication. The model was first founded by Warren Weaver and Claude Shannon in 1948 (Kubota, 2019). This is recognized as a mathematical communication theory that helps in describing how communication occurs between the sender and receiver. The theory mentions seven key components of communication that are sender, transmitter, channel, noise, decoder, receiver and feedback. A sender is a source of information and can be discussed as an individual who holds the information that is to be conveyed. Whereas, transmitters which are also known as encoders are individuals or machines used for conveying the message (Kuznar and Yager, 2020). Channel refers to the medium through which communication is possible between people. Noise is about the interruptions that are faced by the two parties and the decoder is the reception where the signal is converted into messages. Moreover, the receiver is the final destination and suggests the person who is supposed to receive the message. Finally, feedback is a response that is received from the receiver. 
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Figure 1: Shannon and Weaver's model of communication
(Source: Kubota, 2019)
In the case of OnePlus, the sender is the company itself and the encoder is the mobile phone, website and physical stores. Whereas, the channel in this case is platforms or areas where the company interacts with the consumers. Noise refers to the distraction in the process and the decoder is the management team. Finally, the receiver is the consumer who receives the message from the OnePlus. Feedback is then provided by consumers for the products.  

Figure 2: Seven components of communication of OnePlus using model
(Source: Created by author)
Integrated marketing communication 
Integrated marketing communication is mainly defined as the process used to integrate marketing communication components like Public Relations, social media, business development principles and advertising into a brand identity that remains consistent across different media channels (Muhammedrisaevna et al. 2020). It further allows private and public firms to provide an engaging and seamless consumer experience for the product or service. OnePlus uses a range of communication channels in order to market its products or smartphones. The primary objective for using integrated market communication is to reach as many customers as possible and accelerate the volume of sales (Das, 2021). In the case of OnePlus, the company uses promotional and advertising tools in order to draw the attention, desire and interest of the consumers. On the other hand, direct marketing, public relations, sales promotional and digital media are some of the integrated marketing communication channels that are used by OnePlus (Camilleri, 2018). 
New promotional strategies
Online promotion
Currently, the company focuses on influencer marketing, word of mouth, marketing campaigns etc. for promoting the products (Deng, 2021). This has accelerated sales in different countries and increased huge awareness of OnePlus' products. However, the company still lags behind rival companies like Samsung and Apple. The aggressive competition in the smartphone industry demands consistent marketing efforts. Therefore, the company can add a new promotional strategy by focusing on other features of social media (Bala and Verma, 2018). The company has greatly used the social media strategy. However, it has not yet exploited the opportunity of live content marketing. Content marketing can improve the promotional efforts of OnePlus. The company should focus on developing content that aligns with the expectations of the customers. Creating videos and posting unknown facts about smartphones would be beneficial for the company to increase overall awareness in the industry (Hollebeek and Macky, 2019). Stories are fun, and engaging and keep people on their toes. Hence, the feature of ‘story’ on social media platforms such as Facebook and Instagram should be used by the company. Although images, videos and textual content are continuing to inform the target audience about the new product launch and other offerings, the stories are aimed to be more personal and informal which develops a deep bond between the users and the brand. On the other hand, user-generated content can be profitable for the business which will allow OnePlus to make the users feel valued. 
Offline promotion
OnePlus focuses on several online strategies, however, it pays less heed to the offline promotional strategies that may hinder the communication between the user and the company (Kumar, and Arthi, 2020). Therefore, the company should focus on sponsoring community events that will raise awareness as well as build a positive image for the brand (Lieberman and Schroeder, 2020). Sponsoring community events will help the company to promote the brand and boost sales. Finding ways to engage with the community through donations, volunteer work and joining non-profit organizations will help in spreading knowledge of the business. Asking for feedback through E-mail marketing will also help OnePlus to encourage communication between the company and the users (Sadchenko et al. 2020). The brand can use a direct mailing strategy for boosting engagement. 
Branding and branding equity
Keller’s brand equity model
Keller’s brand equity model suggests that firms should create the right brand image for having a strong brand (Syafril et al, 2020). The model also suggests the constructing ideal brand encounters and experiences are important for businesses because this help in spreading positive thoughts, emotions and conviction among consumers. The model proposes a pyramid which includes identity, meaning, response and relationships. 
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Figure 3: Keller’s brand equity model
(Source: Syafril et al. 2020)
The identity in this model suggests the basis of the communication and the brand itself. It is important to ensure that consumers or receivers of the message are getting the right message (Stukalina, and Pavlyuk, 2021). In the next step, the brand should build loyalty among the target audience. Brand meaning is beyond the quality of the product that the companies offer. Therefore, brand meaning is important in building equity. The response indicates the response of the consumers after making purchases (Świtała et al. 2020). Finally, the relationship in the pyramid discusses the relationship between the company and users that shapes brand image and equity. In the case of OnePlus, it is important for understanding the four crucial components. Because building brand equity is a challenge, OnePlus should maintain its efforts towards the relationship with the consumers for maintaining brand equity. 
Advantages and disadvantages of Keller’s brand equity model
Keller’s brand equity model is advantageous because it depicts a brand about the stage in which the brand belongs and what it can do to advance the stage (Chekalina et al. 2018). Here, the model helped in understanding the stage of OnePlus in terms of brand equity. Throughout, the processes, the company has developed a strong strategy that helped to gain brand equity (PRASAD 2020). Again, it has been found that the model helps in improving the perception of product performance and fosters loyalty. It also helps in implementing strategies that fit the stage of the pyramid. However, the advantage of Keller's brand equity model is that it focuses on brand knowledge and not on brand awareness which is important for informing people about the brand (Switala et al. 2018). Brand knowledge arises from brand image and brand awareness. Therefore, it does not focus on brand awareness. 
5. Customer journey 
The customer journey has become an important part of the understanding of the complexities of the consumer behaviours, for gaining insights into the experiences of the customers. The customer journey has five main themes, which include the satisfaction with the services, the failure and recovery of the services of the company, technological disruption, channels, and customer response to the customer journey. The analysis of the customer journeys helps with the identification of the critical touchpoints and service moments which are important for creating the customer experience (Tueanrat, Papagiannidis and Alamanos 2021). The company has partnered with Croma, the larges and the most premium perceived electronics retail chain in the country for creating more offline touch points that can help with improving the purchase and the experience of the OnePlus products across the main cities of India. The company is highly customer oriented (India Retailing 2017). The OnePlus Experience Store, the first of which was launched with the partnership of Croma, helps the customers of the company as well as the people involved in the technology to touch and feel to learn more about the products of OnePlus. The customer feedback and the lessons learned from the experience store has allowed OnePlus to be able to launch more experience zones that work offline in the other major cities across India. The partnership with Croma is supposed to help the company in being able to learn from the consumer feedback and thus be able to launch more offline experience stores which can help the company in allowing the customers to have the best experience. The OnePlus products will be available at the Croma stores at the same price as the prices that are offered at the online channels, including the legitimate consumer offers. The customers would also be able to avail of the additional promotional campaigns that are run by these stores. The young people and the tech aficionados who have previously been interested in the brand are offered the chance to hold and experience the design of the product firsthand, which can help the company with gaining more brand awareness and consumer experience. The company has shown huge success in the market, but also shows a large amount of potential. The people are given the opportunity to touch, experience, and feel the product through the use of the new experiences (India Retailing 2017).
The company has a unique way of giving the customers the experience that they deserve through the OnePlus Experience Stores. This allows the company to bring technology to all levels of the society. The company has been trying to increase the touchpoints while giving the customers a unique and interactive experience with the company. The company is expected to focus on the tech ecosystem, which can help the company in knowing about more technology immersive. The launch of the OnePlus 8 Series 5G meant that the company had been accomplishing the launch of quality features in terms of the display and the camera that it was providing to the customers, and this was giving the customers the ability to experience a premium user experience, promoting potentially versatile options for the future. In India, according to a survey by CyberMedia Research, the customer satisfaction levels of OnePlus was more than even Apple in India. The survey showed that OnePlus received a high score on brand loyalty, along with trust and desirability, which allowed it to be the most wanted company in the long run. Most of the people have been found to agree with the choice regarding going with a OnePlus mobile. The hike in the price and the models of the product were found to be a drawback of the company and its products. This means that the people were able to take the decisions that are likely to make them more effective. The organisation needs to take steps to increase the customer awareness and ensure that the customers are satisfied with the kind of products that are being available to them (MURUGANANTHAM and Naveen 2021).
In case of any faults or defects in the products that are purchased, the company allows the customers to have the ability to deal with the faults through the repair services that are provided to them in this situation. The customers can have their products shipped or can visit the service center themselves in order to be more effective. The company can increase its ability to reach to the customers through the use of the repaired services which can help the company in recovering its services from the involvement of the company. The company can use its abilities to advertise more to the customers and give them offerings that will make it difficult to not be satisfied with the offerings of the company. This will help the company in being more profitable and customer focused.
6. Customer touch points 
The customer touch points involve the number of points the customers have interacted with the company to be able to learn about it while also being able to reach the new customers.
• Pre – purchase
The company markets on social media and on the television advertisements which could be responsible for interacting with the customers. The use of these advertisements create the pre purchase environment for the company which can allow it to improve its position in the environment. The company can use the pre-purchasing period to give information regarding the company that the customers would be attracted to. This involves learning about the different technologies that the products will be offering, and can thus help with learning about the brand and the available technologies. The pre purchase behaviours of the customers help the company in being able to react to the brand and compare it with the offerings of the rival companies. This can help the companies in being able to improve its satisfaction levels for success in the market. The company can use its pre purchase behaviours for reaching to the customers and allowing them to react to the kind of products that they are receiving. This also enables the company in forming an early experience for the customers to be satisfied.
• Purchase 
During the purchase, the company would need to ensure high quality products are given to the customers. The company would need to have trained and competitive market, but still unique for the company’s requirements. The staff need to be well behaved, providing the customers with the required data and also interact with them for finding the best results. The company should be able to commit to the changes through the ability to purchase the best products while also being able to satisfy the customers. The company needs to focus on shifting the controls to give them more trsut and confidence on their own selves. This would allow the company to have customers who are loyal and work together with the company in its operations. The purchase of the products would require the customers to trust the sales representatives. They need to be motivated so that they can satisfy the requirements of the customers, since having their own demands unfulfilled could mean that they are not able to serve the customers either.
• Post purchase 
The post purchase behaviours of the company show its inclination towards customer loyalty. The company uses the loyalty to be able to contribute to the customers staying back with the brand. The products have accompanying warranties which the company can also avail of for the best results to be reached. The company would need to be able to find the steps that can be used for the organisation to be able to increase its influence in the long run. The company can use its operations to be able to increase its ability to improve its hold over the customers and gain their loyalty over the long term. This can help the company in being able to reach the customers and gain their loyalty effectively. The company may have to face issues regarding the post purchase as the customers also need to be provided with the ability to have more longevity as customers since they are required to be sustainable consumers who are appealing to the company.
7. Diagram and explain the customer journey map 
Figure 1: The Customer Journey Map

(Source: Author-made)
Awareness- In this stage, the customers are made aware of the offerings of the company. The customers of the company need to be aware through the use of advertisements which can cause the company to have been looking for the company in terms of the organisation. The company would need to make the customers aware of the products that they are being offered, which can help the company in being able to include the brand and its products as a part of the consumer preference. The company can use influencer marketing that can help with reaching the customers who are admirers of particular parts of the company and its operations. The company would also need to be aware of what they are being given as a part of the OnePlus community.
Consideration- The customers would then take the steps that compare the products with those of rival companies. This will help the company in having the most success if it produces products if the company has adequate competitive advantage differentiating it from the rest of the company.
Purchase- The company would also need to ensure that the purchases that are made by the consumers show the best experience for the consumers. This could be helped through encouraging and motivating salesmen who engage properly.
Onboarding- The company would need to continue being a part of the project so that they are on board with the customers.
Advocacy- The loyalty programs and high quality products can help with advocacy being increased in the company. This can help with the advocacy of the customers to be increased.
8. Strengths & weakness of customer journey map 
The strengths of the customer journey include more customer value and improved retention of the customers. This can help with learning about the customer journey map.
The customer journey map, however, require cross functional support from various departments to complete the customer journey and its success. The maps need to be acted upon fort being successful.
9. The total engagement models 
Total engagement model has prioritised the concepts of meeting the needs of the customers, brand advertising, employee engagement that would be able to enhance the overall customer experience. One Plus has focused to increase the market presence of the company by developing digital marketing strategies. The brand only has used internet sales for grow its customer base, which is now a growing community that has helped the brand to get the recognition in the particular industry The current aim of OnePlus has involved with community involvement rather than community building. For an instance, The OnePlus Music Festival and other similar events fit within this category. For reaching towards the targeted customers of the company, the marketers have implemented unified for to engage the customers within the promotional attributes. The company also has utilised college ambassadors to align the initiatives of promotional activities as, the young ambassadors would be able to increase the customer engagement more effectively. The company also has motivated the employees to focus on solution of the customer issues so that, the customers can be able to get satisfaction from the service of the company (Kumar,  Paul and Unnithan 2020). 
10. Conclusion
In conclusion, the company needs to increase its brand equity and brand value for improving its access to various places. The customer journey map can help with the company having more success.
11. Recommendations
For increasing the customer engagement by engaging the process of total engagement, the company can use omni-channel marketing. The omni0channel management system has allowed the modern businesses for applying integrated system within the business development process to simplify the complex process. Exactly as it sounds, multichannel marketing refers to marketing initiatives that span many channels. Even the company is unfamiliar with the term, there is a significant possibility that the company should engage in multichannel marketing. The use of Facebook, YouTube, Instagram etc within the marketing process, the company can reach to the most potential customers from the international market effectively (Bijmolt et al. 2021). 
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