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[bookmark: _Toc90395801]Introduction
As opined by Alsamadani, (2018, p. 50), communication in terms of customer engagement is referred to as an emotional connection between a customer and a brand. Effective communication helps to have a better engagement of the target customers that would help to promote more and also demonstrate more loyalty towards the customers and towards the ASDA Company. High engagement of the customers' experiences is necessary as this is a component within the consumer engagement strategies. The blog explains the background of ASDA and the importance of the communication that would impact the target customers. These applications are evaluated with the implementation of marketing theory, marketing mix, and STP model; these initiate the importance of engagement of the customers for the productivity of ASDA.   
[bookmark: _Toc90395802]Overview of the well-known company
ASDA is a British supermarket chain that has its headquarters in Leeds, England. ASDA stands for Associated Dairies, as the company was founded in “1949” (Asda.com. 2021). This company is famous for its low-cost products, and this is one of the main aspects in the competencies of ASDA PLC is to have a cost-effective leader as compared to the competition of this company. Being a successful company, it still offers its products at low prices in comparison to the other three competitors of the UK. ASDA had marked its successes with an effective slogan which said: "get the Asda price feeling”.   
[bookmark: _Toc90395803]The necessity of communication with target audiences
Communications and engagements are necessary for the marketing professionals that are having long recognition and importance in having the ability to identify their target audience. There is always a question as to why communicating to the target customers is so important for the company (Gareyev et al., 2018). This is because this helps in enhancing the productivity, market value, mallet revenue, and increase in revenue, of the organization. Therefore, connecting to the target customers of ASDA is vital for its business and the organization, as this is particularly preferred for the determination of how the target audience would react to the events of the organization or its items or the situations. 
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Figure 1: Strategies of communication
(Source: (Teague, 2021)
Connecting to the audience initiates in allowing its customers to understand its reactions and requirements (Cheung et al., 2019). This idea of connection is a great idea that helps in learning the demographics of the target audience and updating the information collected from those demographics. This also helps in the development of marketing strategies that help to connect to the audience. In this 21st century, customers use digital sources more than face-to-face communication, thus ASDA is recognized to use digital communication methods for initiating communication, thus, and the target becomes even more crucial and also manageable.   
[bookmark: _Toc90395804]Key elements of marketing theory and discuss its impact on creating the plan and executing communications with the audiences of the company
According to Mukhametkali, (2020, p. 140), marketing theory evaluates or helps the products, services, ideas of ASDA as these are involved within the customers, prospects, and having other important stakeholders within the company. Thus, communication is considered necessary for marketing because this attacks the consumers towards the company. Thus, marketing theories are used for having a deeper understanding of the consumers, and their requirements and in providing motivation and setting of objectives. This also helps in understanding the market in which the company is operating. Ansoff’s matrix theory and institutional theory have been used for effective communication and in creating a marketing plan, and execution of communication with the target audience of ASDA. Ansoff’s matrix has four strategies of Ansoff’s Matrix; those are "market penetration", "development of the products' ', "development of the market", and diversification". "Market penetration" focuses upon the increase of the sales that are determined by the existing products to that of the existing market share.  
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Figure 2: Ansoff’s Matrix Theory
(Source: Chun et al., 2019, p. 130)
“Development of the products” also helps in focusing on the introduction of new products to that of the existing market and "development of the market" initiates in entering a new market using existing products, and on the other hand, diversification, focuses upon the entering of new markets with the introduction of new products (Contois, 2020, p. 243). Ansoff’s matrix is a market expansion tool that is used by organizations to analyse and also to plan strategies for the growth of the company. On the other hand, Institutional theory helps in the explanation, planning, and to execute better communicative impact over ASDA. This is because the theory is dependent on deep and much more resilient aspects that are within the social structure. 
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Figure 3: Institutional Theory
(Source: Kalk et al., 2019, p. 120)
The institutional theory also considers the processes that are dependent within the structure that involves, “schemes”, “rules”, “norms", and "routines" as these are established in the form of the authoritative guidelines that are involved within the social behaviour. Institutional theory is such an approach that helps in the understanding of organizational and also initiating the managerial practices that are involved within the management theory. This is due to the abilities that initiate in explaining organizational behaviour that initiates in defying within the economy rationally. Thus, marketing theories are much necessary for the identification of target customers and initiation in engaging with the target customers. 
[bookmark: _Toc90395805]The mechanism for engaging with audiences through encouraging them to ask questions and leave comments
Engagement of ASDA through the audience feedback helps in analysing the productive scale of the company. Through receiving feedback from the consumers, the company can make necessary decisions for productive growth in the market of the company. These are essential for the guidance and in informing the decisions of the customers about the products or the services they are receiving. As determined by Celdran et al., (2019, p. 170), feedbacks also influence improving the products or the services of the company and product innovations and changes within the products or services of ASDA. Moreover, feedback helps organizations to analyse the satisfaction level of the consumers and also handle consumers' viewpoints through products, supports, or else the companies are not valued. The collection of consumer feedback helps ASDA companies to see the values of the customers and their values. 
[image: ]    
Figure 4: Importance of Customer feedback 
(Source: Kim, 2018, p. 180)
As many companies are analysed to be lacking in sales or are simply not being able to keep the right kind of customer base because this also affects the production level of the company. This can also happen if companies do not have time to listen to their customers. ASDA is initiated to listen to its target customers as listening to the customers helps to have the best moves for encouraging a business forward. Thus, feedback initiates in evaluating "customer engagement", "understanding the costumes", "improvement within products", "obtaining testimonials", and evaluation", these help to have better things ahead. Feedbacks or information that is collected marks the satisfaction and the dissatisfaction of customers. These are needed to be handled positively by the company and improve the experience of the customers. Thus, feedback helps ASDA in allowing this company to get a pulse on how the customers are feeling about the company and its products or services.  Customer satisfaction also matters and thus getting feedback both negative and positive are necessary so that if negative feedback is coming then the company can initiate or apply an improved strategy for improving and ultimately satisfying the customers’ needs. 
[bookmark: _Toc90395806]Marketing mix of the chosen business organization
 Product: ASDA provides a wide range of products that involve fresh foods, grocery, clothing, home and entertainment goods. Customers are independent to buy “fresh”, “chilled”, and “frozen food items”, “drinks, health” and “beauty products”. This company is one of the leading retail chains in the UK. Its products and services range from unique as well as in variety. Other than these, the supermarket retail business has a core element that offers a mobile company that is based upon the “EE network”, as a financial company amongst other retail industries.     
Place: ASDA has its presence in several platforms and places as they have two channels of distribution “offline”, and “online”. The company has over “600” stores across the UK and within its online platform. ASDA has a range of store formats that are “supercentres’ ', “superstores”, “supermarkets”, “Asda living”, and “petrol filling stations' '. “ASDA Superstores” are comparatively smaller than “ASDA Supercentres” where most of the items are based on dining facilities and petrol-filling stations (Ozanne et al., 2018, p. 240). ASDA Living are general merchandise outlets that offer non-food ranges as the company is opened within twenty-six depots within the distribution centre that is across the United Kingdom for products like “clothing”, “chilled foods”, “cereals”, and “carbonated drinks”. The techniques of the store are used for greater profitability and also for long-term impacts. ASDA is also believed to follow local store techniques. As the company had plans to have over 100 stores that are non-food within five years of starting company in 2010, it had been an ambitious company.   
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Figure 5: Marketing Mix 
(Source: Sergio and Forsythe, 2018, p. 10)
Price: ASDA has been recognized with its revenues and operating income at “21,666 million pounds” and “791.7 million pounds respectively at the end of the financial year of “2016”. The company is considered to be targeted customers of moderate means and hence these are being positioned within it as these are being reasonably within the market destination (Wani, 2018).  Thus, ASDA is having a wide range of product portfolios and is also having beliefs within the mass selling of their products to their target market and target customers. The company has adopted all cheap and reasonable pricing strategies that have improved its stand in attracting customers and building its consumers based in the UK. The brand also emphasizes over low-price strategy and also has been able to create high sales volume; this also provides huge profit margins for the company’s economy.
Promotion: ASDA is considered to be having strong beliefs that are a way for success within the aggressive marketing policy. This has also been initiated to create eye-catching commercials that are used for advertising through “newspapers'', “leaflets'', “billboards'', “hoardings'', “television channels'', and also through ''radio ``. Moreover, ASDA also uses social media platforms like “Youtube”, “Facebook”, and “Twitter” for creating positive brand equity. As a part of the promotional strategy, these are announced as a period of discounts and also as incentives for the company. ASDA has been recognized as having the power of celebrity endorsements and this company has been roped around numerous famous personalities as these are the parts of promotional strategy.  
[bookmark: _Toc90395807]Segmentation, target market, and positioning
Segmentation: ASDA looks within the market segmentation into different consumers that are based on demographics, location, and income groups. Marketing campaigns have been undertaken by the business that appears that ASDA has a market segmentation, which involves the appeal of those families that are lower incomes. The segmentation of the ASDA focuses on being the cheapest with indicative of the primary target markets. As this business is having somewhat a specialized over the business model, a focus on the low-cost, which are recognized in turn that could impede quality (Luaran et al., 2018, p. 265). This helps in the positioning of the company as a low-cost that is at the end of the market. These are however being considered to be given new entrants and intensifies competition for finding this hard to compete and to develop within new competitions of the company. 
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Figure 6: STP model
(Source: Luaran et al., 2018, p. 265)
Target market: Target markets of ASDA are almost all over the UK, however, most of the general customers of ASDA are women who are of the age group of "20s" or "30s". These are the women who buy the products every day that are also used by themselves and also by their families. 
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Figure 7: Positioning map of ASDA
(Source: Developed by author)
Positioning: ASDA is one of the fourth largest supermarkets in the UK despite its competitors. UK customers are price sensitive so they get easily attracted as they follow the best product quality with having low pricing of the products. Best quality with low pricing helps to increase the consumer base and in having the stronger attraction of consumers.  
[bookmark: _Toc90395808]Conclusion
This blog explains the importance of having better-communicating methods and tactics for overcoming the hurdles which are faced by ASDA. These are done with the marketing theories, marketing mix, and the application of the STP model for improving the communication within the company and attaining better customer satisfaction and position in the market. 
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