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INTRODUCTION

Blog or Weblog is an easiest and effective channel for market communication that allows establishing a positive report of the business with the target audience. It is a two-way communication between business and its consumer that helps in advertising the business in the desired way and get feedback from the consumers (Ross, 2018).
In this report six different blogs for the marketing communications of Checkout.com company are presented.


BLOG POST 1Checkout.com: Automated chargebacks are the new solutions for connected payments in business
Checkout.com provides innovative and techno-rich payment solutions to the businesses to enable for providing an improved checkout experience. The solutions are available in 150 different currency system using API (Application Programming Interface) including filters of world-class fraud detectors and in-country acquiring system. It works in collaboration with the Chargehound to provide API based payment solutions for chargeback options in payments. It has solved the disputes of Patreon with different payment service provided such as Braintree, PayPal and Stripe in the initial two years partnership with Chargehound.

[image: ]
Even in this situation of COVID-19 pandemic in the world, Checkout.com is providing solutions to uncertain economic conditions. This has increased the allocation of employees in strategic fraud management. Patreon is getting immense support for providing payments for its clients (artists) for their work in a feasible way on which they can rely. The issues of chargebacks have been resolved by the technological solutions provided by Checkout.com.
As Chargehound can process 250.000 chargeback per minute in different currencies of the world, the integration of Checkout.com on the project with Patreon has increased its business value for merchants. This has helped in creating community in which the creators (artists) and their fans can connect, promote their art, buy and sell their art and increase the reliability of medium in business activities. 

 (Source: Chargehound, 2020)


BLOG POST 2Checkout.com: Social Media is the future of global business connectivity
On an average of 4.8 billion of the population uses social media that accounts for approximately half of the total internet users globally. In this social media using population, 2.6 billion uses Facebook as a preferred platform for social networking. 1.2 billion uses ‘We chat’ and around 1 billion uses Instagram.
These increasing uses of social media are the result of increased affordability to buy and use smartphones, as more than 4 billion people around the world use smartphones. These figures different countries as the population of Qatar, Kuwait and UAE uses social media regularly.
72% Chinese, 17% Kenyans, 13% Nigerians and 70% of the US population uses social media for liking posts, sharing and chatting. This differential usage and purpose of usage has one thing in common and that is increased usage of smartphones.
The business world has adopted social media as a first step in increasing its consumer base and increasing the market presence. This has increased e-commerce usage in the business market and online payments have established its roots globally. Checkout.com is using this opportunity to customise and enhance their payment methods. The effectiveness of Checkout.com lies in its focus on the consumer-based approach in the structuring and designing of the payment dashboard. 

(Source: Checkout.com, 2020)


BLOG POST 3New products launched by Checkout.com in 2019
2019 had been an exceptional year for Checkout.com from the perspective of business growth as it has launched several new and innovative products in the market. The year started with the launch of a modern platform that is a unified API for all payment solutions of the clients. This has increased the seamlessness in reconciliation, business growth and increased conversions for the clients. The platform has integrated all payment-related features in a single place to provide befits to the merchants for using advanced features.
The launch of 3DS2 solution has increased the payment methods that will help the merchants in increasing transaction by access more customers all across the world. To expand globally, the company has licensed the brand to an institution of e-money in Portugal and France. This will increase the European business activities of Checkout.com by comprehensively increasing the payment services. 
[image: ]
The Sunday Times Tech Track 100 has started Checkout.com as one of the fastest-growing companies in the information and technology industry of the UK. The consistence growth in the business by introducing new and innovative tech products has brought the best Payment Solution – merchant to Checkout.com by Payments awards 2019. The European business of the company has increased its 60% growth in revenue due to increase diversity in the products and headcount of staff across 10 offices worldwide.  


(Source – Guillaume Pousaz, 2020)


BLOG POST 4The Global downturn in e-Commerce payment due to on-going Covid-19 pandemic
[image: ]
The global economic downturn in the economy due to on-going Covid-19 pandemic has declined the rate of online transactions. The increased frauds in the online payments have declined 2 billion US dollars per year in the UK economy, as the rate of legitimate transactions in the country. The merchants all over the world are not getting enough information about the market to take business decision. The reasons for declining consumer payments have no source of evidence due to rapidly shifting economic trends. This has increased the inefficiencies in the payment system during a pandemic and increased the losses to the payment-based companies.
[image: ]
The impact of the pandemic on the global economy is much of interplay of several factors such as the landscape of interest rate, liquidity patterns and changes in collective and individual consumer behaviour. Due to the expected decline in the business revenues, the merchants and investors have already decreased their investments in the payment’s companies. It is expected to have a 1.5% decline in the GDP that will cause a decline of 8% in the online payment transactions. The transactions across the borders are likely to decline due to restraints of COVID-19 pandemic in both B2B as well as B2C contexts.

(Source – PWC, 2020)


BLOG POST 5Recouping sales in the festive season
[image: ]

The recent data of consumer behaviour states that they are likely to spend £500 more in the festive season which could be a great opportunity for the retailers to recoup their lost sales from the first half of the year. One in five consumers confirms that they will be spending less this festive season due to lack of finances. The likely situation of spending through online modes has increased by 19% than the last year. Therefore, the retailers can regain lost sales from online payments. The online payment industry has gained increased demand of consumers for different features for the payment process including multiple payment methods. The new methods of by now pay later has increased the interest of shoppers in spending more through online shopping methods. The delay in payments due to lack of choices in the payment methods and archaic infrastructure of e-commerce can lead the businesses to lose consumer for the competitors.


(Source – Shaw, 2020)


BLOG POST 6Acquisition of Payment Optimisation start-up ProcessOut by Checkout.com
The new start-up ProcessOut has been acquired by Checkout.com to increase efficiency in multiple currencies and different payment methods. The payments methods provided by Checkout.com company include Google Pay, Apple Pay, iDEAL, e-wallets, Klarna, Giropay, Alipay and Paypal. There is a total of 150 currencies in which Checkout.com accepts payments. In this collaboration, the payment methods of the Checkout.com has increased their efficiency by providing the feature of suggesting best payment methods as per the background of the payment process. For instance, there is some local payment provider that does not work on the global payment process.
A customised dashboard for every user of the company has been provided to know the summary and details of the payments and transactions done by them. The feature of matching transactions of bank and other payment provider has also been provided that can be downloaded in report form. This acquisition has been giving the insights of different payment providers to Checkout.com that is beneficial for enhancing its knowledge base. The small route of the payment generated by Checkout.com helps give an easy interface and process that can be used for every payment provider associated with the company.

(Source – Pousaz, 2020)



CONCLUSION

It can be concluded that the concept of blogging works differently when it comes to marketing communications as it provides an interactive process of communicating but there are no direct advertisements of the business as presented in the blogs. In this way, Checkout.com use different components of the marketing mix to enhance their business value in the minds of consumers.
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