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Executive Summary
The report suggests “Tesco Whoosh: Study, sorted”, a 12-week digital marketing campaign targeting UK University students to enter this segment for the existing Tesco service of rapid grocery delivery. The target group is the university students aged 18 – 24 residing in student dormitories or shared accommodation in Tesco Whoosh postcode areas. The campaign also addresses the instant need for grocery shopping due to unforeseen circumstances like running out of ingredients while cooking, studying late, or impromptu social gatherings while highlighting the value, reliability and benefits of Tesco’s Clubcard.
This marketing campaign will produce results by employing paid social media videos, ideas of student content creators, PPC advertisement, a special landing page, mobile application, and email notifications, geofencing, and retargeting. The results will be measured by reach of the campaign, first orders, cost of acquiring customers, conversion rates, repeated purchases, customer satisfaction, and return of advertising expenses. There will be a test and learn design using postcode holdouts and A/B-testing to evaluate whether this marketing campaign generates additional demand for the Tesco Whoosh service or not.






1. Introduction and Campaign Overview
Marketing strategy is not just a list of random advertising promotions, it connects potential opportunities for the market with coordinated actions and resources to be used (Westwood, 2025). This is also supported by Smith (2022), who highlights that in addition to objectives, audience and tactics, marketing activities must also focus on measurement.
This approach applies to Tesco Whoosh, an existing Tesco service that provides fast delivery of groceries and essential products from local stores. The new segment targeted for entering is UK University students aged 18 – 24. Even though several students have already started shopping at local supermarkets, this marketing strategy seeks to demonstrate the worth of students as a unique segment for Tesco Whoosh instead of Tesco’s grocery or online shopping.
The suggested name of the campaign is “Study, sorted.” which indicates that Tesco can resolve students’ last-minute grocery issues quickly and cheaply. The campaign will be tested over a period of twelve weeks in selected urban university campuses where Tesco Whoosh service is efficient.
2. Rationale
The opportunity for developing the campaign is based on the link between Tesco Whoosh and typical student behavior. University students experience budget constraints, irregular schedules, shared kitchens, and need small food purchases from time to time. Such conditions imply a situation in which it is not easy to get to the supermarket, but getting takeaway from a restaurant is also not so essential or too costly.
Some examples of situations may include the discovery of running out of milk before breakfast, needing to have some ingredients for dinner preparation or buying snacks at the time of studying, or buying essentials for the apartment at the last minute. Tesco Whoosh has an opportunity to serve that market by delivering products and groceries arriving from a known market player in a short time.
Moreover, the campaign also helps Tesco realization of its wider digital strategy.  As Kingsnorth puts it in (2025), “the best digital marketing strategy will combine customer value, platform choice, and business objectives.” In this case, customers’ value is created through fast access to essential goods, while the business goal is attracting new customers and getting new orders from them in the future.
In addition, as Purnomo (2023) notes, taking into consideration the right digital customer journeys and conversion activities lead to higher outcomes in terms of e-commerce sales. Furthermore, Mohindra et al. (2024) underline the interconnection between digital marketing and customers’ satisfaction. Therefore, it is crucial to convey clear information about delivery conditions, prices of products, promotional terms, and the availability of services.
Realistic messaging is crucial, as the company may generate initial sales but lose customers’ trust later if the services do not meet expectations.
The main proposition of the campaign includes:
“Last-minute groceries, affordable for students, fast delivery by Tesco.”
A discount of £5 will be given to every new customer who subscribes with his/her university email address together with free delivery on the second order. The first discount minimises the risk of spending money on the new service, while the second order will encourage the students to make use of Tesco Whoosh again and develop the habit of purchasing.
The campaign will apply solely to places with high-density students where Whoosh is implemented. This decision reduces the operational risk and allows Tesco to compare results achieved in the areas where the new service is available and in those where it is not.
The campaign has four goals:
· To attract 20,000 first order customers within a one-month pilot.
· To operate within a customer acquisition cost of £8 or less.
· To reach a 30% rate of second orders within a month.
· To obtain a return on advertising expenditure of no less than 3:1.
These goals are specific and measurable; therefore, Tesco will be able to define whether the new market is profitable. 
3. Segmentation, Targeting and Positioning
Segmentation, targeting, and positioning should be based on meaningful differences between the customers instead of alone demographic differences (Hossain, Akter, & Muzareba, 2024). Thus, the campaign will be based on demographic, geographic, psychographic, and behavioral variables.
3.1 . Segmentation
From a demographic perspective, the campaign targets university students aged 18-24, including foreign and domestic undergraduate students. This group is likely to have just started doing grocery shopping on their own. 
From a geographic perspective, the campaign will target students living in private student accommodation and halls of residence located within eligible postcodes in town Whoosh. High-density accommodation will allow Tesco to target numerous customers located within a limited delivery area. 
From a psychographic point of view, the audience is recognized as convenience-seeking, digitally savvy, price-conscious, and socially driven. Students may welcome the advantages of fast delivery but may remain sensitive to delivery charges, minimum basket values, and overall prices. 
From a behavioral view, students who are the perfect users of food or grocery delivery apps, are used to making small purchases, respond to different introductory discounts, and have urgent shopping needs can be referred to the segment. It is important to highlight that first-year students represent a good target because they are just starting to develop their shopping patterns and habits. 
The secondary audience may consist of postgraduate students who also suffer from similar time pressure and have the same behavior of digital purchases. However, the biggest part of the campaign’s budget will be spent on campaigns targeted at undergraduate students aged 18–24.
3.2 . Targeting
In this campaign, a concentrated targeting strategy will be applied. Instead of targeting every student in the UK, Tesco will target a specific section which is mobile users located in selected postcode regions, students looking up campus-related and university information and verify Tesco customers who did not use Whoosh before. Concentrated targeting makes it possible to tailor the message of the campaign and the promotional offer to the specific needs of students, and it helps to avoid wasting advertising budget on the areas where the service does not exist.

According to Helmold (2022), successful differentiation is achieved when there is a uniqueness that is noticed and appreciated by customers. In this connection, Tesco Whoosh will not be promoted as a high-end emergency or ordinary takeaway service. It will be advertised as a reliable and inexpensive grocery option for urgent needs.
3.3 . Positioning
Positioning statement for the campaign is as follows:
“For university students on a budget who need groceries, Tesco Whoosh is the rapid delivery service that provides well-known Tesco products, Clubcard discounts, and household goods right to students’ accommodation.”
The proposed positioning suggests a combination of the convenience offered and low prices. Creative advertisements will present typical student situations, such as running out of milk for breakfast, needing pasta sauce, buying snacks for exam preparation, and buying groceries for the flat share. Each ad will specify the promotional price, the ability to deliver quickly, and a call to action in a particular ad.
4. Implementation of Digital Campaigns and Tactics
The strategy for channels adopts a holistic perspective in managing every stage of the customer journey commencing with the familiarisation stage and culminating in the second purchase. According to Cai and Choi (2023), an omnichannel marketing campaign should manage customer engagement properly in order not to detrimentally affect their experience. In their turn, Pires et al. (2022) show that different digital channels play different roles in the process of decision-making of customers. The links to all campaign elements will redirect to one single mobile-optimised landing page which will help students check whether their postcode complies with the requirements and validate their university email address as well as know about the promotional offer and proceed to download the Tesco app or start the ordering experience with Whoosh. 
4.1 . TikTok and Instagram
Paid advertising on TikTok and Instagram Reels will comprise 35% of the media budget used for campaigns. The videos, which will last from six to fifteen seconds, will portray urgent situations faced by students. Geographical location, age, interests, and engagement with studying are going to be used as targeting criteria. Li et al. (2023) claim that social media is a good space for promotion and relationship establishment. Therefore, the content will be created in a way that it encourages audience participation using polls or commenting on the stories of the “flat mate emergency” rather than just one-way advertising. 
4.2 . Student Creators and Campus Ambassadors
Twenty percent of the media budget will be allocated for the engagement of micro-influencers, campus ambassadors, and university organisations. Smaller influencers are likely to be perceived by other students as more reliable and trustworthy compared to bigger celebrities. 
The content created by influencers will help illustrate how the ordering process goes, which products are available for purchase, and what the introductory offer is. All brands working with influencers will make sure that the sale process is depicted properly. 



4.3 . Paid Search
Paid search activities will be allocated 15% of the total budget. The keywords used in the campaign include “grocery delivery near me,” “grocery delivery during late hours,” “food delivery for students,” and “fast supermarket delivery.”  
4.4 . Tesco-Owned Digital Channels
10% of the budget will be dedicated to Tesco’s digital communication channels, such as email, mobile messaging, and push alerts. New registered users will automatically receive a brief onboarding presentation, which will contain welcome deals as well as a reminder about the expiration date for free shipping on the second order (Madan & Rosca, 2022).
Artificial intelligence can enhance customer experience and improve the quality of services (Sahut & Laroche, 2025).  Thus, Tesco can use consented user’s browsing and purchasing history to suggest baskets of products commonly purchased with student-friendly items that belong to the students’ shopping traditions like food for breakfast, pasta, study snacks, etc. At the same time, Tesco must not overdo its notifications or imply its clients in any way. 
In total 10% of the budget will be dedicated to geofencing and retargeting advertising, which would take place within or nearby universities. The audience for retargeting advertising should differ in terms of participants’ activities as well, like validation of postal codes, browsing products, and abandonment of baskets. The creator videos, search ads, landing pages visuals, and customer relationship messages will echo the same value proposition and offer terms.
The campaign will be divided into the following three stages:
· Two weeks of awareness campaign and creator seeking. 
· 8 weeks of customer acquisition and optimization. 
· Two weeks of focusing on repeat orders, referrals and evaluation.
5. How to measure the success of the Marketing Plan
The campaign will assess the level of awareness, acquisition, conversion, customer value, and experience.
Awareness indicators will be the unique reach, frequency in the target audience, video watch rate, increase in branded search queries, and the number of visits to the landing pages. Acquisition indicators will be click-through rate, cost per click, verified registrations, the first orders made, and the cost of acquisition per customer.
Conversion indicators will be the completion of postcode-check, landing page conversion rate, rate of abandoned baskets, the average order amount, and promotion redemption rate. Customer value indicators will include the second-order rate, revenue per acquired customer for the last thirty days, number of uses of referral codes, and return of advertisement spend.
Customer experience indicators will include the accuracy of delivery times, complaints, refunds, ratings of the mobile application, and satisfaction level after order placement. The weekly Tesco dashboard ought to make a comparison based on the postcode, copy, ad channel, time of day, and customer cohort. However, the decisions regarding optimization should be based on profitable first orders and the recurring behavior rather than cheap clicks only.
The causality of the campaign will be tested via matched holdout postcodes and A/B tests. Tesco needs to compare the regions taking part in the campaign with eligible regions exposed to ordinary communication from Tesco. A/B tests will help compare the videos of student-creators to videos by brands, alternative discounts, and different headlines for landing pages and second-order reminders. Purnomo (2023) backs up continuous improvement in conversion for e-commerce, while Smith (2022) points out the importance of feedback and control in digital planning. The campaign is considered successful in case it was able to achieve its four business objectives, ensure decent service quality, and justify the extra orders obtained.
In the case where the customer acquisition level is high, but the second-order rate within a period of thirty days is lower than 30%, it is necessary for Tesco to revise the offer, onboarding communication, and product recommendations before putting the campaign into action on a bigger scale.
6. Conclusion
“Tesco Whoosh: Study, sorted” provides an opportunity for this Tesco service to enter a new market where the company focuses on students. The competitive advantage here is that it is not the delivery speed that makes Tesco unique, but the timely convenience, loyalty, well-known products, loyalty card characteristics, and prices.
Targeted strategy makes it possible for Tesco to focus its spending on the regions only and send the message that reflects students’ existing problems. Paid social media, student-creator’s content, paid search, owned communication with customers, geofencing, and retargeting represent the best way from creating awareness to purchase.
The campaign includes controlled experiments and performance indicators that make it possible to control the effect of the campaign financially.
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