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Blogging to communicate – TESCO

[bookmark: _Toc92368631]Executive summary
The following individual assignment is meant to focus on what the processes of segmentation, targeting and positioning mean in the context of Tesco company. The processes will be defined on a general basis and after that, it will be stated how Tesco has undertaken them. Further, there will be written blog posts that will focus on the above-mentioned processes, and they will have as the main goal to keep in touch and communicate with the target customers of Tesco company. The blog posts will also aim to engage with customers and encourage them to express their feelings, negative situations as well as the positive ones in order to be analyzed and better figure out what the needs of the customers are. Last but not least, there will be made several blog posts that will aim to engage with customers about the marketing mix strategies. 

[bookmark: _Toc92368632]Introduction
Tesco is a company have been founded in 1956 and headquartered in London, Easy End. It became the fourth biggest retailer in the world and the biggest one in the United Kingdom. Due to this fact, Tesco is having 30% share of the supermarket sector in the country and their profits are huge, around £3.4 billion. The company have started to expand in 1996 first in Hungary and now it is spread on over 14 countries which helped the company to become the most profitable online grocery store in the entire world. (Ferreira-Marques & Davey, 2010)






[bookmark: _Toc92368633]STP Marketing Model

The STP Marketing Model (Segmentation, Targeting and Positioning is a very frequently used model by the big and small companies due to the fact that it aims to have a better understanding of the market for a further development of the company in the future by accessing the information gathered in the STP processes. Moreover, the model is used mainly to enhance the communication with the customers that is vital for companies such as Tesco in order to be able to provide the needed techniques to satisfy the customer’s needs. (Hanlon, 2021)
The professional marketers use the Segmentation, Targeting and Positioning method in order to figure out how to express towards the different segments of audience and enhance the communication with them. As each segment is different, the funnel of the three processes gives a wider perspective of each segment so the company may act accordignly and the required implementations. (Mind Tools, 2021)

[bookmark: _Toc92368634]Market Segmentation, Targeting and Positioning - Tesco
Usually, Tesco segments their market into middle-income people with a family, people who put accent on quality, another segment is made of people who look for reasonable prices and quality as well. One worth to mention segment is the people who sustain practices that help protecting the environment also.  (Pane, 2021)
From the geographic point of view, Tesco is concerning about the customers in UK and other 13 countries they have opened stores in from both rural and urban areas. From demographic point of view, Tesco is delivering products for all ages, all genders as well as single individuals or those who have a family. In matter of occupation, Tesco’s products target the students, the professionals and also employees with low, middle and high income. In matter of psychographic terms, the company is offering their products mainly for customers that have a normal to expensive lifestyle and easy-going people. Active users are the most targeted by Tesco as the products are not meant to stay on the shelves for long time when it comes to food. (Tesco, 2021)
While the segmentation and targeting processes were explained above, one of the lost interesting aspects of the positioning process of Tesco is that it is made specifically for each targeted group of customers from each segment. For example, the functional positioning os meant to position certain high-ended products with higher prices than the normal price range in Tesco for the customers that value quality over price. They will be targeted by introducing special places in Tesco stores that consists only of the high-quality products. Moreover, the Symbolic positioning aims the customers that buy responsibly and involve in protecting the environment or children exploited for labor purposes. The products that are cotton free for example, will be placed in a different spot in order to acquire the psychological view of the customers of buying responsibly. The price positioning targets the people that are concerned more about the prices and not necessary the quality of the products and which are constantly looking for promotions and cheap price ranges. On the other hand, the experiential positioning is included in the health and beauty range of products, and it allows the customer to try a foundation or a lipstick before purchasing it. (Dubosvkiy, 2016)

[bookmark: _Toc92368635]Blog posts: 
1. Tesco introduces a new loyalty program that allows customers to gain points and use them in order to get discounts up to 25% on selected products. The customers will gain 20 points/ 1-liter recycled cooking sunflower oil. As Tesco is one of the global retailers that protects the environment, wants to sustain as many recycling processes as possible. While accumulating 100 points, the customers will receive a coupon that will be applied at the cashier station so it will cut off up to 25% from the final payment bill of the customer. The main reason for which Tesco decided to step into the recycling the used cooking oil process is to create renewable energy that will be used as petroleum-based diesel fuel which help in heathing buildings and also to power vehicles and certain machines. On the other hand, the reduction of greenhouse gas emissions is another concern for Tesco which aims to help the ozone layer to regenerate. Up to 90% of the gas emissions are decreased while introducing the biodiesel file vehicles and machines. (Proceed Innovative, 2020)

The aim of the above blog post is to encourage the targeted group which is environmental-friendly to contribute to the process along with Tesco company and at the same time, encourages the buyers to enter in Tesco markets and purchase products and also giving them the change to benefit of certain discounts. 

2. Family packs will be introduced by Tesco for the customers that are having at least one kid. The packages will consist of buying a pack of product from certain selected brands such as hygiene products: shampoo, shower gel and tooth paste for her, shower gel for him and shower gel for the children. There are promotions up to 39% at clothing detergents and conditioners of 5kg and 5 liters. Tesco is mainly sustaining the idea of being together and think to each other’s needs. As if you have other recommendations to make regarding the products that you as the family would like to be included in the promotional package feel free to write us via Social Media platforms as we consider every comment and interaction with our customers. 

It is stated that group-focused promotions are more effective than the promotions that are focused on a single customer. For this reason, the above blog post is aiming to encourage people with families to buy more products from Tesco stores and give them coupons and several promotions that will catch their attention. Moreover, buying for more people increases the revenues for Tesco by encouraging the customers that are family oriented to buy bigger quantities of products. (Winterich, et al., 2014)

3. Tesco is aiming to introduce new technologies in order to make our customers purchasing foods experience easier and more pleasant. For this reason, there will be implemented scanners that will show the customers the prices according to their loyalty cards. So, the customers should start the scanning process by introducing their data or simply scanning their personal loyalty cards and after that to scan the promotional products to see how much they will pay for them at the cashier. Moreover, the coupons will be possible to be checked with the help of the scanner and customers will be allowed to use up to 3 coupons on the same product if it matches it and this means that the customers may buy some products for free and significant reduction on prices will lower the costs of purchasing food for long term. If customers will be encountering issues, they will be assessed by our robots in solving their problems. 

The blog post is willing to target the customers that look for reasonable prices and promotions in order to save monthly money for other personal things or pleasures. They are encouraging to collect the coupons and use them on the same product so they will be able to buy goods at cheaper prices. (I Can Infotech, no date)

4. Tesco is creating the cotton-free corner that involves products that are cotton-free in order to prevent labor exploition mainly for the children. We all know that cotton is one of the biggest industries around the world and it is not just used in fabric creation but also cotton seeds are used in making oil and in the food, we are constantly consuming. Because of this, the two countries that have the biggest production of cotton in the world, China and India are exploiting children to work on the cotton fields. The children are taking part of poor families and they are forced to work long hours with their parents in order to support their families. (World Vision Action, 2021). Tesco is being part of the anti-labor exploiton movement by introducing new cotton-free products on the market which make customers buy more responsibly. 

5.  Being concerned about all of their customers, Tesco is introducing the high-ended products corner in the stores. The corner consists of products that are part of the luxury line and have a higher price due to the high-quality it is provided. The customers that rely more on the quality than on the price will be able to delight themselves with a selected line of fine products that usually are found online, and they need time to get to their refrigerators. 

6. Tesco is willing to give the change for the customers to try on the health and beauty products by introducing samples for the related products. By this, the customer may try the product to see if it fits with their type of skin, lips and so on. The customers have now the possibility to choose exactly what kind of products matches their desire without risking paying money for something they will not take use of. 
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