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Executive Summary

This report provides a digital marketing plan for Tesco Finest, an existing premium range of products from Tesco. The campaign, called “Host with Finest”, aims to attract a new audience of young urban professionals aged between 25 and 40 years old who like to entertain at home, but still want to have premium products at reasonable prices. The campaign addresses changes in customer behavior, increased interest in home entertainment, desire for convenience, use of digital channels and importance of buying premium products with value for money.
The proposal suggests that Tesco will promote Tesco Finest as the best solution for affordable premium “hosting” products, which can turn dining and entertainment events into stylish occasions without the high prices charged by specialized retailers. The strategy is based on segmentation and targeting theories which are used to find the most appealing customers and provide them with a clear value proposition.
The digital channels that will be used in the campaign include Instagram, Pinterest, YouTube Shorts, paid search, personalisation of Tesco Clubcard, email marketing, usage of influence marketing and augmented reality tools that will help customers in making menu and table planning decisions. The campaign will take place over a period of 12 weeks and will provide information for the consumers as well as promotions that aim for conversion.
The campaign’s success will be judged according to the ideas of performance measurement based on reach, engagement, CTR, attributed sales, conversion rate, average basket value, return on ads expense, repeat purchase and level of customer satisfaction. In conclusion, it can be stated that the report shows that Tesco can develop the Tesco Finest brand by targeting younger consumers looking for premium services in the digital retail world.

Introduction

Marketing plans need to have a clear outline of the possibility of what business opportunities and aims to offer that need to be accomplished through the suitable usage of marketing actions. Proper marketing plans need to determine who the customer in question is and what the offer is, along with how to reach and acquire the customer (Dib, 2025). It should be also mentioned that marketing is not only about advertising but more about providing the customer with more value and satisfying the needs better than the competitors (Kumar, 2023).
This report describes a new digital marketing campaign for Tesco Finest, which is a premium line from Tesco. Unlike previous campaigns that broadly target the grocery market, the campaign is focused on young urban professionals. These are people who frequently entertain guests but haven’t considered Tesco Finest as an option for that.
The campaign has an idea named “Host with Finest”, which aims at changing the customers’ perception that Tesco Finest is a good choice for the modern occasion of gathering. The main idea of the campaign is expressed in the slogan: “The premium hosting is here to become simple, stylish, and affordable.”
For a period of 3 months, different marketing activities will be conducted in the cities of UK as a part of the campaign. Besides offering the consumers various promotional offers, the campaign will include the creation of activities characterized by inspirational content that will help to engage customers. 

Rationale

The rationale of the campaign is based on shifts in lifestyle and shopping behavior. Today, young urban consumers tend to celebrate their social occasions at home and for this purpose use various options. Rather than paying for restaurant meals, young professionals may choose to organise evenings with nibbles and wine, eating out at home or over brunches and dinner parties. This is where Tesco Finest comes in. According to Palamarchuk and Korkach (2023), the advent of digital marketing is essential to meet the demands of companies nowadays as more consumers search and shop online, whereas Dsouza (2023) mentions that digital marketing evolved alongside consumer’s expectations of convenience and real-time experience. Thus, Tesco requires a promotional operation that would tell consumers not only about its products but also indicate how they can fit into buyers’ lives.
Tesco Finest line of products does provide high-quality food, snacks, sweets and drinks; thus, the product range is OK, but the problem is perceptual. Some young professionals may think about premium home entertaining in the terms of specialized supermarkets or independent grocery shops instead of Tesco. Consequently, the campaign cannot just promote the goods, but it must modify the perceptions.
Sharabati et al. (2024) state that digital marketing can optimize company performance if it is in keeping with the modern digitalization and customer-oriented marketing approach. Likewise, Wild Ali and Ortega-Gutierrez (2025) state that digital marketing is a way to reach more customers and communicate better. For Tesco, this means creating experience-oriented campaign instead of just telling consumers about the products.
The value proposition of the promotional operation states this:
“Tesco Finest is the solution for young professional to have great occasions at home without spending too much.”
This statement includes three aspects: good quality, convenience and affordability. Consumers are still interested in high-end experiences but care about pricing; thus, it is timely. 
The campaign has the following objectives: 
· Increase the sales of Tesco Finest among the target audience by 15% during the period of the campaign.
· Achieving a 10% increase in the average basket value of Tesco Finest purchases.
· Attract 50,000 visits to the campaign’s landing page.
· Achieve the return on advertising spent that would be at least 3:1. 
These objectives are commercialised and measurable, which contributes to effective planning.

Segmentation, Targeting and Positioning

Segmentation, targeting and positioning are very important concepts in successful strategy. According to Schlegelmilch (2022), it is important to segment the market and choose the specific segment to target and develop a distinctive position in the customer’s mind, while Gusmao et al. (2025) indicate that segmentation, targeting and position play important role when they are aligned with the market needs.
1. Segmentation
The Tesco Finest campaign comprises four types of segmentation.
a. Demographic segmentation
The main segment is the target group of adults aged from 25 to 40, which is mainly adults working in cities and towns. These customers earn good money but still think whether what they are paying is per value for money. They can be single, involve couples and families and still being active socially.
b. Geographic segmentation
Here, the campaign targets cities like London, Manchester, Birmingham, Bristol and Leeds since there are strong advantages at primary centers of the UK.
c. Psychographic segmentation 
They enjoy utilising social media in their lives and having interesting experiences, but they also want to find convenient solutions fitting their busy lifestyles.
d. Behavioral segmentation
The campaign focuses on consumers who utilise online shopping, seek food inspiration on social media, buy premium goods for unique events, and ensure appropriate ways to respond to promotions and loyalty programs.
Gabhane et al. (2023) put forward the idea stating that the trends in digital marketing are caused by changing online shopping habits of consumers. It is especially applicable in this case given that the target audience is motivated not only by the price but by the visual appeal of the product, its ease of usage, and the inspiration it provides.
2. Targeting
Tesco needs to use the differentiated approach to targeting and mainly focus on young professionals who are interested in affordable premium solutions for hosting people at home. This target group includes:
· people who hold dinner parties informally.
· couples who prepare meals for romantic evenings.
· friends who spend evenings drinking cocktails.
· young professionals organizing parties according to the seasons.
This differentiated approach is more effective than mass marketing because the message can be adjusted according to events. Sintani et al. (2023) claim that the right marketing approach is closely connected with values, and in the marketing campaign, values are created by connecting Tesco Finest to the events.
3. Positioning
The desired positioning statement is “Tesco Finest is the affordable product line for young professionals who want to host stylish social events. “Tesco has strategist to sell its product based on the high premium overall experience rather than merely competing on being affordable. The campaign creative will promote this strategy. The campaign creative will employ sophisticated and relatable visuals, such as table setups, sharing boards, ready desserts, wine pairings, and fast serving ideas. It implies that the concept of value encompasses more than just having a good price.  

Digital Platforms and Campaign Implementation

The campaign will utilise various digital approaches. 
1. Instagram and Pinterest
Instagram and Pinterest will provide major inspirations for the campaign. Instagram Reels and Instagram Stories will demonstrate relevant content. Through Instagram, the audience will get tips on how to set the tables quickly, provide seasonal grazing boards, and offer ideas about three-course meal serving. Pinterest will visually contribute to the users’ decision-making process. Such channels are vital as the target audience is mostly visual and entertains itself through social media.
2. YouTube Shorts
Short videos on YouTube will show easy tips, recipes, and applicable serving ideas. They will be effective and will target conversions. The campaign leverages YouTube content to aid consumers in mastering the use of Tesco products with ease and confidence.
3. Collaboration with influencers and social media
The campaign will feature various popular lifestyles, food and home content creators who attract the attention of the audience. Some influencers will be challenged with “homemade dinner party for under £30”, table decoration and home entertaining content creation.
Bellaaj (2023) reveals that digital platforms tend to be used in an integrated way rather than alone and this is particularly true for collaboration with influencers. Influencers are not going to act independently since their content will be monetized via their own social platforms, promotions and Tesco promotional site.
4. Personalisation of Tesco Clubcard messages
Using Tesco Clubcard data, the company will personalise the messages sent to customers with relevant offers, new recipe suggestions and bundles. For example, customers who purchase wine, sweet courses and other premium snacks may receive appropriate messages personally.
According to Tajpour et al. (2022) both social media and knowledge management approaches may support organizations’ sustainable development through better use of information. In its campaign Tesco will be able to use customers’ data more wisely thus making the messages more relevant and avoiding useless messages.
5. Paid search and landing page
Paid search will include the following key phrases “Food ideas for dinner parties”, “Easy food for entertaining”, “Premium supermarket food” and “Dinner date meal deal”. Search ads would refer users to a custom campaign landing page with occasion bundles, recipes, and product suggestions. 
6.  Augmented Reality Component
A simple AR feature could enable users to see a table setup or presentation of serving board through mobile devices. According to Rauschnabel et al. (2022) augment reality marketing can increase customer engagement and customer experience with the brand. For Tesco, this component will help to create novelty and engagement and enhance premium image of Tesco Finest.
The campaign will appear in three stages: 
· Stage 1: Awareness, the start of content themed launch and influencer 
· Stage 2: Engagement and conversion-the recipe content, bundles, paid ads, and Clubcard targeting 
· Stage 3: Retention and optimization, remarketing, encouraging re-purchases and analysis 

Measuring success of the marketing plan

Measuring is crucial for understanding whether the campaign is creating business value. According to Solntsev et al. (2023) digital marketing is a significant development tool in global competition and companies need to pay much attention to the results of their activities. In addition to that Deku, Wang, Preko (2024) indicate that the use of digital marketing can enhance performance provided that the results are adequately analyzed.
The effectiveness of the Tesco Finest campaign will be measured across the five areas: 
1. Awareness metrics
· Reach and impressions
· Video views
· Follower growth
· Traffic to landing page 
These parameters will reveal whether the target market is aware of the campaign.
2. Engagement Metrics
· Likes, Comments, and Shares,
· Saves on social media platforms,
· Rate of Click-Through,
· Duration spent on the campaign page.
These metrics will show the audience the relevance and inspiration of the content.
3. Conversion Metrics
· Online purchases of Tesco Finest products,
· Purchase attributed to the campaign,
· Conversion from landing page to basket,
· Value of the basket.
These are especially important because the goal is not only visibility but an increase in sales.
4. Retention Metrics
· Rate of repeat purchase,
· Rate of opens and clicks through e-mail,
· Returning visitors to the campaign page,
· Growing rate of repeat baskets.
This means a lot because the goal is to establish Tesco's Finest as the number one choice for the entertaining tradition of how to entertain people at home.

5. Financial Metrics
· Cost of customer acquisition,
· ROI in advertising,
· Increment in money thanks to Tesco's Finest,
· Margin contribution of the promoted product bundles.
The dashboard should be updated to monitor the efficiency of marketing channels used.

Conclusion

The current report proposes a new marketing campaign called “The Host with the Finest” for Tesco which targets young urban professionals interested in inviting people to their home. The campaign is based on existing premium products aligned with the increasing demand for stylish, modern, and affordable ways of entertaining people.
The justification for the proposal is very strong since it accounts for current trends in consumer behavior and explains impulse thinking. The use of market segmentation, targeting, and positioning can help define the exact market and create a unique message.
The effectiveness of the campaign can be measured due to the above-mentioned metrics showing how successful the advertisement is and how it can help businesses grow.
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