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[bookmark: _Toc89969302]Introduction 
The assignment includes blog posts for determination of communication activities of the UK's largest supermarket chain Tesco Plc. The blogs present the segmentation, targeting, and positioning for understanding the communication process of the company with its targeted audience. The assignment aims to create awareness and stimulate dialogs between the company and its customers.   
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[bookmark: _GoBack]Blog Posts 
Blog 1: 
Communication strategy of Tesco Plc
Written by: Roxana Nita
Tesco Plc has a wide portfolio of products which are handled 7005 stores in the marketplace. As the company serves millions of customers, Tesco uses traditional and online methods for interacting and communicating with its customers. The company buses verbal and formal communication processes to interact with the customers visiting the stores, the feedback and information shared by the customers help the company to evolve its products (Tescoplc., 2021). The customer service department of Tesco uses the telephonic communication method for interaction with the customers in relation to solve queries, resolve issues, and develop customer relationships. The online portal or the corporate website of the business is another source to include brief communication processing with audience of the company. The portal includes frequently asked questions and spaces for comments of the customers. Digital tools such as mobile applications and social media have become the most used source for interacting and communicating with the targeted audience of the business (Hendriyani and Raharja, 2018). In most cases, mobile applications have been increasingly used for understanding the needs and requirements of the customers. It has become one of the reliable approaches ore strategies for Tesco for increasing its interaction with the targeted audience or customer base.            	
Blog 2: 
Segmentation and targeting at Tesco
Written by: Roxana Nita
Segmentation and targeting are utilized for communicating with the customers by dividing the large population into a small group of people based on similar values, needs, and characteristics. The segmentation and targeting provide the specification of the targeted audience based on the products (Camilleri, 2018). The company uses advertising and promotional strategies to communicate to these targeted audiences for easy reach, explaining about the proposed products, influencing for purchase by the customers. Tesco uses demographical segmentation for targeting and communicating with its audiences. The income of the customers has been the prime target for the company; it focuses on the average earning individuals from middle-class families for proposing its products and services which are usually based on a low-cost (Dudovskiy, 2021). The variable of income is used by Tesco for the deification of the customers, who can afford its products easily. The communication is formed by observing the customer income aspect and presenting pecan-friendly products to attract and retain customers. Tesco includes a differentiation targeting strategy; it makes additional investments to the promotion and advertising for the affluent locations for serving high-priced products.          

Blog 3: 
Value positioning and communication in Tesco
Written by: Roxana Nita
It communicates the benefits, features, value additions that could be gained by a customer. The value positing strategy is one of the distinctive methods of communication activities for Tesco. The clear short statement includes conveying about the product for motivating and influencing the purchase decision making of the customers. The value positioning strategy is stated as a clear statement of the business entity that establishes clear communication about the products to the customers (Peng et al., 2018). Tesco understands the needs, requirements, and issues of the customers better than anyone. The company gives priority to the activeness, innovation, and customer-centric approach for proposing its products and services. It provides a low-cost large profile of products and services which includes high-quality assurance and sustainable usage for the customers. Every product of Tesco ensures that no competing firms or supermarkets can beat the brand in terms of pricing. The value positioning of Tesco communicates about its customer-first approach to understand the needs and deliver the same for increasing customer attraction and loyalty. It uses the value positing for communicating about the low-cost features which can easy to go to packets of the customers. The positioning activity of Tesco is used for conveying the offerings which are suitable and comparatively beneficial for the customers in the market.           
Blog 4: 
Marketing mix and communication of Tesco
Written by: Roxana Nita
The marketing mix communicates about the strategic approach of the business entity for presenting, positioning, availing, and increasing performance of its products through product, price, place, and promotion. The product conveys a detailed set of proposed products and services offered by the business, the pricing states the pricing strategy for increasing the attention of the customers, place coveys the channel of distribution and availability of the product to the customers Dost et al., 2019). The promotion uses tools of advertising and awareness to convey the products to the targeted audience to gain their attention. Tesco's marketing mix communicates about the large portfolio of products and services it has presented under the supermarket, hypermarket, superstores, and convenience stores of the business. Cost leadership strategy is used by the business entity for providing low pricing maintained for its all set of products for the customers (Rahman,  2021). The marketing mix of Tesco has conveyed that with the use of a large number of physical stores, mobile applications, and company websites, the entity avails all required products for the customers. Tesco communicates about its products with the customers through television, magazines, and newspaper advertisements. The company also uses digital marketing, social media tools for interacting and communicating about its products.    

Blog 5: 
Communication mix of Tesco
Written by: Roxana Nita

In marketing, the communication mix includes all the tools, techniques, and approaches that are used by the business for communicating with its targeted audience. The key elements of the communication mix include advertising that creates awareness and conveys about the product offering, direct marketing includes targeting a specific set of individuals, or communicating and creating awareness over the product (Marzuki, 2021). Personal selling is used for face-to-face selling or telephonic selling of the products to the customers creating oral or verbal communication. The public relation and sales promotions are used by Tesco for increasing and creating awareness over the product with the use of offline to online sources. As per the elements of communication, Tesco uses direct marketing, advertising, sales promotion, and public relations for interaction and communicating with its customers. Tesco uses third-party agencies for the development of public relations and increasing interaction with the customers in the market. Presently team spirit is hired by the company for the management of its public relations; it is responsible for creating awareness on the role of Tesco services in the market (Harrington, 2021). The use of social media, websites, television, magazines, and offline advertising tools helps Tesco to interact about the products and convey the benefits from the proposed products to its targeted audience. 
Blog 6: 
Digital technologies and communication
Written by: Roxana Nita
Digital technologies have advanced the communication procedure of the business entities in the market. The technologies have been added big data accessing, gathering, processing sharing, which has helped the business entities to learn more about the customers. With the use of technological tools such as messenger, WhatsApp, digital gadgets, email, Skype, and Google hangouts, the business entities are been able to make instant communication with the customers (Harris-Briggs, 2018). The employees of Tesco has gained additional source to increase interaction with its customers 24*7. The technologies have increased the security concerns which have developed safe sharing of personal details of the customers with Tesco to provide better-personalized services and interact with customers to understand their future needs and requirements. Smartphones, tablets, gadgets, are been used for seamless communication and solving instant queries and problems of customers to increase their experiences. The mobile application of Tesco has been widely used for interacting with the customers for presenting much proper and accurate service and product offering.        
Blog 7:  
Social customer service of Tesco
Written by: Roxana Nita
The communication and exchange of dialogues is been used by the business with the social, media, advertising, product packaging, exhibitions, event promotions, and websites. Tesco team uses social media channels for providing information about the activities, plans, and product offerings. It includes information about the sources which could be used by the customers for communicating with the representatives of the company. The instant responses are been introduced under the customer service program, where the comments, complaints, and observations of the customers through social media networks such as Twitter are instantly responded to by the repetition of the company. This increases communication experiences for the customers and helps to enhance their loyalty towards the brand. The instant responses towards the customer comments and tweets define the accountability and transparency of Tesco and its employees towards the customers. 
[bookmark: _Toc89969304]Conclusion 
The blog posts have presented a brief evaluation of the set of accommodation activities engaged by Tesco Plc for interacting, connecting, and developing a relationship with its targeted audiences. The use of value positing and marketing mix increases the communication over the product, whereas the communication mix and verbal communication are direct sources for interacting with its customers. 
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