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[bookmark: _Toc111089565]Introduction 
Organisations are using technologies and internet for promotion and branding of the business. The organisation has been including blogging in their marketing strategy to connect with the customers (Sánchez-Villar et al., 2017). Blog represents the online journal where the record is presented of activities, value, learning, belief and thoughts. The application of blogging helps the business to promote the products and services. Also, the organisation can build trust with the potential customers while managing networking and linking through blogging (Yeh and Zoeckler, 2022). This part of assessment will focus on discussing the impacts of blogging on organisational effectiveness in the context of a retail organisation, Sainsbury’s. 
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When it comes to the success and business performance, the organisation has to think of the marketing and promotional approaches (Weinstein and McFarlane, 2016). The organisation can apply different tactics and strategies for the promotion where blogging is one of them. The blogging has helped Sainsbury’s in different ways. Even some of the retailers have seen how blogging benefits the business and has impacts on the business. From educating to influencing the customers, blogging can create benefits for the business (Kaplan and Haenlein, 2011). Hence, the organisations are using blogging to add value to the marketing and promotional approaches. 
The application of blogging helps the company to drive traffic to the website. From targeting to attracting the customer, the organisation has to work on strategy and methods (Sánchez-Villar et al., 2017). The blogging can help the organisation to create and publish a blog post for attracting more traffic. On the other hand, the organisation can work on its content and information to attract the customers. Over the period, Sainsbury’s has seen how blogging has helped the business to create blog posts and content in the websites. This can be part of inbound marketing for the company in the retail sector (Tsaur et al., 2013). In the meantime, Sainsbury’s has seen the impacts of blogging on goals and long-term results. Studies showed that the organisations with best business blogs can help the business to respond to the common questions which can lead to business growth and results (Yeh and Zoeckler, 2022). The responses and information in the content in blogging can help the organisation to create and manage trusts among the customers. Thus, Sainsbury’s has been applying blogging for linking the trusts and supports for the customers. 
Building links and networking can help the business to create brand value and trusts in the competitive environment (Hu et al., 2012). The application of blogging has always helped the business to create networking and links in the business markets. Sainsbury’s has been using blogging for reaching to the customers while developing networking and links in the business markets. The organisation has also seen the link up of blogging in the social media. The organisation can easily approach customers with the news and content for the customers while promoting the brand value (Zerfass et al., 2017). The organisation has to communicate and share products and company news. The organisation has been using blogging as the source of communicating company and product news for the business performance and success. Blogs tend to highlight what a company is up to and what the products are available for the customers. Sainsbury’s has been applying blogging for getting benefits in the business. The organisation has been applying extensive campaigns with the help of blogging where the content can be informative for the customers. Customers are reading blogs to make purchase decision and to make changes to their preferences (Kaplan and Haenlein, 2011). The organisation has seen how customers are relying on blogging and why the companies are using blogging to attract and educate the customers about the products. In the meantime, Sainsbury’s has seen the effectiveness of blogging for enhancing their content and sharing of information to the customers. 

















[bookmark: _Toc111089567]2. Different technologies/platforms achieve different results to reach different people
Technologies and platforms have been adopted by the companies to manage operational effectiveness and efficiency (Yeh and Zoeckler, 2022). Also, technologies help the business to promote the brand value, create awareness in the business markets and communicate the brand to the customers. In case of brand communication and promotion, the organisation tends to approach marketing and promotional approaches where blogging is one of the cost-effective methods (Tsaur et al., 2013). The organisation can use different platforms and technologies to use blogging for achieving different results and success while reaching to different customers. Sainsbury’s has been using blogging in different platforms for benefitting the business differently as not every platform provides similar number of the users. 
Over the period, the organisations are adopting different platform and media for the communication and blogging. From time to time, the selection of technologies and media for blogging has been different. In the recent year, certain platform and media have been identified for better performance and blogging (Weinstein and McFarlane, 2016). WordPress has been considered as the best option for blogging due to its effectiveness of reaching to customers and developing connection. Wix has been best for beginners and small organisations for building a professional blog. Squarespace has been best option for blogging for artists, and designers. In the meantime, LinkedIn is helpful for networking of the organisation (Sánchez-Villar et al., 2017). Medium is effective for writing to a built-in audience. These platform and media can help the organisation to manage blogging and content for the customers. 
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Every organisation thinks of the business efficiency and effectiveness to achieve the business success (Kaplan and Haenlein, 2011). The organisation applies strategies and techniques to improve their operation and business performance. To boost the brand of the business, the organisation has been applying blogging which is the cheapest ways for the business. Sainsbury’s has seen how the application of blogging has affected workplace efficiency and effectiveness. These are as follows:
The organisation tends to work on posting and sharing frequent and consistent content of the company that drives educational and entertainment value (Tsaur et al., 2013). This can definitely create value and traffic in websites of the company. In Sainsbury’s, the management has been using blogging for increasing traffic with higher number of content and information for stronger advertising revenue. This has also helped the business and employees to work on customer feedback system and content development for the success of business. 
The organisation attracts the customers for higher sale volume and business success. The application of blogging can bring attention of new customer (Hu et al., 2012). The organisation can update the blogs frequently and provide educational information to influence the customer for making the purchase decision. This has helped Sainsbury’s to work on operational management and effective customer services from the supports and productivity of the employees.  
Exposure is needed for the business organisations to improve their performance, promotion and brand value (Yeh and Zoeckler, 2022). Many business blogs provide answers to questions and the blogs can connect he customers in the business. The application of blogging can create stimulation and exposure for the business with less cost. Sainsbury’s has seen the effectiveness of blogging for creating exposure where the employees have to more creative and innovation for making interesting and engaging blogs. Creativity is required from the employees for operational efficiency (Hu et al., 2012). Also, the organisation has been able to manage connection with the readers and audiences.
The organisation cannot miss huge opportunity which is related to the attraction with the customers and communication (Sánchez-Villar et al., 2017). Also, the organisation cannot manage frequent communication with the customers while answering the questions. The application of blogging helps the organisation to manage content of the products and brand value which contributes to the attraction and promotion (Weinstein and McFarlane, 2016). Sainsbury’s has seen how blogging has contributed to the content development, communication and connection with the customer. These have also contributed to the performance of the business while creating and managing trusts of the customers. This has higher impacts on organisational efficiency and effectiveness to meet the demands of the customers based on preferences. 
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The organisation tends to use blogging for benefiting the business in different areas. The application of blogging has been effective to attract the customer, communicate the content, promote the products and manage the interaction. Also, the organisation can see how proper blogging can create trusts and connection in the business markets. For organisational effectiveness and efficiency, the organisation tends to use blogging and content development which are also part of marketing and promotional approach.      
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