Task 1B

The group supporting paper shall explain how the group has planned and developed four blog posts. It shall explain the role of these blog posts in supporting overall marketing campaign on Natura. The paper shall apply Gibb reflective cycle in order to support decisions of made during planning and development of blog posts. Planning and development of Blogs
The description stage of Gibb cycle indicates the background information related to the planning and development of blog posts. We went through the fundamental concepts of marketing to gather maximum knowledge on how to communicate target audience through communication activities. In order to choose the project, we focused on some trendy products. We observed that health drink is one of the common needs among healthy people. If the drinks are prepared without chemicals, people may prefer to drink them. We focused on the project aim to create and increase awareness about the organic health drink. The second stage of the cycle is feelings that indicate the thoughts and emotions gathered during the development of the blog posts. Our experience was too good, as we have developed the blogs for the first time. We have chosen the public as the target audience for the blog. (Maria-Mihaela Avram, 1809524)
We have recognised the important audience for our blogs. The blog shall be a target to the public including all categories of individuals. However, we did not focus on a particular customer group for presenting the blogs. We have added some images related to the campaign.  The images chosen for the blogs are based on the formulated keywords. The blogs are based on data-driven decisions necessary for supporting the marketing campaign.   
We have decided to split our blog in five different compelling captions including history of the company, insides of marketing, an overview of marketing strategy, branding of Natura and STP strategy. It has identified the promotional and advertisement strategies used by Arla food in past decades. We had to conduct extensive research on print media tools used for promoting health drink products. The present trends identified through research are search engine optimisation, social media, internet video marketing and others. We have determined the suitable tools used for promoting Natura. (Nicoleta Claudia Burcus, 1806385).  

 We have developed some objectives for making the marketing plan. Marketing mix has been considered in order to determine product, promotion, and place and price strategy to be developed for the organic health drink. The blog has been supported with the important bases of segmentation including demographic, geographic, psychological, and behavioural. (Oana Georgiana Bot, 1714988)
The blog on the branding of Natura has developed by determining the suitable branding strategy and components required for developing a well-known brand. We had to make in-depth research on the branding of products. We found that branding strategy involves seven important components such as purpose, consistency, emotion, flexibility, loyalty, employee involvement and competitive awareness (Baker, 2014). These components are considered in order to develop a good brand. In order to brand Natura, the organisation shall define a unique selling proposition or USP for it. The USP is that the product will be infused with antioxidants, minerals, bacteria and rich vitamins that are hard to find in other regular health drinks. (Petru Adrian Binisan, 1808250)
Importance of blogs in supporting the marketing campaign
The blog posts have provided an overview of the marketing campaign to be conducted on the organic health drink. These are beneficial in driving traffic to Arla Food’s website. The healthy people may start visiting the website to grab knowledge on new product and its features. The return on investment of Arla food may increase after getting a response from a large number of consumers.. The target audience may get the knowledge of specific contents about the organic health drink including its point of difference as compared to regular drinks, tagline and value proposition. This may inspire, persuade and motivate target groups in buying the products. Blog posts act as supplement components to existing promotional strategies. The organisation can enjoy long-term cash flow supplement from the proposed marketing campaign. (Bianca-Mihaela Poamaneagra, 1809876)
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Conclusion 
The study has provided a detailed abbreviation of the organic heath drink named “Natura” by the famous dairy product company, Arla. The marketing strategy that shall be applied in order to increase the market shares is the 4Ps marketing mix. The 4 Ps of marketing mix, evaluate in details, the description of the product, place, promotion and price of “Natura”.
The individual branding allows the organisation to depict the characteristics of the product whereas; the brand extension shall allow Arla to extend their healthy food products to organic and healthy beverages. The blog has depicted the influence of the strategies used by the organisation in promoting “Natura” in the market. 
With a vision to create the future of dairy, and make healthy, natural dairy products for millions of people around the world, there’s plenty to keep you motivated, challenged and continually developing here at Arla.
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