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Marketing Fundamentals
Assessment 1: Blogging to communicate
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[bookmark: _Toc109057234]1. Introduction
Communication is one of the strategic marketing activities and in the fifteenth edition of the book called ‘Marketing Management’ Kotler and Keller have drawn the focus on this aspect by considering it as an important means that enables marketers to share valid and comprehensive information regarding their offerings or the brand itself, influence and compel customers, as well as encourage them to stay loyal to the brand for longer (Kotler and Keller, 2021). Hence, marketing communication plays a pivotal role in enhancing brand recognition, customer acquisition, sales volume, net profit, revenue generation, etc. In the context of modern marketing communication, blogging has become highly popular as an interactive platform to remain constantly connected with customers, keep them informed about new launches, deals, and schemes, improve the visibility and reach of the brand, and create a strong bond of trust with potential consumers. During the pandemic times, the sales volume of Tesco’s physical stores has dropped significantly, and thus, here in this study, a series of blog posts will be developed for this company aiming at generating more sales by making customers aware of the new launches, management practices, deals, offers, etc. 
[bookmark: _Toc109057235]2. A series of blog posts
The new 4R strategy of Tesco aims to reduce the harm of plastic
[image: 4Rs - Tesco recycling - Tesco Groceries]
Sustainable business practice is not only a modern business trend but also a crucial corporate concern for every marketer to accomplish social responsibilities and create a positive brand image and reputation (Nosratabadi et al., 2019). Keeping this fact in mind, Tesco is trying very hard to perform sustainable operations at the optimum level to take the highest care for the people and the environment, the two other precious pillars of sustainability. Hence, Tesco has taken the oath to become a complete ‘plastic-free’ supermarket to promote a green retail initiative while safeguarding the well-being and development of the community and environment to a significant extent.     
It is an undeniable fact that the strong rise of the supermarket industry has accelerated the use of plastics and with this, the harmful impacts and the level of plastic pollution are growing by leaps and bounds (Dilkes-Hoffman et al., 2019). Here, Tesco’s new 4R strategy in the packaging function is more likely to reduce the usage of plastics in retail activities as it includes four strategic elements such as, ‘remove’, ‘reduce’, ‘reuse’, and ‘recycle’ (White, 2020). The implementation of this strategy will be initially conducted through packaging Tesco’s own products with sustainable materials and later, by influencing other brands as well that are widely available at all Tesco stores to use recyclable packaging. 
Nowadays, customers have become highly aware of using eco-friendly products and also their willingness is rising to eradicate all kinds of products that contain harmful ingredients or even are packaged with plastic (Alex and Mathew, 2018). To make customers able to contribute more to the protection of the environment, one thing must remember that Tesco's packaging process has already been improved for more than 1600 products which highlights the reduction of billions and billions of plastics. Most importantly, to remain strongly committed to the protection of people, the community, and the larger environment, Tesco has now decided to use sustainable cardboard packaging that is fully recyclable and also decrease the usage of single-time usable or non-convenient items like glitters, crackers, cards, wrapping paper, gift bags, etc. that will help the company to operate as a more sustainable, eco-friendly, and green retailer (tescoplc, 2021).


Tesco warmly welcomes all! A happy place for every customer to shop
[image: Tesco | LinkedIn]
In the UK 1 out of 5 people or to be said more precisely, over 20% of the current population possess any kind of disability (Emerson et al., 2021). Tesco does not discriminate against customers based on these aspects and thus, treats and welcomes everyone equally in all of its stores. The company values its stores as public places where each of the customers has equal rights to enjoy and have ease of shopping. Thus, it understands well that bright lights, loud music, crowd, noises, etc. can be highly stressful and mortifying to some customers, especially those with special needs. Hence, it is Tesco’s responsibility to offer customers a calm and encouraging environment to make relevant shopping decisions and satisfy their needs desirably. 
As Khaw et al. (2021), have opined that no individual witnesses, perceives, realizes, experiences, and feels the world in the same way, Tesco takes it as a serious concern while serving customers. With having a huge global customer base, Tesco knows well how the demands, expectations, preferences, and purchase behaviours of consumers differ based on various factors like age, gender, social status, occupation, health status, etc. Such as aged buyer groups, stressed service people, new mothers with their children, etc. always demand a soothing and composed shopping destination compared to young and free college-goers.
To bring equality in its physical stores, Tesco is now promoting ‘Quiet Hours’ every Saturday and Wednesday from 9 am to 10 am to provide calm and convenient experiences of shopping to all customers (tescoplc, 2021). Here, Tesco will dim all the bright lights, stop music, and try to reduce the checkout noises as far as possible within that one hour to foster a tranquil atmosphere and satisfy the necessary demands of customers along with creating a unique shopping experience for them with their most favourite retailer. 
Tesco also wishes to hear more from its customers. Leave valuable comments and feedback about this new strategy and also what else can be done to improve services. 
A new product… Yes! You heard right. 
Tesco’s shelves now will be enlightened by roasting potatoes
[image: Tesco Roast Potatoes 800G - Tesco Groceries]
Tesco is well-aware of safeguarding manual labour and fulfilling ecological benefits. Thus, the company has now decided to accomplish its social responsibilities by launching a brand new and high-quality roasting potato in the entire UK market. Tesco has decided to source it from the fair-trade system from local producers and this product will offer more ease to cooking and more pleasure to tastebuds as it significantly reduces cooking time and has been grown organically for at least six years. Tesco strictly focuses on this area as Nechaev et al. (2018), have stated that the demand for ethically sourced organic products is rising in Britain, and the business image and reputation of a brand strongly rely on it. 
Most importantly, this new roasting potato that Tesco is going to launch does not include any fertilizer or chemical during cultivation and also, consumes less labour and water which safeguard the utilization of human and natural resources. Besides, customers must note that this specific potato brand takes less time at least 25% to be cooked fully which significantly saves energy usage (tescoplc, 2021). 
As Tesco notices that the preference of customers is rising to purchase roasting potatoes, it has decided to offer customers their desired item but with greater quality compared to other retailers. Contrary to other available roasting potato brands, this one will be crispier, fluffier, light, and rich in texture and also will hold a bright golden-yellow colour that will certainly lure customers at once. As Gareau (2018) has stated that in the entire European region, the demand for roasting potatoes reaches a peak during Christmas time, keeping it in mind, Tesco will launch this product in a wide quantity and price range as well in both physical and online retail stores.
Already feeling excited to grab it? Stay tuned for more updates.    
GetGo is here! Come to Tesco’s new checkout-free stores and have an unbelievable shopping experience
[image: Tesco GetGo video review: how does the checkout-free store work? - Which?  News]
Tesco has inaugurated its first completely checkout-free store, ‘GetGo’ in central London to create a seamless shopping experience for customers. Here, customers can buy the same items as they used to do in other Tesco supermarkets, convenience stores, or online platforms, but can check out without scanning or paying (tescoplc, 2021). However, it is in a trial stage and Tesco is strongly committed to making it run extensively in terms of creating the most unique and innovative supermarket shopping experience for all customers. 
As technology is revamping supermarket practices, retailers feel the crucial need to update their operations by implementing the most advanced and reliable technologies to pool a large customer base, retain the existing ones by constantly offering innovative services and maintain a higher position within the operating industry (Cebeci et al., 2020). Hence, Tesco being a leading player in the supermarket industry aims at offering more unique services to customers based on the leading-edge and most advanced technologies. This uniquely designed store will offer customers the facility of checking in by simply login into the registered mobile application of Tesco, picking up their desired items, and making a hassle-free check-out. Here, Tesco by using cameras and sensors will evaluate the items and charge consumers accordingly to the same mobile application. 
Tesco never fails to meet the legal requirements. Here, as well, while satisfying customers’ changing needs, Tesco’s these fully automated stores will manually check the ID proofs of customers in the age-restricted sections (tescoplc, 2021). Thereby, Tesco ensures a legal and ethical operation even after being fully digital and allows customers to have a seamless shopping experience without facing long queues and delays in their busiest schedules. 


Wish to basket Tesco’s most demanding gifts for your near-and-dear ones! 
Hurry! a limited period deal is here for you
[image: Tesco launches Mother's Day gift guide: From flower bouquets to Champagne  and wine - Daily Star]
Tesco knows well how important gifting is to someone special and its actual value. People every day go on to buy gifts for different occasions and for different people to make them feel special the process of gift purchase includes a tough bargain with shopkeepers. Well, now to bring an end to all such hard work, Tesco has decided to offer an extensive range of gift items to its customers and that too at a half price than their usual costs. 
According to Nuseir and Madanat (2015), to keep customers loyal it is important to offer them quality along with different shopping experiences. Thus, Tesco while creating unique shopping experiences for its customers has focused on maintaining the actual value or quality of the offerings even after releasing them at a discounted rate. This factor has been taken greater care of when it is a matter of gift items for children and here, in the limited period deal, Tesco is offering only the top brands like Barbie, Harry Potter, Lego, Paw Petrol, etc. (tescoplc, 2021). One more twist is here for the valuable customers of Tesco as the brand has decided to offer customized gift options to make the entire purpose of gifting more unique, sensitive, and personal. For instance, Printed costumes, cards or albums with personal songs, pictures, or videos, chocolate or other gift items with special notes, etc. 
One more important thing is that the offer will be valid till stocks last and from 20th July 2022 to 1st August 2022. To check the availability of products customers can simply use the mobile application of Tesco and its chatbot facility. So, what is the reason to wait? Visit the store, grab your desired gift and make your person feel more special. 
Get your favourite Tesco products at your doorstep with an ultrafast speed
[image: ]
As everyone knows, the supermarket industry is becoming highly competitive as the tendency of all companies for acquiring more customers is rising massively (Thomassen et al., 2017). Tesco by acquiring the leading position in this industry goes on to offer greater quality, wide variety, and superior innovation to satisfy customers’ demands and expectations and keep them loyal to the brand. With time, this concern of Tesco is taking a major shape and now, its new initiative is more strategic to offer ultimate shopping satisfaction to customers. 
Tesco’s new strategy is to provide ten minutes of doorstep delivery to customers. Yes, you heard that right. Tesco and Gorillas, one of the most reputed super-fast online delivery brands have formed a partnership to accomplish this target. By using Gorillas’ online application, customers can browse and order their desired Tesco products and get them delivered within ten minutes at their given locations (tescoplc, 2021). 
Tesco understands very well the significance of offering super-fast deliveries, specifically when customers forget to purchase their emergency items or last-minute needs. To put a stop to all these worries, Tesco and Gorillas together have taken the responsibility of offering a stress-free experience to customers and satisfying their needs even at the most impossible times.         
[bookmark: _Toc109057236]3. Conclusion
Hence, a wide range of blog posts has been prepared for Tesco focusing on its new business strategies, practices, and offerings. By posting all these blogs over different social media platforms as well as on the official website of Tesco, the company can efficiently make aware of customers regarding its new marketing tactics, and also, by communicating publicly over the comment section, it can increase the brand’s visibility and engagement. Thus, communicating through these blog posts will help Tesco to improve its drooping sales volume and strengthen the brand’s relationship and loyalty with its customers.     
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