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[bookmark: _Toc65077977]Introduction
Current paper aims to present a summary of marketing core principles and a practical application of blogs, as part of communication activities for a new idea of venture, ZZuppa.
[bookmark: _Toc65077978]Theoretical notions
Among the various definitions for marketing will remind the one provided by the “marketing father”, Philip Kotler that defined marketing as: “the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit.  Marketing identifies unfulfilled needs and desires. It defines, measures, and quantifies the size of the identified market and the profit potential. It pinpoints which segments the company can serve best and it designs and promotes the appropriate products and services.” (Kotler, 2018).
The organizations operate in the marketing environment, defined as the sum of factors (internals and externals) that border the organizations and that influences in a significant way the business decisions, strategy, and actions (Megha, 2015).
The internal factors refer at: staff, customers, shareholders, and the external factors are evaluated most frequently through PESTLE framework measuring the political, economic, social, technologic, legal and environment factors. Most of the organizations cannot influence these factors but can control them using business decisions in their operations in relationship with the factor’s evolution, on continuous basis. In order to have the ability to overcome the potential negative impact of external factors, organizations must evaluate in an objective way the marketing environment (Megha, 2015).
Marketing environment, presented in figure 1 below, refers to:
a) internal marketing environment, can be entirely controlled by the organization and are within the organization
b) microenvironment, can be controlled in some degree by the organization and this can influence them
c) macroenvironment, cannot be controlled by the organization, must be evaluated periodically to prevent their potential negative influence, these factors are not directly linked with the organization operations

[image: ]
Figure1: Marketing environment (designed by author)
Marketing mix, term used for the first time in 1949 by Neil Borden was developed initially with four elements (product, price, promotion, place), being extended in 1981 by Booms and Bitner towards nowadays 7P marketing mix, detailed in figure 2 below. As noticed from the figure, in the focus and central point of all marketing activities is placed the targeted market, the customers aimed by the organizations to buy/consume their products or services.
As part of their communication strategy organizations use blogs, defined as written content on a website, providing a direct connection with the readers, sharing ideas (Blog Starter, 2021). The main characteristic of a blog is the chronology, thus the most recent post is seen firstly.
[image: ]
Figure 2: 7P Marketing mix (Kerne, 2020)
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ZZuppa 

Healthy Soups

•

Zzupa new venture is an initiative of two enthusiastic entrepreneurs aiming to promote a healthy lifestyle 

through providing fresh prepared soups by our dedicated chefs.

•

Zzuppa brings to you a wide range of fresh cooked and healthy soups prepared in the same day by our 

soups master

•

All products are made from ingredients produced by small farmers through natural agriculture

•

Our soups calories align with customers health and nutrition goals

•

Key to success :  



Products with reduced calories intake



Bars to serve the soups (develop franchises)



Pick-up service



Delivery service



Glass jars package (optional)



Excellent customer service



Competitive price and subscription options

Nice to meet you
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Healthy Soups

•

In 2019, almost 15% of UK people asserted to be vegetarian, according to Kitchen Stories 

survey (Statista, 2020), presented in Appendix 1

•

Lifestyle trends and concern for health influence entire food industry, as the social 

perception of health developed in an accelerate way, with demand for products 

including low calories intake (Yousafzai et al., 2019)

•

Food consumption suffered changes during lockdown in UK (as of April 2020 Statista study 

– Appendix 2), people eat less healthy, and they aim to go back to healthy habits

•

Among European countries, 27% of UK people currently eat less healthy than before the 

coronavirus outbreak (Statista, 2020), presented in Appendix 3

•

Businesses in fast-food industry doubled over the last years and are previsioned to reach 

£9.8bn by 2021. ( Avico,2019)

Reasons for Zzuppa project success
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Healthy Soups

Zzuppa Value Proposition

Zzupa aims to propose to its customers:

- meals in a wide variety

- option to have a subscription to our products

- opportunity to forget about skipped meals

- opportunity to develop and maintain a healthy lifestyle

- reduce the food waste

- the right balance between price and quality

Market and Customer segments

: students, young adults, professionals, customers declared 

as  vegetarian
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Healthy Soups

Zzuppa Marketing Mix

Product/Service:

wide range of fresh cooked and healthy soups prepared in the same day by our soups 

master

Price: 

price/product (S, M, L size soup), option to have a subscription to our products

Place: 

pick up from our locations, delivery, our franchise partners

Promotion:

you’ll hear from us through various channels: word of mouth, food festivals, 

monthly food journal, Zzuppa blog (https://zzuppa.blog.net/)

People: 

2 enthusiastic entrepreneurs, 1 master soup chef, partners for delivery

Process: 

our soups are prepared through a manual process, with low volumes produced 

daily. Through our franchises partners we aim to cover the requests of all our customers

Physical evidence: 

zzuppa locations are designed following the same principles of 

simplicity, hospitality, we invite you to discover them
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Zzuppa Marketing Mix



Product/Service: 



wide range of fresh cooked and healthy soups prepared in the same day by our soups master



Price: price/product (S, M, L size soup), option to have a subscription to our products



Place: pick up from our locations, delivery, our franchise partners



Promotion: you’ll hear from us through various channels: word of mouth, food festivals, monthly food journal, Zzuppa blog (https://zzuppa.blog.net/)



People: 2 enthusiastic entrepreneurs, 1 master soup chef, partners for delivery



Process: our soups are prepared through a manual process, with low volumes produced daily. Through our franchises partners we aim to cover the requests of all our customers



Physical evidence: zzuppa locations are designed following the same principles of simplicity, hospitality, we invite you to discover them
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Appendix

Appendix 1 - Dietary habits followed in the UK 2019 (Statista,2021)
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Appendix

Appendix 2 - Distribution of unhealthy food consumption changes during the 

lockdown in the United Kingdom as of April 2020, by age (Statista,2021)
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Appendix

Appendix 3 - changes in heathy eating habits in due to Covid-19 in 2020, by country 

(Statista,2021)
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