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Brief Essentials.

What Is The Challenge?

Build a trust-based relationship with the nation.

Tells nation how Tesco are bringing to life ‘Every little
helps’.

Demonstrate the numerous ways in which Tesco are
manifesting their brand promise, from their plastic
initiatives through to their work directly helping local
communities.

Focus on a brand experience in the physical world and
include an outline of a social and digital amplification
(E.g. focus on the physical campaign more than the
social and digital, as this will only be a way to
highlight the physical campaign on the online world.)

Raise awareness of Tesco’s ‘Every little helps’ mission
and help drive conversations online and in the real
world.

Demonstrate how Tesco are helping/have helped local
communities (this is not about what Tesco ‘could’ do).

Needs to feel true to Tesco and their identity.
Get people talking and generate brand buzz that puts

Tesco at the forefront of people’s minds when it comes
to supermarkets to trust.

Main Deliverables

Design an in-person and digital experience (if they
can’t get to an in-person experience, how can you
replicate the delivery across other touchpoints?).

You must include the full colour Tesco logo
(included in the brief pack) and incorporate the
line ‘A little help is... to tie into Tesco’s Reputation
campaign (see brief pack for examples).

Target Audience

People across the UK aged 18-25 - this audience
are extremely aware of broader societal issues and
are increasingly choosing where to shop based on
the brand’s values and behaviours.

Think About

Stay humble.

Keep it Tesco.
Longevity is key.
Get people talking.

Nationwide experience.



Current Market.

Tesco Market

Tesco’s 2019 annual report saw that over the Christmas period
alone, online shopping saw 776,000 orders placed, with over 51 mil-
lion items delivered, and in the entire year of 2019 alone, £56.9 bil-
lion was made in Tesco group sales, which was a huge rise of 11.5%
from the year before, which saw 2018 make £51 billion

(Tesco, Annual Report and Accounts 2019, 2019).

Due to COVID-19, group sales in 2020 saw the final figure come to
£56.5 billion, meaning a fall of 0.7% compared to the previous year.
(Tesco, Annual Report and Financial Statements 2020, 2021).

Where people in 2019 were more willing to be out and about
shopping around town, in 2020, we saw how much more aware
people were when even leaving the house to travel to work or pick
up the bare essentials. With the introduction of social distancing,
hand sanitiser and the use of masks, going out shopping felt more
like a task rather than the joy it used to be.

Tesco, alongside other supermarket names, were quick to plan new
ways to make customers feel as safe as possible by putting

socially distanced measurements in place in correspondence to
government guidelines and laws, reducing the risk of spreading the
virus. (creating a trust-based relationship).

Tesco does not currently specify a target audience as their
current customers are made up of an all-round audience, from a
range of ages, ethnicities, genders and backgrounds

Current shopping methods with Tesco

In-store
Shopping

Online
Shopping

Click & Collect

Scan asyou
Shop

Self-service
Checkout

Tesco Pay+




Audience Research.

Primary Research

For the audience research, | wanted to conduct original research for
important results that | could not find online. For results, |

issued a survey using Google Docs around social media to collect
more personalised information that would help me with
understanding questions such as the hobbies of the audience (and
those that disinterest them), the brands they like (and dislike), the
types of items they buy in supermarkets and what isles they visit,
what their thoughts are on Tesco and their loyalty to them, plus
what they believe Tesco could improve on in order to make their
brand connection a more trustworthy experience. From these
results, | shall analyse the data for the most effective information to
benefit my campaign, and that of what will make up a series of cus-
tomer profiles.

\What hobbaps interest you? List as many &9 posaiblo:

.........

IS

i Somcwhial | Sl Drewing. Singing. Deaigning. Organizing. Hiking
Ll o Linioy s
i : Theatre, sport
Reading, writing, waiching TV
Theatre, drama dance and hsiening 10 music
Swrrmnming. Foothall, Rughy, Gym, Gaming
. Kakeup, gaming and physical actvities
Art, design, photcgraphy illnstration, music, nalure, walking
Make-Lp, mugic, phatagraphy, s gaming

Maka-Up, Bslening 10 music. reeding, podeasis

Questions asked in survey

What is your age?

Do you live in the UK?

What is your gender?

What hobbies interest/
disinterest you? List as
many as possible:

What brands do you relate
to/tend to avoid?

Top 3 favourite items at
shop + which aisles are they
in?

Questions on loyalty and
relatability




Audience Research.
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Customer Profiles.

TESCO
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Final Idea Development.
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Final Idea Summary.

| believe after considering my top 2 ideas, my charity/
project work idea will be my final choice. | felt that even
before asking my peers, | felt more confident in
producing a piece like this and did not believe that the
other idea would have provided me much choice
creatively. This does not mean that the idea will not
work, as in the end the idea was strategically decided
upon. However, for this brief, working on celebrating
projects across the UK, | know that this will meet the
expectations of what is expected in the end result,
especially through production and deliverability.

A little help is changing lives through community effort
and funding by Tesco. | have created a series of localised
adverts to span nationwide. For example, a campaign in
Edinburgh will differ to one shown in Swansea. In stores,
there will be personal stories of lives that have been
changed by the work of local community projects.

A digital amplification will be showcased on Tesco’s
social media and their PLC website, including details
of how Tesco have helped various projects, informing
young people how they can contribute.

The Deliverables

In-store
advertisements:

Hanging ceiling and shelf signs
Trolley and basket ads
Receipts

Checkout dividers

Digital
amplification:

Social media

Website feature




Development sketches

Development.
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Development.

Development designs
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Final Designs.

Final Designs
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Here, | have finally been able to combine the
most aesthetic elements of my work, the
components that | have used to elevate the
feeling of community and trust, and the copy that
| have altered many times in order to make sure

| can communicate the final message that | am
aiming to tell my audience, whilst also

getting them to interact with the brand.
Considering the use of this format over my

final adverts that | will place in-store, | have now
made sure that this can also be flexible in terms
of transferance to other hanging signs, as well as
adverts of different sizes, such as my trolley,
entrance/exit and checkout divider proposals.

Now it is time to move onto the creative process
for my in-store and digital amplification
campaigns. | have already got two final in-store
designs for characters Josh and Lucy (as
previewed on the left), and now need to

finalise my other characters Nadia, Olivia, Lucas
and Mark with the template | have set out. | will
then rotate where necessary to match other
advert types that require a portrait angle.



Element Details.
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Tesco and customers. to reputation campaign. ad directly relatable. to the town/city locals.



In-store Prints.

Ceiling sign

These focal in-store ads will be in aisles where
the target audience mainly visit (confectionary,
fruit & veg, ready meals and more in accordance
to primary findings).

Shelf sign
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In-store Carriers.

Trolley ad

The target audience will also be met with the
campaign placed in their own trolleys. This
ad could also be placed within baskets due to
smaller shopping trips, creating as much

visibility as possible. dio-relate

r%jec #
Folindatly

TEsco [

E_I-"'-E-Fj, liffle hedps == =
T2 yearsofcaring

All above adverts are assured not to

breach COVID-19 laws, and will still
reach the target audience majority...




In-store Physicals.

Checkout dividers

Another interactive item (non-purchasable) are
checkout dividers. With the ability to place small
adverts inside, each divider will hold random ads
from across the UK, all with various project names.

After viewing the in-store campaign, what happens
about the experience you take home? On the back
of each receipt, there will be a random story
printed, this time regardless of location.

Checkout dividers
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&t 23, Josh was left financially
unstable from losing his home.
However, thanks to 5t Petrocsin
Cornwall, Josh is now supported
in his time of homeless
uncertainty, giving him new hope,

FIND MORE LIFE-CHANGING
COMMUMITIES WE SUPFORT HERE:
hitps://tescobagsofhelp.org.uk/

HOW DID WE DO ?
We want to make sure that every
ane of our customers are satisfied.

Visit www, tescocomments, Com
and tell us about your shopping
trip.
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Olivia, 21, had a passion to play
football, but found it hard to join
lecal clubs, Luckily, Edinburgh's
Thistle FC made that dream a
reality, helping Qlivia finally show
her true potential.

FIND MORE LIFE-CHANGING
COMMUMNITIES WE SUFPORT HERE:

https://tescobagsofhelp.org.uk/

HOW DID WE DO?
We want to make sure that every
ane of our customers are satisfied.

Visit www, tescocomments, Com
and tell us about your shopping
trip.
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Digital Amplification.

To reach out and provide more details into the
lives of those changed, social media will play

At 23, Josh was left financially unstable from losing his

the role in going into more detail story-wise home. However, thanks to St Petrocs in Cornwall, Josh
is now supported in his time of homeless uncertainty,
resce 10D giving him new hope.
MNadia, 21, found it hard to grab job opportunities due . : . e
to previous education struggles. Forunately, Swansea Find more ||fe-ch-:-1ng|ng communities we support here:
Ospreys project Tackle were quick to help, allowing tescobagsofhelp.org.uk...

Madia to finally discover respecting work openings.

s pd B ¥
Find more life-changing communities we support here:

tescobagsofhelp.org.uk... YA [ifTle

Josh, 23, receivi
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ployment
s thanks to
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Digital Amplification.

rorie page
p g ahowt  Sevtalnabliity imeedors  Medla  Careern Comtacts Char wnr i &Y a

For this amplification, | have created both an
updated Tesco PLC homepage design, plus
profile pages that people will be able to select
from the map already featuring on the site. For
each project clicked on, it will bring up an
example of a life they have changed.

H itTle help is. ..

Olivia, 21, had a passion to
play football, but found it hard
to join local clubs. Luckily,

P —— | Edinburgh’s Thistle FC made
TESCOPLC  mow  sumimtity  iovemens . N " that dream a reality, helping
' Olivia finally show her true
potential.

Discover more about Thistle FC and
their project here:

Supporting . \ ik s
U K prﬂl ECts I. 3 \ We support 10005 of praojects UK wide every year.
for lives of the

present and
future... | have also made sure that each profile includes a link

to the main website (or social media page if the web-

RIS 1019300 Start <1 site is not available) to allow the viewer to find out even
customers for supporting 1000s . . .

of UK-based projects. more details about their local projects, or other

UK-wide projects which gives them a potential chance
to take part.



Conclusion.

Throughout my research, analysis, development and outcomes, it was my mission to create a solution, par the standard
requirements of the brief set out by D&AD, which would “build a trust-based relationship with the nation and Tesco” and bring
to life the brand’s well-known slogan ‘Every little helps’. Pertaining to whether or not | believe that | have met all brief
requirements, | would exclaim that | have thoroughly conducted a well-planned response, consistent with the target audience
in mind, demonstrative of the ever-evolving brand promise, and most importantly on-brand. | have made sure that each one of
my ideas has been built on strategic and precise planning, ensuring that my conclusion would not stray too far from who Tesco
actually are, as working with such a well-known and formulated brand, spanning over 100 years trade, meant that anything too
different may not be instantly recognisable to audiences inside and outside the target audience.

This didn’t mean that | intended to directly copy Tesco’sFrevious marketing attempts as this would fail to meet the brief’s
desired target audience regarding Tesco’s aims towards families, rather than singular 18-25-year-olds. This meant that | had to
make sure my outcomes detailed out how I have steered Tesco into such a market that is commonly dissolved into Tesco’s
all-round audience campaigns. So | concentrated on one of the brand’s most ideal focus-points, supporting projects from all
over the UK that help local communities. However, | wanted to make sure that instead of focusing on how Tesco have helped
everyone, | would instead feature a series of stories that concentrate on the lives of Kou ng people who have been helped
directly by UK projects. | made sure to state this in my idea summary, detailing just how I intended to conduct my
development and later-outcomes. Overall, understanding the brand; then later-on deciphering how | could alter Tesco’s image
to create a campaign that would attract a particular audience rather than their usual all-round audience was perhaps the
largest driving force in the formation of my final outcomes throughout my development stage. When it came to designing my
outcomes, | made sure that all the elements that | included, such as pictures, font and arrangements were all commercially
viable for Tesco. For these results, | kept constantly referring to the brief, my own creative ideas, understanding and
implementing the professional opinions of my lecturer and creative input from my peers, as well as performing primary
research into the target audience.

Although it has been my intention throughout to make sure that | conduct the outcome towards D&AD expected standards, es-
pecially when examining past examples of award-winning pieces from previous entries, | did not want to forget that my final re-
sult should be to professional standards, meaning | shou%d be focusing on the quality of what Tesco have previously and
currently expect to see in their campaigns. This would ensure that by the end of my outcomes, | would have achieved a result
that D&AD recognise to have reached both their standards and a quality that is recognised to be on-brand, showing just how
much research | have done to acquire these end-results.

Overall, | am especially pleased with my outcomes, and have learnt a lot in what it means to follow an industry-standard brief
to the very details. | believe that | have produced something valuable in both my University journey plus recognition from the
D&AD panel, Tesco themselves and potentially advertising agencies that would like to give me a chance in joining themin an
internship, or a position within their team.
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