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Promotional Mix
	The solution to a prosperous grocery store grand opening is optimism. Building that feeling among the target market is another issue. Regrettably, it is tough to tell why customers should come to the newly re-launched food store, but a good promotional mix strategy can help with marketing the "grand" opening intrigues (Yang & Lee, 2016). All the promotional tools highlighted in this mix are low-cost, as many grocery stores do not have a huge budget. These tactics require adequate time, stability, and creativity to meet their intended purpose.
Promotion Sign
[bookmark: _GoBack]	There must be a conventional sign campaign from the onset, which is essential for any business engaged in a grand opening. The people who pass by the grocery store are potential and regular customers who will notice the signage reading “Grand opening” or “Coming Soon” in front of the grocery store. The signage will also spark an interest in individuals who have never visited the store. The signage adopted should include online assets like the website. The grocery will also build its mailing list by offering discounted prices for clients who join the mailing list. In addition to that, these clients should be contacted via mail a week before the grand opening, a day before, and also the day of the grand opening to remind them of the same.
Social Media Presence
Moreover, the promotional mix includes building a social media presence. Social media can be difficult for businesses. Because praising a product on social media is equivalent to endorsing it, somebody who has not yet encountered the enterprise may be hesitant to approve it. That is not to say it should be overlooked since it is a low-cost way to build an internet presence (Dwivedi et al., 2021). People who visit the store's social media accounts are urged to like or start sharing the page. One method is to hold contests and promotional offers. Finding new buyers or individuals who are deeply enthusiastic about the products and services offered by the store is one attempt to make customers like the pages.
Targeting New Buyers
	For the business, the online world has immense laser-targeting prospects. The enterprise can customize Facebook advertisements to target specific populations. Facebook commercials successfully reach a customer base and people who are particularly looking for businesses similar to the retailer (Dwivedi et al., 2021). With the social media strategies mentioned previously, the store will direct people to its media platforms and motivate them to like the page. In addition to that, strengthening the demographic parameters in the marketing campaigns is critical because the enterprise wants to approach people who are truly interested in the product and services offered in the store. Consider the target client, the one you wish all of the shoppers are alike and tailor the targeted advertisements to them.
	To sum it up, the promotional mix is not exhaustive. The store should not overlook other elements like simple word of mouth. There is a reasonable chance that friends, community leaders, families who reside close to the store are aware of the scheduled event. Talking to them can encourage them to bring their friends during the grand opening day. Also, any friend who works in the media industry is beneficial in propagating the crusade about the grand opening, which must not be overlooked. The most important thing to remember is to make regular, and new customers want to continue shopping in the outlet. 
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