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[bookmark: _heading=h.147n2zr][bookmark: _Toc133683472]Introduction to international marketing 
Tesco is being chosen in the paper. Tesco delivers their product in two different countries, Ireland and the UK.  Tesco, with headquarters in the United Kingdom, is a multinational supermarket and general merchandise retailer. It has approximately 6,800 stores in 120 different countries, making it one of the largest retail chains in the world. In 1919, Jack Cohen set up shop in the East End of London with a small collection of market stalls; the name Tesco was not officially chosen until the following year. Tesco's primary business is retailing, and the company operates in several different countries throughout the globe, including the "United Kingdom", "the Republic of Ireland, Central Europe, and Asia". 
[bookmark: _heading=h.1hmsyys][bookmark: _Toc133683473]Background
The company, Tesco operates a wide variety of businesses, including grocery stores, pharmacies, and gas stations. Tesco is a supermarket chain that also sells a wide variety of other products. Tesco has a presence in the banking, insurance, and telecommunications sectors through its subsidiaries. Tesco has a customer loyalty programme called Clubcard that rewards customers with points whenever they purchase at Tesco. By encouraging more healthful alternatives, increasing its use of renewable energy, and decreasing its food waste, the company has made efforts to reduce its impact on the environment.
Microenvironmental analysis. 
[bookmark: _heading=h.41mghml][bookmark: _Toc133683474]Comparing marketing strategies of two countries (UK and IRELAND)
[bookmark: _heading=h.2grqrue][bookmark: _Toc133683475]PESTLE analysis 

	PESTLE analysis

	Political
	The political climate in the United Kingdom is stable, and the country's prosperity is correlated with a low level of corruption and effective policies. In addition, the UK has supported analysts in alliances and has maintained profitable political relationships despite the global system (Buchan and Wang, 2019). In addition, the British government was initially perplexed and uncertain by the Brexit deal, but it was successful in negotiating a free trade agreement with the European market.

	Economic
	The super financial components inside the UK market area incorporate the expansion rate, which has affected the singular's everyday degree of life. The Unified Realm is likewise viewed as one of the most costly areas to live in, with a market pace of 0.77% in the financial year 2020.

	Social
	By 2039, the population of the UK's consumer market is expected to reach 74 million. This demonstrates the city's availability to multiple customers and the major strain on the businesses and organizations that deliver the goods. Additionally, the relevant market's needs and requirements determine the targeted market segment.

	Technological
	The technological hub is located in London, where private businesses and research institutes are focusing on the development of technology in order to achieve a meaningful competitive advantage in the worldwide market. The United Kingdom has also been regarded as a financial hub. Technology investment was one of the initial concepts for how the UK GDP would generate income. According to Clark et al. (2022), technological investment was also one of the initial concepts for the income that the UK GDP generated. In addition, the United Kingdom has been able to close the relevant gap between the rich and poor classes of society thanks to technological advancements.

	Legal
	 The major loss for equality act of 2010 has been assisting people in protecting themselves from workplace discrimination. The environment around the UK has benefited from technological advancement and prosperity. 


	Environmental
	Tesco owns and operates numerous businesses, including gas stations, pharmacies, and grocery stores. Tesco is a store chain that likewise sells a wide assortment of different items. Through its subsidiaries, Tesco is present in the banking, insurance, and telecoms industries. Tesco has a client steadfastness program called Clubcard that rewards clients with focus at whatever point they buy at Tesco (Clark et al. 2022). By empowering more stimulating other options, expanding its utilization of sustainable power, and diminishing its food squander, the organization affects the climate. The legal market in the UK segment has regulations for businesses and companies operating within the country. However, increased levels of production and carbon emissions pose a threat to global diversity, resulting in increased pollution within the sector.


Table 1: PESTLE Analysis
(Source: Self-created)
[bookmark: _heading=h.vx1227][bookmark: _Toc133683476]Hofstede socio cultural model
Power Distance
Hofstede's theory of cultural dimensions gives a lens through which to analyse how cultural factors influence both people and countries. In this piece, It has been discussed how Hofstede's cultural aspects apply to the United Kingdom. The United Kingdom has a very low power distance score, indicating "that power and authority" are dispersed quite equally (Buchan and Wang, 2019). The British public has a reputation for being less afraid to share their thoughts, which can lead to more well-informed, group-based decision-making at all societal levels. Britain scores a low 35 on the Progressivism Index (PDI), placing it among societies that believe in reducing social inequality. On the other hand, the score of Ireland is 28 in power distance. Hofstede's theory of cultural dimensions gives a lens through which to analyse how cultural factors influence both people and countries. Below is an examination of how Hofstede's idea of cultural dimensions can be applied to Ireland. A low power distance score for Ireland indicates that power and influence are fairly dispersed. People in Ireland are less afraid to speak their minds and challenge established norms, which can improve group decision-making.
Individualism vs Collectivism
The United Kingdom has a high level of individualism, which indicates that people there place a premium on personal freedom. The people of the United Kingdom place a premium on individual success and autonomy and are more prone to put their own needs ahead of those of the collective. The United Kingdom has an Individualist score that ranks near the top (89). On the other hand, The Irish people have a high level of uniqueness due to their strong emphasis on individual liberties. There is a strong emphasis on individual achievement and autonomy in Irish culture, and people tend to choose their own interests over those of the group.
Masculinity vs Femininity
A high masculinity index suggests that people in the United Kingdom value achievement, competition, and material success. People have a natural tendency towards hostility and competition, and they tend to measure their own success in terms of material possessions and social standing (Caffrey et al. 2020). At 66, Britain is an extremely competitive and ambitious society.  On the contrary, Success in one's work, competitiveness among peers, and financial goods are all examples of male ideals that are given a disproportionate amount of attention in Ireland (Agnolucci, 2020). People have a natural tendency towards hostility and competition, and they tend to measure their own success in terms of material possessions and social standing.
Uncertainty Avoidance
With a low uncertainty avoidance score, the United Kingdom appears to be open to new experiences and ideas (Clark et al. 2022). The people of the "United Kingdom" are known for being more open-minded and progressive. With a score of 35 on the Uncertainty Avoidance scale, the United Kingdom demonstrates a willingness to "make it up as they go along," adjusting strategies in light of new information. Ireland has a low uncertainty avoidance score, suggesting a population that is more open to uncertainty, risk, and change. Irish people are recognised for their openness to new ideas and readiness to experiment. “At 35 Ireland has a low score on Uncertainty Avoidance”.
Long-Term Orientation
The United Kingdom scores low on the long-term orientation scale, suggesting that its citizens are more concerned with the here-and-now than with the future. People in the United Kingdom are less prone to cling to conventional ideals and more willing to adjust to changing circumstances (Murphy,  2021).The culture of the United Kingdom is progressive and individualistic, with a heavy emphasis on one's own success and originality. The courage to try new things and question established norms has the potential to create a workplace that is both stimulating and creative.  A score of 51 on this scale is in the middle, making it impossible to identify a strong personal preference within British culture. Ireland has a low long-term orientation score, suggesting a greater focus on short-term gains and rapid gratification. Irish people are more open to new ideas and less likely to cling to the past. There is a strong focus on one's own accomplishment and uniqueness in Irish culture, which is progressive and individualistic (Regan and Kneafsey, 2020). An environment where people aren't afraid to take risks and question authority may foster innovation and growth. ” With a low score of 24, Ireland has a culture classified as normative”
[bookmark: _heading=h.3fwokq0][bookmark: _Toc133683477]Analysis of industry attractiveness for Tesco in UK and Ireland 
[bookmark: _heading=h.1v1yuxt][bookmark: _Toc133683478]Porter’s five forces analysis
Threat of new entrants
The UK market is saturated with long-standing corporations, making entry difficult for start-ups. Chen (2022),says that  New entrants have challenges in breaking into the market due to the high start-up costs, rigorous regulations, and well-established reputations of existing rivals. Because of the UK's open economy, new entrants pose a serious challenge to most industries. In industries with high entry barriers or low economies of scale, the price of starting a business might be prohibitive. Fadeyi (2020), argue that several industries in Ireland are struggling because of competition from new companies. Market entry may be difficult for startups in areas with strict regulations, such as the "technology and pharmaceutical industries". Competition may be fiercer in fields with fewer barriers to entry, such as retail and the hotel industry. The Irish market is somewhat specialised because of its small size and specialisation in a few areas. This might act as a barrier to entry for new competitors, especially in industries with significant regulatory hurdles or substantial economies of scale. Ireland is a popular location for foreign direct investment (FDI), so it's no surprise that new companies are always striving to break into the market.
Bargaining power of suppliers
Since there are so many different UK suppliers to choose from, none of them have very much leverage in negotiations. As an added bonus, the UK is home to a number of multinational firms that are large enough to get favourable terms from their vendors. Given the relatively small size of the UK market and the dominance of a handful of major enterprises, suppliers in many sectors enjoy substantial bargaining power. In industries where supplies are limited or where providers have considerable market power, this is frequently the case. In Ireland, the bargaining power of suppliers depends on the specifics of each situation. When there are few rivals or when a single supplier holds a large share of the market, buyers may have more sway in negotiations. However, suppliers may have less negotiating power in highly competitive markets or those "where products and services are not very" differentiated.
Bargaining power of buyers
According to Moura (2021), Customers in the UK have a lot of bargaining power thanks to the wide variety of alternatives and readily available substitutes. As a result, it's even more crucial that companies provide affordable options and high-quality services. The supplier's bargaining power and the risk that it may raise prices and eat into the business's profits are taken into account here. It also takes into account the "raw materials and other resources" that are easily available. With fewer vendors in the market, the remaining ones will have more influence. Businesses thrive in environments where they have multiple supplier options. Particularly in competitive markets with low switching costs, British buyers tend to have a lot of negotiating power. This has the potential to spark a price war, which would be bad for business. According to Buchan and Wang (2019), Buyers in Ireland often have a lot of leverage, especially in sectors with plenty of rivals and "low switching costs. This can cause pricing wars to break out and put a squeeze on profits. 
Threat of substitutes
Almost every product and service in the United Kingdom has several options due to the size and competitiveness of the market. Therefore, companies are under more pressure than ever to differentiate themselves from rivals while maintaining cheap prices. The task force investigates the ease with which customers might move to an alternative product or service. As per AbbAmonTE (2019), it looks at the number of rivals, how their pricing and quality stack up against the company under review, and the amount of money those rivals are raking in to see whether they can be undercut. Both short-term and long-term switching costs, as well as customers' propensity for change, contribute to the nature of the alternatives threat. The danger of alternatives is large in the UK economy because of the high levels of competition present in most markets. As technology and consumer preferences evolve, certain goods and services may become obsolete in a hurry. According to Merrill and Merrill (2019), Ireland faces stiff competition from foreign firms, particularly in markets where consumers have many different alternatives. In the retail industry, for instance, shoppers have access to a plethora of brick-and-mortar and online outlets.
Rivalry among existing competitors
According to Ajibola (2022), Almost every product and service in the United Kingdom has several options due to the size and competitiveness of the market. Therefore, companies are under more pressure than ever to differentiate themselves from rivals while maintaining cheap prices. In the United Kingdom, competition among current companies may be fierce, especially in highly crowded or poorly differentiated markets. According to Parada (2020), This may cause a drop in profit margins and perhaps a pricing war. There are great prospects for new entrants in the UK industry, but the rivalry among the established firms is fierce. In order to compete successfully in the UK market, businesses operating there must be quick on their feet and open to new ideas. Established enterprises in Ireland typically engage in intense competition with one another, particularly in "retail, hospitality, and technology". According to Taqatqa (2021), This might lead to a decline in profit margins and perhaps a price war. There is a lot of potential for new businesses to flourish in Ireland's thriving and competitive economic climate, yet existing businesses are fiercely competitive with one another. Businesses operating in Ireland need to be innovative and adaptable to survive in the local market. This might lead to a decline in "profit margins and perhaps a price war". "The competitive nature of the" Irish market presents both opportunities and challenges for new enterprises. Although the Irish government has encouraged foreign investment, the competitive pressures experienced by Irish businesses have increased as a result.
[image: British Airways Porter's Five Forces Analysis - Research-Methodology]

Figure 1: Porter’s five forces analysis
Source: (Buchan and Wang, 2019)
Benefits of applying porter’s five forces 
Porter’s five forces is a promising framework which is utilized for analyzing the entire competitive forces within the industry. It was developed by Michael Porter in the year 1979 and is still broadly used in the contemporary times. This framework can be applied to Tesco in the case of its trading in the UK and Irish market:
The threat of new entrants is the primary force in Porter's Five Forces model. This force assesses the intensity of competition that brand-new competitors might generate. The retail sector in the UK and Ireland is extremely competitive, featuring many prominent companies including Morrisons, Sainsbury's, and Asda. Nevertheless, emerging rivals, particularly those that are concentrating on e-commerce, might pose an issue (Monte, 2021). Tesco may identify prospective rivals and take actions to stop them from entering the sector by investigating the threat of new entrants. Tesco can, for example, invest money on advertising and marketing initiatives that strengthen its brand or negotiate exclusive shipping contracts with suppliers to avoid rivals from joining the market. The suppliers' bargaining power is the second component in Porter's Five Forces framework. This force assesses how much power suppliers possess over the prices as well as the requirements of the goods and services that they offer. Tesco has an enormous market share and economies of scale in the UK and Ireland, offering it substantial bargaining power. Tesco still needs to be mindful of the potential impacts of its supplier base on its bottom line (Catalão, 2022). Nonetheless, Tesco can identify potential threats and take steps to minimize them by looking at the bargaining power of its suppliers. To reduce the impacts of supplier authority, Tesco can, for example, renegotiate lower rates with suppliers or establish additional sources of supply. 
The negotiating leverage of buyers is the third force in Porter's Five Forces framework. This force evaluates how much influence customers possess over the price and quality requirements of services and goods. Tesco contends with fierce rivalry in the UK and Ireland, which gives consumers significant bargaining leverage (Moura, 2021). Tesco, nevertheless, has a strong reputation and a devoted client base that may help with preserving its market dominance. Tesco is able to identify potential dangers and take steps to minimize them by looking at the bargaining power of its clients. Tesco, for example, may invest in customer loyalty programs that will improve customer retention or price reductions to improve customer loyalty. The threat of substitutes represents the fourth force in Porter's Five Forces framework. This force quantifies the level of market competition generated by substitute services and products. Tesco is up against a lot of rivals from other services and goods in the Irish and UK market, notably the web merchants and bargain stores. Tesco, nevertheless, has an edge because of its geographical position and the ease it provides for customers (Adelakun, 2020). The extent of competitive rivalry comprises the fifth force in Porter's Five Forces framework. This force assesses the intensity with which the market's established participants are competing. Tesco stands against a lot of rivalry in the UK and Ireland from retailers like Sainsbury's and Morrisons. Tesco, nonetheless, has the edge because of its economies of scale and its well-known brand (Fadeyi, 2020). Tesco can identify potential threats and take action to prevent them by evaluating the level of competitive rivalry. Tesco, for example, may spend funds on R&D in order to develop novel products or offerings or on collaborations with competitors in order to grow its market share.
[bookmark: _heading=h.4f1mdlm][bookmark: _Toc133683479]SWOT analysis of two countries
	Strengths 
	Weakness 
	Opportunities 
	Threats 

	UK: The United Kingdom enjoys a well regarded position in international commerce and enjoys cordial ties with both importers and exporters. Transportation, communications, and utility systems that are all top-notch; an economy that features a wide range of sectors (including finance, manufacturing, and technology); a "favourable legal and political climate"; a thriving cultural heritage and tourist sector. 

Ireland: The Irish labour force is among the best in the world because of its high level of education and training.
Ireland is a popular choice for international company expansion due to its mild environment and low corporate tax rates.
Ireland is a popular tourist destination for many reasons, including its stunning landscapes, rich cultural heritage, and friendly inhabitants.
The agricultural industry in Ireland has a strong reputation for producing high-quality crops, dairy, and meat year after year.
Ireland has a thriving technology industry thanks to the presence of global digital powerhouses like Google, Facebook, and Apple.
	UK: The United Kingdom enjoys a well regarded position in international commerce and enjoys cordial ties with both importers and exporters. Transportation, communications, and utility systems that are all top-notch; an economy that features a wide range of sectors (including finance, manufacturing, and technology); an favourable legal and political climate"; a thriving cultural heritage and tourist sector.

Ireland: Ireland's economy is especially vulnerable to fluctuations in global trade due to its high reliance on exports.
There is still more to be done, but recent years have witnessed significant improvements to infrastructure in Ireland, especially in the "country's outlying regions".
Due to the present housing affordability crisis in the country, many Irish individuals are having a hard time finding a residence they can afford.
"Ireland has a high GDP per capita", yet the country is afflicted by economic inequality due to a large gap between the wealthiest citizens and the rest of the population (Sztangret, and Reformat,  2019).
A skills gap can develop in the Irish economy if skilled people leave the country in search of employment abroad.
	UK: Opportunities for extending business operations beyond Europe.
Spend more money on renewable energy and eco-friendly buildings to lessen of need for fossil fuels.
The development of brand-new resources and strategies.
Increased tourism is a direct outcome of efforts to promote Britain's museums, galleries, and other points of interest.
inclusion of non-EU countries in current trade accords. Today, the United Kingdom is home to a sizable population of first-generation immigrants. "The next generation of" extraordinarily global Brits has the potential to help the UK build a significantly sharper and well-educated society. If the United Kingdom creates tech growth clusters like those in the United States, it will have a greater chance of earning a fair share of the tech sector.
Ireland: Foreign direct investment: Ireland's business-friendly atmosphere and skilled workforce make it a preferred destination.
Ireland has the potential to become a world leader in renewable energy because of its abundant wind and wave resources.
There is potential for growth in Ireland's tourism industry through the promotion of the country's lesser-known sites and activities.
Ireland has a tradition of innovation and the infrastructure to foster the launch of new companies.
Ireland might be an appealing alternative for "businesses and investors" "seeking a new home within the European Union" in the wake of Brexit.
	UK: Many countries in Europe aspire to the same levels of prosperity enjoyed by the United Kingdom. When this occurs, the United Kingdom will face more competition from outside, particularly in the service sectors. Most people and companies would rather not deal with the high cost of living and the suffocating population density that characterises most of the United Kingdom.  The United Kingdom's economy appears to be doing rather well at the moment, but it must deal with the rising threat posed by its regional rivals. It's possible that in a decade or two, the United Kingdom will be in a highly advantageous position if it expands its sphere of influence, educates "its (incoming) population", and stimulates high-end innovation processes. Most people and companies would rather not deal with the high cost of living and the suffocating population density that characterises most of the United Kingdom.
Ireland: Global economic uncertainty may have an effect on Ireland's exports and FDI.
 Brexit threatens to disrupt trade and investment between the United Kingdom and Ireland, two major trading partners.
 Climate change threatens industries like agriculture and tourism that rely on Ireland's scenic landscape.
 Ireland is increasingly dependent on technology, making the country vulnerable to cyber attacks.
 As Ireland's population ages, the amount of its working age population may decline and the country's healthcare costs may increase.



[bookmark: _heading=h.2u6wntf][bookmark: _Toc133683480]Similarities and differences
[bookmark: _heading=h.9st5taevg36a]Tesco fights with wild competition in the UK and Ireland, which gives customers huge dealing influence (Moura, 2021). Tesco, on the other hand, enjoys a loyal customer base and a solid reputation, both of which may assist in maintaining its market dominance. By considering the bargaining power of its customers, Tesco is able to identify potential threats and take measures to reduce them. For instance, Tesco may make investments in price reductions or customer loyalty programs to increase customer loyalty. In the UK and Ireland, Tesco faces a lot of competition from retailers like Morrisons and Sainsbury's. However, Tesco has an advantage due to its established brand and economies of scale (Fadeyi, 2020). By assessing the level of competition, Tesco can determine potential threats and take preventative measures. Tesco, for instance, may spend assets on Research and development to foster novel items or contributions or on coordinated efforts with rivals to develop its portion of the overall industry

[bookmark: _heading=h.19c6y18][bookmark: _Toc133683481]Segmentation, targeting and positioning of the brand
UK market segmentation 
Brand segmentation in the United Kingdom may be done using a wide variety of criteria, including "demographics, psychographics, behaviour, and geography". Age, gender, income, level of education, and industry are only few of the factors used to divide the market. Companies may either aim for the high-end luxury market or cater to well-off professionals, or they can cater to millennials (those between the ages of 18 and 25) with trendy, low-priced items.
 It's possible to divide the market into subsets by aiming marketing efforts towards groups whose members share values, hobbies, and personalities. One way a business might attract environmentally conscious buyers is by creating products that are also appealing to fashionistas. One may divide markets into subsets based on factors including how often customers make purchases, how loyal they are, what they want to gain from the purchase, and how often similar events occur. For example, a business may target seasonal or year-round tourists, depending on how often those groups travel. Location, population density, climate, and urbanisation are only a few of the criteria that have been used to divide the market into several subsets. A corporation can increase its share of the market by targeting a certain customer base. By segmenting the United Kingdom market based on demographics, psychographics, consumer behaviour", and geographic proximity, a business may better serve its consumers.
Ireland market segmentation 
Various elements, including demographics, psychographics, behaviour, and location, can be used for brand segmentation in Ireland.: The market is segmented according to "age, gender, income, education, and occupation". A company can market its health and wellness items to retirees, for instance, or its fashionable, low-priced goods to millennials. Market segments may be created by targeting people with similar beliefs, interests, and personalities. If a company wants to reach people who care about the environment, it can sell eco-friendly items; if it wants to reach people who are interested in technology, it may sell cutting-edge gadgets. Markets can be segmented according to usage frequency, customer loyalty, desired benefits, and event frequency (Shaba et al. 2021). A company can appeal to customers who value convenience by providing them with on-demand services or goods designed specifically for travellers. The market is segmented according to factors like location and population density as well as climate and city. One strategy for expanding a company's market share is to tailor its offerings to certain demographics.  Markets in Ireland may be broken down into subsets based on demographics, psychographics, consumer behaviour, and geographic proximity, allowing brands to better serve the individual wants and requirements of each subset. The brand's success in the Irish market depends on its ability to recognise the market's specific qualities and adapt its marketing plan accordingly.
Similarities and differences in both markets
Among the largest grocery firms in the globe, Tesco has a substantial share of the market in the UK and Ireland. While there are many parallels throughout these markets, there are additionally a few important differences that Tesco should take into consideration while doing business in each country. 
Similarities 
1. Consumer Preferences
Among the most striking parallels between the markets in the UK and Ireland are the preferences that consumers have in all countries concerning food and other home goods. Fresh produce, dairy goods, and meat are in plentiful supply in both markets, and consumers in both nations emphasize both quality and convenience (Byrne, 2020). 
2. Retail competition
There are plenty of well-established subjects in the retail sector in both the UK and Ireland, notably other grocery store chains and web retailers. Because of the competition, retailers are placing more of their focus on cost, quality, and client service in a bid to differentiate themselves from the crowd.
3. Economic factors
Comparable economic variables, including inflation, consumer spending trends, and interest rates, impact both the UK and Ireland. Tesco's revenue may be affected by these variables, consequently, the company has to be swift to adjust to changing economic situations in both nations (Collins and Zimran, 2019).
Differences
Market size: The UK market is considerably larger than the Irish market, notwithstanding the fact that they have many commonalities. This has impacts on Tesco's activities, notably the amount of goods sold, the location and number of stores, as well as additional variables. 
Competition: Although both markets are extremely competitive, they have distinct settings for competition. Sainsbury's, Asda, Morrisons, and other grocery chains, as well as e-commerce companies like Amazon, compete with Tesco in the UK. Tesco is competing against competitor supermarket giants which includes Supervalu, Dunnes and Aldi in Ireland (McGregor et al., 2020).
Cultural factors: While there are a few cultural similarities among the UK and Ireland, there are also a few apparent differences. For example, Tesco has made expenditures in its relationships with local vendors as a reaction to the Irish market's substantial demand for locally produced goods. 
[bookmark: _heading=h.3tbugp1][bookmark: _Toc133683482]Marketing mix 
Product - The product strategy of Tesco is providing a variety of choices that would range from different brands as well as regional produce with International cookings (Domański and Łabenda, 2020). It forwards the everyday value within Tesco that is the supermarket chain and is also brightly displaying the different products that are for the consumer segment. Tesco also has been fulfilling the consumer preferences in the sector of fast fashion that is principally based in the country of the UK and offers clothing within the retail store. Product base is also inclusive of entertainment home appliance garden as well as toys with car accessories.
Price - The pricing strategy of Tesco is described within cost leadership as the management is aiming in reduction of the cost concerning purchase as well as operational costs through valuable economies of scale. In addition to this the measures are also passed in the cost advantage that puts forward the brand value. Tesco also uses a relevant club card system which allows the customer in gathering points when a commodity is purchased and can be converted on monetary benefit at later stages (Hossain et al. 2022). It also serves price promotional strategy in providing loyal as well as profitable consumers with additional rebates. The pricing master helps in reduction of the investment and enhances sales revenue that undertakes greater profitability
Place - The distribution status is headquartered from England however the stores are widely available throughout the global segment. Company has adopted online as well as offline services. Additionally the favor concerning online sales is in contrast as compared to offline sales that is increasing in the last years.
Promotion - Promotion strategy photoscope is the goal standard with an advertisement as well as brandy that serves as the biggest advantag. It also puts forward TV advertisement as well as sponsors the charitable event in order to undertake greater market focus and also make people aware about the different products and services sold. This is also is beneficial for generating greater competitive edge to the brand that helps in diminishing losses and magnifying profits Also is beneficial for generating greater competitive edge to the brand that helps in diminishing losses and magnifying profits
[bookmark: _heading=h.28h4qwu][bookmark: _Toc133683483]Advantages and disadvantages of chosen entry modes 
Joint Venture
In a joint venture, multiple companies may establish an independent legal company to carry out a specific company activity. Tesco may profit from a local partner's knowledge and expertise via a joint venture. Tesco and its partner may share the risks and benefits associated with a joint venture (Tien and Ngoc, 2019). Joint ventures are beneficial when entering an unfamiliar market where the partner organization has better regional marketplace expertise and abilities. Tesco may benefit from the partner company's local knowledge and obtain knowledge about local traditions, laws, and business practices. Through joint ventures, Tesco is able to take advantage of the regional assets of the partnering business, including distribution channels, suppliers, and customers. Both partners share the risks and advantages of a joint venture (Cuervo-Cazurra and Li, 2021). When Tesco joins an unfamiliar market with a high level of risk, this can be beneficial. Tesco's risk can be reduced by exchanging risks with a local partner, boosting the attractiveness of the business.
Acquisition
A company can enter the market by acquiring another business in order to get access to its product, service, or market share. By leveraging the bought company's well-established name and customer base, Tesco can break into the market speedily. By buying an established business with an extensive customer base, the acquisition enables Tesco to join the market quickly. Tesco may boost its market share by using the brand image and reputation of the acquired business. The synergies between Tesco and the acquired firm might come from an acquisition (Cuervo-Cazurra and Li, 2021). Tesco may benefit from the expertise and knowledge of the acquired business, and the acquired business can profit from Tesco's resources, especially its solid financial standing and distribution networks.
[bookmark: _heading=h.nmf14n][bookmark: _Toc133683484]Directional development 
Tourism has increased as a result of initiatives to market Britain's museums, galleries, and other areas of interest. As a result, businesses are under greater pressure than ever to differentiate themselves from competitors while keeping low costs. Competition among existing enterprises in the United Kingdom can be strong, particularly in extremely saturated or poorly differentiated areas.
[bookmark: _heading=h.37m2jsg][bookmark: _Toc133683485]Ansoff matrix 
· Market Penetration - Market penetration can be the beneficial strategy that Tesco has implemented in order to increase the market share (Onyusheva and Laochockchaikul, 2021). Club card strategy has been successful for the organization in gaining valuable consumer loyalty and also penetrating within the potential market. The score has also identified the consumer base with self advertising websites.
· Product Development - Product development can be the vital factor that has allowed a scope in critical identification of the opportunities and introduction of innovative products. Organic foods that are offered by the company are also after the total analysis of the changes. Tesco also offers credit card loans as well as mortgages that has been helpful for gaining consumer retention.
· Market Development - Intention of Tesco in expanding within the current business operation and is supported with the differential products (Kar et al. 2021). Additionally product dimension strategies as well as the distribution channel is also helpful in attracting a consumer base. Market penetration for Tesco would be identification of potential markets that can be penetrated by beneficial strategies in order to undergo profitable changes.
· Diversification - Diversification can be the diversifying related race in multiplication of products as well as market. School would also have to attract the consumer base by introduction of non food items and diversify the company operation.
 
[bookmark: _heading=h.1mrcu09][bookmark: _Toc133683486]Recommendations
[bookmark: _heading=h.vq76o23610ip]Tesco will enter the market fast. Tesco may increase its market share by leveraging the acquired company's brand image and reputation. The purchase may result in synergies between Tesco and the acquired business (Cuervo-Cazurra and Li, 2021). Tesco may gain from the acquired firm's skills and knowledge, while the acquired business may benefit from Tesco's resources, particularly its strong financial position and distribution networks. By improving the quality of its products and services, Tesco will be able to gain customers' trust, which will encourage word of mouth and social media, two of the most effective marketing strategies.
[bookmark: _heading=h.46r0co2][bookmark: _Toc133683487]TOWS model 
	Strength
· Market share leader 
· Geographical diversity 
· Market and product range diversification
· Several international awards have been bestowed upon him. 
· A reliable supply chain network
	Weakness
· Budget-friendly strategy
· Profits from operations are down.
· Unfair commercial practises
· Labour exploitation

	Opportunities 
· Strategic partnerships with other brands
· Venture partnerships
· Emerging economies 
· Price comparison
	Threats 
· Referendum on Brexit
· Competition from supermarket behemoths
· Economic downturn and credit crunch
· Costs are rising 
· Problems with the supply chain


Table 1: SWOT Analysis
(Source: Self-created)
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Conclusion
Tesco's shipping options include the United Kingdom and Ireland.  Tesco, a multinational grocery and department store company, is headquartered in the United Kingdom. This retail giant has over 6,800 stores in 120 different countries. In 1919, Jack Cohen started a small grocery store in London's East End, but it wasn't until 1920 that the name Tesco was officially adopted. Tesco's main business is retailing, and the company has stores all over the world in places like "the United Kingdom," "the Republic of Ireland," "Central Europe," and even "Asia." The company oversees a large chain of convenience stores, grocery stores and gas stations. Tesco is a supermarket chain with a wide range of non-food products available as well. 
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