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Executive summary
Marketing management is an important aspect of every business and this has been illustrated through the analysis of marketing analysis of Tesco. The report begins with a background study of the company along with information on its market share and annual revenue. Further, the report indulges in the analysis of macro environment with PESTLE analysis and microenvironment with SWOT analysis. The competitive analysis has been done through Porter's five forces. The report concludes with the discussion of the segmentation, targeting and positioning of Tesco and the marketing mix of 4ps as well. The report is replete with relevant recommendations for Tesco. 
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Introduction 
The report is based on the analysis of the marketing management of one of the top retail companies in the UK, Tesco. Tesco is the leading company in the retail industry of the UK and it deals primarily in groceries and general merchandise. The company diversified its products involving books, clothing, electronics, furniture, toys, petrol, software, financial services, telecoms and internet services (Tesco, 2022). The company has gradually expanded to 11 other countries other than the UK. The market share of Tesco is 27.3% (Statista, 2022). The annual revenue of the company is 56 billion pounds in 2022. The employee strength of the company is 354000 workers globally and it has 5000 retail stores in the countries that the company serves and 2797 stores are alone situated in the UK (Statista, 2022). The company relies majorly on print media to promote its products and services and recently its online sales of the company increased by 15% in Ireland and South Korea (Tesco, 2022). 
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Figure 1: Market share of Tesco
(Source: Statista, 2022)
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Figure 2: Annual Revenue of Tesco
(Source: Statista, 2022)
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The macro environment of Tesco will be analysed by the use of PESTLE analysis
Political
The company, Tesco, majorly thrives in the UK and the market of the UK is quite favourable for the company as it has experienced stable growth in the UK. However, the company is present in other 10 countries and the tax rate, political stability and other political aspects can affect the operations of the company (Adamyk, 2019). The corruption rank of the UK is 11 and the score is 78 which indicates that corruption is quite low in the UK and that would provide the company to operate without any external pressure on the business operations (James, and Cooper, 2018). 
Economic
One of the economic factors that can affect Tesco is the labour costs in the UK. The annual wages for the company can be 4.5 billion pounds and the minimum wage rate has been increasing in the country the current rate is 8.21 pounds for workers who are of age 25 and above. This might affect the profits and the finance of Tesco (Foabeh, and Achaleke, 2020). 
Social
The shopping trends and the demands of the population of the UK have been drastically changing with time. The people in the country prefer one-stop shopping and fast deliveries or online shopping because of their busy lives (Adamyk, 2019). Therefore Tesco has indulged in online sales and is making efforts to fast-pace the deliveries further. Moreover, 65% of the population are loyal customers which would direct Tesco to build close ties with its customers (Adamyk, 2019). 
Technological
The population of the UK is technologically advanced and because Tesco lacked technological advancement it faced customer relationship issues. However, the company has indulged in technology through online retailing and has also involved RFID technology to enhance the in-store experience of the customers (James, and Cooper, 2018). The company has also indulged in online payment systems for its customers.
Legal
The employment laws in the UK are quite robust and etched under the Employment Rights Act 1996. The guidelines for the Equal pay Act 1970 are quite strong as well and the employees of Tesco had taken legal action against the company regarding gender discrimination in the company (James, and Cooper, 2018). 
Environmental 
The UK has been striving with the environmental issues and therefore Tesco and other companies are facing pressure from the government to manage the issues and follow the environmental guidelines. The Environmental Act, of 2021 of the UK reflects a framework of the guidelines relevant to the protection of the environment (Foabeh, and Achaleke, 2020). Therefore Tesco has adopted strategies like the Tesco van drivers will use fuel-saving routes and also collect plastic bags and recycle them from the customers they visit. 
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Threat of new entrants
The threat of new entrants is low regarding Tesco. Tesco is the largest player in the retail industry, therefore for the new entrants, the financial resources are high along with the best strategies to compete with the largest players in the industry which is quite impossible (Adelakun, 2020). 
Threat of substitutes
The threat of substitutes for the products Tesco is low because the products that the company deal in are the basic needs of the customers who use them all year round. The products are generally groceries and general merchandise (Haucap, 2019). Moreover, the products are replenished and restored once the stocks in the retail outlets are exhausted. 
Bargaining power of customers
The bargaining power of the customers is high because the retail industry in the UK has multiple players who are close competitors of Tesco. As the products are similar in every company in the industry and the customers have so many options of companies or retailers to choose from that the bargaining power of the customers is high for Tesco (Tesco Plc, 2019).
Bargaining power of the suppliers
The bargaining power of the suppliers of Tesco is low as the retail industry has many companies that procure the supplies from an array of suppliers which is huge in number (Veszelszki, 2018). Therefore the companies like Tesco can easily switch from one supplier to another. 
Competitive rivalry
The competitive rivalry of Tesco is high as the company faces stiff competition in the market from other competitors of the same level like Walmart, Asda, and Sainsbury and so on. These competitors are strong in terms of supply chain and logistics networks as well as robust strategies (Veszelszki, 2018). 
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The microenvironment of Tesco will be analysed through a SWOT analysis of the company. 
SWOT analysis

	Strengths
	Weaknesses

	· Tesco has a robust supply chain and logistics network
· Tesco has a strong global presence and it has diversified its products in several other countries
· It has the largest market share in the UK of 27.3%.
· Tesco has opted for efficient online sales and gained 15% sales through online platforms
	· The operations of Tesco failed in Japan and the USA
· The company has faced many legal troubles from the employees of the company. 
· Tesco operates in multiple segments and that is the reason for its inefficiency
· Tesco has faced a decline in operating profits.

	Opportunities
	Threats

	· Tesco can expand to more potential markets like South Korea, Indonesia and Turkey.
· The company can make strategic alliances with other brands as well 
· Tesco has the potential to expand on online channels and capitalise on the same. 
	· Low-price supermarkets that offer non-expensive products and huge discounts
· Tesco faces stiff competition from the large players in the industry
· Consequences that Tesco faced due to Brexit in terms of taxes, changes in tariffs and export and imports. 


Table 1: SWOT analysis
(Source: Rosnizam et al., 2020)
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Segmentation
The segmentation of Tesco has been done based on the attributes like geographic, demographic, behavioural and psychographic. According to the geographic segmentation, Tesco has segmented the customers that are based in the UK and other 13 countries (Van Berten, 2020). Further, the demographic segmentation of Tesco has been done in terms of age, gender, income, occupation, education, social status, and family size of the customers. Tesco has segmented the customers of all age categories and genders, the social class segmented by the company includes the middle class, lower middle class, skilled working class and working class (Kartajaya, Setiawan, and Kotler, 2021). The family size segmented are extended families, single individuals and nuclear families. The products of the company can serve individuals of all ages and gender and nuclear families as that will increase the sales for the company as disintegrated families and households purchase increased quantities of goods like groceries. 
Targeting
Although the company, Tesco, has multiple segments of customers, the company adopts a mass marketing strategy so that the company can target the customers that have middle income capacity as the products are low priced and the products are varied so the company targets both the genders of men and women. The most important strategy of Tesco is low prices and high quality and the strategy regarding the targeting of Tesco determines that the company makes efforts to serve as many customers as they can as the needs of the customers are most common regarding groceries and general merchandise (DURU, 2019). 
Positioning
The positioning strategy of Tesco has been quite robust as the company maintains the prices of the products to be low so that the company can register the brand with the kinds of customers. The company has also strategized to provide good quality products to the customers along with the advertisement message, "cheapest price every day" (Lamey et al., 2018). The positioning strategy of Tesco is quite successful as it has garnered many customers and a substantial increase in sales. The positioning of the company is quite effective than the competitions like Sainsbury, Boots, Walmart, Lidl and so on as the company has always maintained the quality of the products that increases its customer loyalty (Mahadevan, 2020).
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Figure 3: Positioning map
(Source: Self-developed)
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The marketing mixes of 4ps analysed in the section are product, price, places and promotion. 
Product
The strategy of Tesco regarding the products of the company suggests that the company indulges in including a wide variety of products like groceries, electronics, apparel, home decor, books, jewellery, baby products and so on (Tuten, 2019). These products cater to all segments of customers. Moreover, the company has brands for all the products as well. 
Price
Tesco has an effective supply chain that enables the company to identify economies of scale and offer products at low prices to customers. The company maintains superior quality at a low price for the products (Tuten, 2019). The company follows the strategy of cost leadership. Moreover, the company gains feedback from the customers and works on it in terms of the quality and prices of the products. 
Place
Tesco has its stores and the number of stores is around 6500 they are situated in the UK, Hungary, Ireland and many other countries (Tuten, 2019). The stores are located at prime locations so that the customers can have full and easy accessibility to the stores. The company is also present online with the products. 
Promotion
Tesco relies majorly on print advertisements and media advertisements as the primary promotion channels. Moreover, the company highlights the low prices of the products as one of the promotional strategies (Tuten, 2019). The company provides promotional offers on the products to the customers as a promotional strategy. 
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The report is based on the analysis of marketing management and the assessment of the market for Tesco. The report highlights the macro environment through the PESTLE analysis and the microenvironment through the SWOT analysis. Further, the report illustrates the competitive analysis through Porter’s five forces and the marketing strategies of Tesco through 4ps of the marketing mix including price, product, place and promotion. The report concludes with recommendations relevant to the overall analysis. 
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· Tesco should ensure that the employees in the company are receiving ethical and legal treatments and there is equality among the employees as well to prevent legal troubles and liabilities.
· Tesco should implement technical error free online orders and efficient and fast deliveries to serve the customers effectively and increase revenue in the process. As currently the online website User Interface is lagging along with technical difficulties. The company should also indulge in easy payment and cancel options to enhance the customer experience. However, through fast deliveries and enhancement of marketing strategies the company should also ensure that the strategies and the actions do not have negative effect on the environment by increasing the carbon footprint. 
· Tesco should expand its brand in many other potential markets to experience further growth. The company should innovate new options for robust promotional strategy through digital mediums like increasing its visibility through social media advertising and influencer marketing. As the company deals in daily products influencer marketing will be effective as the influencers have a wide reach. 
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