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[bookmark: _Toc130111595]Introduction 
Marketing involves identifying consumer needs, wants and delivering products to meet those needs. This includes all activities and processes that are involved in moving a product from the manufacturer to the point of consumption. According to Mishra (2009) marketing serves as a bridge between consumers and producers by meeting customer needs profitably. With this, marketing should not be understood from the point of driving sales but instead has a new purpose to satisfy customer needs (Antharjanam, 2012). With this, marketing involves identifying, selecting, and developing products, setting product prices, and distributing of the products to reach the customer. These are collectively referred to as marketing functions. Marketing functions are the key specialised activities and processes executed by an organisation to achieve its marketing objectives. Marketing objectives included creating value for customers by meeting their needs, building customer relationships, and generating profits and economic benefits for the organisation and its stakeholders. This report will critically analyse the marketing functions of Tesco. Tesco is a British grocer and retailer dealing in general merchandise as well as services such as financial and telecommunication services. The company is based in Hertfordshire, England, and employs over 350,000 people across thousands of stores distributed in different countries across the world. Tesco is one of the most valuable brands in the UK and was also ranked the 16th most valuable brand in 2021 (Statista, 2021). This report provides a critical analysis of the seven marketing functions of Tesco and how the execution of these functions impacts customer needs. This will therefore provide insights into the execution of the 7 core marketing functions at Tesco and how they impact the company’s objective of meeting customer needs. 
Overview of Marketing Functions 
Successful and effective marketing requires one to understand the bigger picture and the critical functions that must be performed to achieve the desired objectives. Marketing functions are the specialised activities that are therefore performed by an organisation to achieve its objectives. Understanding of these is important as it enables marketing professionals to focus their efforts and strategies to support the business and meet customer needs. This section will evaluate the 7 marketing functions, their application at Tesco, and how it impacts customer needs. 
[bookmark: _Toc130111596]Promotion 
[bookmark: _GoBack]Promotion involves sharing information and knowledge about the brand, its product and services through various marketing channels so as to create awareness. According to Alam, Almotairi, and Gaadar (2013), promotion serves to create communication between the buyer and the seller. Ideally, potential buyers need to acquire the information they need and to understand this information to effectively make a purchasing decision. This requires the information provided to be sufficient and complete (Alam, Almotairi, and Gaadar, 2013). There are several strategies that organisations employ in the promotion of their products to the target customers. These include personal selling, advertisement, and public relations among others. Personal selling is an oral presentation with potential customers. This strategy is used nearly at every level across the distribution channel and usually incurs a high cost of sales (Robert and Anthony, 2008). On the other side, advertising relies on impersonal interactions to contact the consumer and to sell. This is done through platforms such as radio and television. While personal selling aims to build personal relationships by leveraging the human element in a marketing promotion, advertisement is designed for the long term and seek to build a strong brand name or image and to grow sales through repetition. Advertisements are usually costly and may not yield immediate results. As a result, it is used by medium and large enterprises that are recognised in the market. Generally, promotion efforts are driven toward persuading or informing potential customers about a company’s products or services. Therefore, there is a need to design an effective communication strategy to inform, persuade and remind the consumers that the product exists in the market and its features as well. 
Tesco enjoys a strong brand image as the most valuable retail brand and the leading retailer in the UK with a large market share of 27.3% ahead of Sainsbury’s (15%) and Asda (14.1%) and Morrison’s (0.7%) (Assossia, 2022). Due to its established market presence, Tesco primarily promotes its products through television, radio, social media platforms, and newspapers to communicate with customers on its products and offers. The grocer and retailer is also the biggest spender on conventional adverts within the UK’s grocery retail sector.  Tesco complements its advertising campaigns with other options such as personalised emails, discounts and offers like “buy-one-get-one-free.” Promotion is therefore important for Tesco as it helps to get its name in front of consumers, to create and build strong brand awareness and raise the company’s profile. These initiatives are important as they provide Tesco customers with the information they need such as product availability, quantity discounts, and offers that are available for grabs. This strongly impacts customer needs as it informs customers on the availability of the products they need, prices, and offers so as to make a buying decision. 
[bookmark: _Toc130111597]Sales Function 
Sales is an important function in marketing that involves communicating with potential customers and pursuing sales leads (Göts, Hoelter, and Krafft, 2013). Ideally, every marketer’s goal is to drive sales by selling products to end customers. Therefore, strategy and marketing decisions such as brand messaging should be driven by the goal of increasing sales. After grabbing the attention of the potential customer, marketers should nurture and guide the sales lead through the sales funnel with the primary aim of influencing the customer to make a purchase when they meet the sales team (Febryan, 2010). Therefore, it is crucial for marketing professionals to pursue sales leads with subtlety so as to develop and build strong relationships with the potential customers. During the engagement and communication process with the potential customers, marketing professionals introduce their products and respond to questions, issues or concerns that customers may have. Effective selling is important as it may help to differentiate a brand from competition. Markers and sales people may also evaluate and make decisions on how to position the products win the market where they can be sold to the potential customers.  
Selling is an important activity for the success of Tesco and in meeting the needs of customers. First, it serves to guide new leads and prospective customers through the sales funnel up to the final point of making a buying decision. This therefore starts from identifying the customer needs, positioning the product in a way that can influence customers, providing important information and responding to customer issues and concerns. These activities are critical for Tesco to convert leads into sales thus helping the company to grow its sales. Tesco employs over 350,000 employees in its stores distributed across the globe as well as the online marketplace. The sales team forms an important force for the company since they provide product information and persuade sales leads. This significantly impacts customer needs by helping to identify their aching needs and recommending or offering products that offer value based on the needs presented by the customer. Selling also involves resolving any issues or concerns and respond to questions raised by the end customers. This is important as it helps to influence consumers in making the right purchase decisions for products that best satisfy their needs. 
[bookmark: _Toc130111598]Product or Service Management 
Product or service management refers to the design, development and improvements to existing products to ensure that the end products or services meet the customer needs. This usually involves assessing the physical appearance, usefulness and how the product is delivered to customers (Avlonitis and Papastathopoulou, 2006). The design and development of products that appeal to the end customer needs require an organisation to conduct comprehensive market research so as to uncover what customers want and to incorporate this feedback into the design and manufacture of products to satisfy their needs. Product management can be achieved through various strategies. These include benchmarking from competitors to identify gaps that could be improved through product development or improvement, conducting market research for similar products, customer needs and how the needs can be met with new products (Trott, 2001). Organisations can also place customers at the center of product management by communicating with them and gathering feedback to inform decisions on product improvements and new product launches to appeal to the needs of customers. Marketing research is therefore a primary driver of product development in an organisations. This is a key responsibility of the marketing team since it best understands the target customer and the market. 
Tesco offers a highly diversified range of products in line with its core strategy of becoming a one stop store solution for the shopping needs of all its customers including financial and communication services among other services (Tesco, 2018, a). With this, Tesco has successfully covered many market segments from the low-cost to the premium and high-end products up to the point where the two value lines have grown to become UK’s leading food brands (Tesco, 2018e).  In the wake of the pandemic and the worsening economy, Tesco moved to reduce reliance on third-party products to achieve operational efficiency and develop its branded products such as Technika and Chokablock so as to improve the level of consumer loyalty (Tesco, 2018e; Wood and Butler, 2015). Generally, Tesco has strategically managed its product management effectively to deliver value for the organisation itself as well as its customers. Through market research, the company recognises that it serves a diverse customer base who are driven by various interests such as low-cost and premium high-priced products. This has enabled Tesco to diversify its product range to create and deliver value for every customer based on their needs and interests. Price is an important factor for the success of Tesco and thus the company to shift from third-party products to manufacturing its branded products to achieve operational efficiency in line with its low-cost strategy. Other than focusing primarily on retail and grocery, Tesco has diversified into services such as financial and communications. This innovation has offered greater convenience for Tesco customers and proactively reacted to the needs of its shoppers.
[bookmark: _Toc130111599]Marketing Information Management 
Every organisation strives to create value for its customers which can be achieved when the firm gathers consumer insights through marketing information. Marketing information management, therefore, involves the data on consumer preferences so as to create value for them in return. In a highly dynamic and competitive business environment, companies can achieve a competitive edge by understanding their customers’ needs and offering products and services to satisfy these needs. The data can be obtained through surveys, online reviews, social media engagement, digital analytics tools, and market research reports. Therefore, marketing information management ensures that the organisation acquires the right information about the market, customers, and competitors. The data can thus be used to inform tactical, operational, and strategic decisions such as addressing the latest industry trends, responding to competitors, and reacting to customer needs and concerns. Tesco leverages marketing information systems to gather insightful data on people, products, and market trends and to monitor consumer behaviours. Tesco is the largest retailer and food grocer in the UK and has been the pioneer in technology and data. The company tracks customer behaviours and activities through its loyalty card system and this has been critical in helping the company to transition to online retailing (Marr, 2016). According to Marr (2016), Tesco applies cutting-edge data analytics to gather data on consumer changing consumer behaviour and competitors. This is important as it enables the company to deliver products that appeal to the changing needs and expectations of consumers. Through the data, Tesco can also anticipate changes in the future and respond proactively (Tyagi, 2020). This has helped Tesco to phase out some products and instead launch innovative ones that are consistent with the needs and expectations of customers. Therefore, the marketing information management function has been critical for Tesco’s success over the decades as the company relies on marketing information systems to gather data on consumer expectations, online behaviours, and trends to make effective decisions. 
[bookmark: _Toc130111600]Pricing 
Pricing is an important function in marketing as it influences the performance of a product in the market as well as the performance of the marketing function. The price charged for the product sends a message to consumers. An increase in commodity prices signals an in improvement in product quality from the customer’s perspective since most consumers are skeptical about prices that appear to be too good to be true. Extremely low product prices also show that the product is of low quality or of lesser quality than premium-priced products. Therefore, it is important to set the correct product price to appeal to the customer’s perception. Setting the price for a product however incorporates multiple factors including value and cost. However, marketers should set a price that balances the customer perception of the product’s value and the cost of producing it. There are other factors that are considered in pricing such as competition and what customers are willing to pay for the product. Therefore, marketing professionals strive to incorporate these elements when setting a particular price for a product or service. Therefore, effective pricing requires the organisation to perform adequate marketing research. Ultimately, the price selected strikes the balance between the customers’ perception of the product and the cost incurred to produce and deliver to the market. In a study to examine the effect of pricing on customer satisfaction, Wairimu (2011) observed that price significantly influences the level of customer satisfaction by providing competitive prices allowing customers. Tesco employs adopts cost leadership by offering high-quality products at competitively lower prices across all its products. The company achieved this by buying in bulk from suppliers to attain economies of scale and regular systematic reviews of the performance of stores and products. Leveraging data and market intelligence, Tesco also responds promptly to market changes by launching new products to secure first mover advantage. This has enabled the company to cut down on costs (Vecchiato, 2015). For instance, Tesco optimised its shelves resulting reduction in operational costs of average stores by 3%. Tesco also responded to the demand for a vegan diet by launching Wicked Kitchen its own vegan brand (Smithers, 2018). These efforts have also been supported by the company’s move to optimise marketing costs due to customer feedback and the Brand Guarantee Programme.  This has enabled Tesco to offer the lowest prices in the market to its consumers (Tesco, 2018e). Pricing is an important element of the marketing function that contributes to value creation for customers by offering value in quality products at competitively lower prices. 
[bookmark: _Toc130111601]Financing Function 
Financing involves raising capital to fund the operations of a business. Financing as a marketing function serves to raise or secure funds whether internally or externally to create and implement marketing campaigns. It also refers to the method used for payment of goods and services provided to consumers such as billing, credit cards, and payment on delivery. It, therefore, entails providing credit or cash that is needed to produce, transport, store, promote, sell and buy a product or a service. Generally, it is important for marketing teams to secure adequate funding in their annual budgets to remain updated on their industry trends and to improve their marketing campaigns.  Tesco’s financing option includes all the payment methods that the company accepts for customers to pay for products and services. Tesco customers can shop using Visa, MasterCard, American Express, Maestro, Visa Debit, Tesco Pay+, Tesco Bank Credit and Debit Cards. The company has also introduced the Tesco Clubcard Pay+. Customers across the globe can get access to the payment option by applying online to receive the service at the convenience of their smartphones. The new Clubcard payment also allows customers to earn points for every dollar spent and which is redeemable for Tesco products and services. With this, Tesco creates value for its customers by allowing them to select the most convenient payment option that suits them. The Clubcard Pay option also serves as a loyalty program by gaining points on every purchase which can then be redeemed for other products or services. Convenience is an important factor that influences customer satisfaction by allowing customers to select the lowest-cost payment method and one that is easily accessible to them. 
[bookmark: _Toc130111602]Distribution Function 
Distribution is a critical marketing activity that is performed by every organisation to guarantee a continuous supply of goods and services in the market so that customers can acquire them to fulfill their needs. Distribution includes the activities that an organisation performs to ensure that products and services are available to consumers. Distribution forms the place element of the marketing mix. When marketers consider place, the key focus or decision is on where they promote the products and services. The key objective is to ensure that the product is made available at the point where it can be accessed and purchased by the customers. Key decisions include deciding the model of transportation to use, tracking of products, and the kind of market intermediaries to use to make the products available to the market. Therefore, organizations should design flexible and effective distribution that is customer driven to guarantee greater value for customers. 
Tesco has employed over 350,000 that are distributed across more than 3400 stores across the UK. The company has set up different types of stores to address location-specific needs with each store offering specific products and services such as the coffee to go. Premium and high-margin products are offered at premium prices in the Tesco express while Tesco Superstores offer great varieties and value for less (Wood, 2017). In addition to the physical stores, Tesco also operates an online store and services such as the Tesco Delivery Saver and Tesco Bank (Tesco Bank, 2018). Based on this, Tesco’s distribution strategy has effectively segmented its customers and selected the most appropriate distribution strategy based on consumer needs and demographics. For instance, the company’s Tesco Superstores have been primarily focus on delivering discounted products at significantly lower prices. The Tesco Express stores on the other side offer premium high value and higher margin alternatives. Tesco complements its physical with online delivery options and services such as Tesco bank. With this, the company has effectively created value for every consumer based on their needs. 
[bookmark: _Toc130111603]Conclusion
 
In summary, marketing serves as the bridge between consumers and products. This is only achieved through the marketing functions that include all activities and processes that are performed to achieve the marketing objectives set within the company. While the traditional objective of marketing was to drive sales, marketing has a bigger role in ensuring that customer needs are met or exceeded. As a result, marketing can be used as a tool to attain a competitive edge through activities such as pricing, distribution, promotion, selling, financing, marketing research, marketing information management, and product or service management. The promotion function serves to create awareness and provide accurate and reliable information that consumers can use to create awareness of the products. Therefore, it is an important marketing function that serves to create value for consumers through information. Pricing is another critical marketing function that influences the success of a marketing campaign. A well-crafted pricing strategy finds the balance between the customer perception of the product’s value and the cost incurred to produce and deliver to the market. Distribution on the other side serves to bridge the gap between producers and consumers by ensuring that the product is made available where customers can access and buy it. This is important in meeting customer needs by ensuring that the product is available in the market as and when they need it. Tesco has effectively managed its marketing distribution function to ensure that customers get exactly what they are looking for. Similarly, the company strives to meet its customer needs through financing by providing multiple payment options including billing, credit cards, debit cards and the Clubcard Pay for loyal subscribers. While promotion is important in informing potential customers about the product, selling function of marketing goes an extra way to guide leads through every step of the sales funnel. This includes responding to issues and queries and closing down sales. As a result, it is an important marketing function that contributes to customer satisfaction while meeting the marketing goals of the organisation. In the current digital age, data offers a huge resource that can be leveraged to attained operational excellence and competitiveness. Through data gathering and information management, a company can understand its customer needs and preferences as well as buying behaviours to make strategic and marketing decisions that create value for customers and meet the organisational goals. The analysis has demonstrated that Tesco’s success stems from its ability to manage its critical marketing functions to create value for the customers and to achieve sustained sales performance. 
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