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[bookmark: _heading=h.30j0zll]Introduction:
Marketing of a business is the most important in increasing its profitability since it aims to place the products in a way that is most appealing (Bustinza et al., 2018). This report will be focused on an in-depth exploration of concepts in marketing such as segmentation, positioning, and targeting, along with the marketing mix. Moreover, it will apply the same concepts to the business of Tesco, a multinational retailer based in the UK. It will describe the role segmentation, positioning, and targeting play individually and collectively in granting the business a competitive advantage in the industry in which it operates. Furthermore, it will elaborate on the significance of the marketing mix and the degree of influence it has on the strategies of the firm.


[bookmark: _heading=h.1fob9te]About the organization:
Tesco is a supermarket chain business based in the United Kingdom. Headquartered in Welwyn Garden City, UK; the firm has over 4623 shops in 11 countries worldwide. Tesco employs over 367,000 people. The revenue generation of the business amounted to 53 million pounds in the year 2021.
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Figure 01: Image of Tesco’s logo
(Source: Tescoplc.com, 2022)

[bookmark: _heading=h.3znysh7][bookmark: _heading=h.2et92p0]STP Analysis of the organization:
●       Segmentation: This strategy is focused on the segmentation of customers, which is dividing customers into groups to cater to as many customers as possible. There are 4 types of segmentation. 
1. Demographic: this includes grouping customers based on qualities such as gender, age, income, and ethnicity. 
2. Psychographic: this involves dividing based on qualities displayed by the customers such as activities, opinions, and lifestyle choices. 
3. Geographic: this calls for classification based on the customers’ place of residence, for example, state, province, or country.
4. Economical: this alludes to segmenting based on the economic behavior of the target customer base.
Business of Tesco uses this tactic to come up with the most effective approach for its broad customer base. The type of segmentation used by the firm is demographic, and the bases for classification used are age, economic status, gender, and many more. Since the supermarket produces many of its products, this strategy helps the business in product development as well. This business also utilizes the geographic type of segmentation to create the merchandise mixes allotted to several of its stores.
●       Targeting: This strategy includes identifying the segment most likely to generate conversions for the business. This step supersedes segmentation and is very important in steering the overall marketing strategy. The business of Tesco develops an individual marketing mix and a focused marketing strategy for every product it creates and sells which allows for a multifaceted and comprehensive marketing strategy.
Additionally, Tesco utilizes the Mass Marketing Strategy, in which the market as a whole is regarded as a customer. The business targets most of the market by appealing to the universally present need of saving money. As a result, the firm attracts customers from all walks of life. 
●       Positioning: Positioning is a strategy utilized for the presentation of the business and its products that help the business stand out from its contemporaries. It is instrumental in convincing the customers that the services offered by the company are indispensable and will bring value to their lives. Tesco uses all three types of positioning strategies
1. Functional positioning: This refers to positioning based on the range of functions and quality of the services offered by the firm. Tesco Finest, a Tesco product line, uses this to target customers with more disposable incomes who are more likely to buy high-quality products.
2. Symbolic positioning: This refers to the positioning that is focused on the personal values and moral codes of the customer base. Fair Trade products sold by Tesco are marketed with this strategy, by appealing to the environmentally conscious.
3. Experiential positioning: This refers to the positioning that places experience at its core. This is utilized in the case of cosmetics and skin care product lines by Tesco.
Role of segmentation, positioning, and targeting in competitive advantage in a business environment:
The STP (Segmentation, Targeting, Positioning) model is one of the most popular marketing tools used to achieve streamlined and effective marketing (Amira and Fitriasari, 2021). It helps a business create a feasible marketing plan that assesses the attractiveness and potential of the customer base and exploits it expertly.
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Image 02: STP Analysis 
(Source: Researchgate.net, 2022)
The practice of segmentation allows the business to classify the customers, which enables the business to come up with a strategy that aims to please most customers. This allows for a significant competitive advantage over other companies that prefer the ‘one size fits all approach. Thus, the firm can identify its customer base with relative ease. Moreover, segmentation gives the business valuable insights concerning the market, customers, and their behavior, which is essential in formulating an effective marketing strategy.
The diverse product lines developed by and sold at Tesco have resulted in a customer base as diverse as it is wide, which has led to Tesco becoming the market leader in the supermarket chain industry. Positioning as a strategy is extremely important for the business as it helps the brand affirm and cement its identity; which, in turn, grants the business a much-needed competitive edge.
Thus, applying and utilizing the STP model makes the business uniquely skilled to handle its communications-related affairs, and thus gives it an advantage over its competitors that cannot be replicated by any other means (Antara and Lestari, 2022).

[bookmark: _heading=h.tyjcwt]Marketing Mix of Tesco:
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Figure 03: Marketing Mix 
(Source: Indeed.com, 2022)
[bookmark: _heading=h.3dy6vkm][bookmark: _heading=h.1t3h5sf]●       Price: Tesco has been insistent on cost leadership. The business focuses on providing the least possible prices for the products it sells while not compromising on quality. Tesco employs highly efficient supply chains, economies of scale, and a methodical pricing strategy where goods at supermarkets are priced lower than those at small outlets. Moreover, the business offers a loyalty card in addition to a highly popular brand guarantee program. 
●       Product: Seeing that the business is a supermarket chain, a wide variety of products are sold at Tesco. The business manufactures most of the products it sells. The products range from homeware to electronics. There are various subsidiaries of Tesco that offer specific services. For example, the increasingly popular Tesco Bank, a personal finance venture that offers loans, debit, and credit cards. Tesco Lotus is a supermarket brand that operates exclusively in Thailand. 
●       Place: Tesco operates through two distinct distribution channels. The business has a digital presence as Tesco Direct and exists physically in Tesco stores. The stores are of six types, called Tesco Superstore, Tesco Metro, Tesco Homeplus, Tesco Compact, Tesco Extra, and Tesco Express. There are over 4600 stores in 11 countries. Additionally, the business has a central headquarters office in Hertfordshire.
●       Promotion: The promotion of Tesco emphasizes the low prices offered by the firm. The business uses traditional advertising to its advantage by publishing adverts in newspapers, television, and such. Additionally, the brand utilizes social media for digital marketing, using unique strategies (like thank you gestures), online ads, and custom hashtags (as of now #EveryLittleHelps). 
Role of Marketing Mix in the firm’s strategies:
The marketing mix is an essential marketing tool used to determine or construct and implement a viable and effective marketing strategy (Mallik and Farhan, 2018). Since this strategy helps in choosing the correct marketing strategy for a business, it also influences the segmentation, targeting, and positioning strategies. The marketing mix, if used correctly, can help the business in forecasting future demand and developing the strengths the business possesses. It also helps increase the adaptability of the business. Additionally, it acts as a guide for proper allocation and subsequent utilization of resources, thus affecting the marketing strategy. Further, it can help in analyzing the elasticity of the cost-benefit. The marketing mix of Tesco helps the business assess its position in the market and generate strategies that will attract new customers, improve the degree of customer satisfaction and increase customer retention (Hutauruk et al., 2020). It helps the business detect the areas of improvement and act accordingly. 

 
Conclusion:
The report is centered around the essential concepts of marketing and how they impact the strategies of the firm. It discusses the STP (Segmentation, Targeting, Positioning) model of marketing in detail and aligns it with the marketing efforts undertaken by the business Tesco. Moreover, how the STP (Segmentation, Targeting, Positioning) model of marketing on increasing is directly responsible for granting a business a unique competitive advantage has been explored in depth. Further, the marketing mix of Tesco is provided and the influence of the marketing mix on the marketing strategy of the business is elaborated on.
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