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INTRODUCTION


Marketing refers to the activities that involve promotion of products and service by an organisation in order inform customers effectively. Marking activities consist of advertising, selling along with delivering of products to customers and other businesses. Marketing allows an organisation to target a specific audience which can included differentiate packaging designs in order to attract larger customer bases. For the following report TESCO has been chosen which is a British multinational groceries and general merchandise retailer, headquartered in Welwyn Garden City, UK. The following report will consist of effectively understanding the overall process along with stages of marketing. In addition to this the report will included understanding related to role of marketing environment and other situational analysis models. Moreover, the report will discuss aspects related to market segmentation, targeting and positioning along with marketing strategies.

MAINBODY

Understanding the process and stages of marking.


Marketing is an essential tool for an organisation is order to promote their products and services to customers in an effective manner. Marking allows an organisation to attract and retain customers which results in optimal growth of the business. In context to TESCO, marketing plays a major role in the organisation as it allows is establishing reputable brand image in the market along with the ability to gain competitive advantage relative to their competitors (Ang and Rusli., 2018). It is crucial to have optimal marketing process that allow the organisation to develop a framework wherein value is created for customers and enables marketers to capture vale from customers in return. The process of marking consists of five steps which are mentioned below in context to TESCO:

Marketing process:
STEP - 1
Understanding the marketplace and customers needs and wants:

This step of the marketing process included effectively understanding the overall needs, wants and demands of customers in order to establish satisfying market offering and enhance long-term customers equity. In context to TESCO, that step allows the organisation to determine and understand the needs of their customers which allow them effectively focus on developing suitable marketing strategies in order to attract larger customer base.

STEP - 2
Designing customer driven marketing strategy:

The following step of marking process is concerned with designing marking strategies that are oriented towards selecting target market and how to serve customers in the best way possible. In context to TESCO, the management after understanding the needs of customer focuses upon designing suitable marketing strategy that will be aligned with organisation value and take customer satisfaction into account (Chaffey and Ellis-Chadwick ., 2019).

STEP - 3
Establishing an integrated marketing plan:

This step of marketing process is focused on development and outlining marking strategy of the organisation and how the company will create value. The marketers pay emphasis on developing integrated market plans relative to target customers. In context to TESCO, this step of marketing process allows the organisation to develop a structure format of their marketing strategy which will provide highest level of customer satisfaction and develop optimal value for the organisation.

STEP - 4
Establishing profitable relations:

This step of the marking process focuses on the process of establishing as well as maintaining profitable customer relations through optimal value and satisfaction. It Is vital to develop customer relations in order to have long term advantage in the market. In context to TESCO, this step enables the organisation to establish loyal relations with their customers through offering of high quality products and services in an cost effective manner. This help the business to grow its market share as well as customer base resulting in the development of competitive advantage in market.

STEP - 5
Effectively capturing value from customers:

This step of marketing process in focused on analysing the capture value of customers and determining the effectiveness of the marketing strategy in proving satisfaction organisational products and services. In context to TESCO, the organisation take valuable feedback of customers and understand if their products and service we effective in providing optimal satisfaction to customers. This step allows the business to alter is marking strategy if it identifies low performance of its products in the market. In addition to this, it allows the organisation to understand the overall interaction of customers relative to their business (Hagenbuch and Mgrdichian., 2020).

Discussing the stages of marketing

There are various stages relative to marketing that are essential to be addressed in order for an organisation to effective marketing of its products and services. The efficiency of these stages will allows in establishing marketing strategies along with the success of an organisation. In context to TESCO, stages of marking are vital as it allows them to plan and conduct research relative to their customers. This helps in collecting crucial data necessary for the development of marking strategies and targeting marketing. Given below are stages of marking in context to TESCO:

Production orientation:

This stage of marking is concerned with increasing the overall production as well as effectively controlling it in order to reduce cost. It focuses on increasing profitability through sales volume.

Product orientation:

This stage of marketing involves developing quality products and focusing on improving as well as controlling quality. This generated higher probability through quality products.

Sales orientation:

The following stage of marketing is concerned with clearance of stock through aggressive sales and promotion. It involves increasing profitability through quick sales in high volume.

Marketing orientation:

This stage of marketing focuses on planning and decision relative to the needs and wants of customers. This stage is vital for customer satisfaction and coordination set activities (Morrison., 2022).


The management at TESCO are focused on their marketing orientation stage as it allows the organisation to effectively attract large number of customers and generate high levels of profitability. The marking orientation stage allows the organisation to develop a loyal bong with their customers which increases their overall marking capabilities and allow the business to establish a reputable brand image in market. In addition to this, being marking oriented allow TESCO to promote its products and service in an optimal way resulting in enhanced interaction with customers which allows to achieve the objective of expanding customer base as well as profitability.

Understanding the role of marketing environment and other situational analysis models.


The marking environment of an organisation has a major impact and role in development of its marking strategy. There are various in environmental factors that can influence marketing activities of an organisation which can impact its marking operations. In context to TESCO, the effective understanding of its marking environment allows to understand the overall behaviour of customers and effectively understand their competitors in market. The analysis of marking environment allows the organisation to make prompt decision and be strategic in their marking activities (Solimun and Fernandes., 2018). Moreover, marking environment helps in promoting innovation within the organisation to develop enhanced marking methods as well as technique. In order to understand the marking environment of TESCO,  situational analysis models such as PESTLE and SWOT are utilized and elaborated below:

PESTLE analysis:

This framework is essential for an organisation to understand the influence of external factors on the overall operations of a business. In context to TESCO, PESTLE analysis will allow the organisation to determine is marking based on the influence of external factors. It will enable the business to make necessary changes based on how the external factors interact with organisational function. Given below is the PESTLE analysis in context to TESCO:

Political:

This factors is concerned with the influence of government rules and regulations on the overall operations of a business. In context to TESCO, the restriction placed by the government due to the situation of COVID – 19 pandemic has had a major impact on the marking of the organisation. The restriction have reduced the number to customers visiting stores of TESCO rendering their marketing ineffective in informing customers about their products and services.

Economical:

This factors is concerned with elements such as rate of employability, inflation and overall economic growth in the environment of an organisation. In context to TESCO, the situation of COVID – 19 pandemic has increased the rate of unemployable in the country resulting in reduced purchasing power of customers. This has negatively impacted their marking of the business as customers are looking for attractive products and service at least cost possible. This has negatively influenced their current marking strategy leading to reduced engagement with customers resulting in low profitability.

Social:

This factor is concerned with trends in the market relative to behaviours of customers and taken into account demographics. In context to TESCO, the situation of COVID – 19 pandemic has altered the behaviour of customers as they are leaning towards buying products and service at least cost possible. This makes it crucial for the management at TESCO to develop new marking strategies in order to attract customers and gain competitive advantage in the market.

Technological:

The technological factor are concerned with innovations in the environment that can have an impact on the business function of an organisation. In context to TESCO, the situation of COVID – 19 has made it crucial for the organization to utilize internet as an effective marketing tool in order to engage with their customers and promote their products as well as service. This is an optimal opportunity to utilize technology in order to gain advantage in the market (Stoychev, Dimitrova and Desev., 2019).
Legal:

The legal factors are focused on aspects such as law related to employment and legal obligations such as processing of waste items. In context to TESCO, the management has to ensure that it is aligned with all the legal regulation brought forth by COVID – 19 pandemic. In addition to this the organisation has to make sure all their employee's are safe during the pandemic in order to negate any legal issues.

Environmental:

This external environment factor is concerned with the impact of an organisation on its surroundings. In context to TESCO, the organisation will have to switch all its marketing operations to an online platform during the time of COVID – 19 pandemic. This can result in increase in their digital footprint which is harmful for the environment and can have negative impact on the brand image of the business.

SWOT analysis:

This analysis is a framework that allows and organisation to effectively identify its overall strengths and weaknesses along with its threats and potential opportunists. This analysis all the organisation to improve upon its existing strengths in order to eliminate its threats and weakness along with utilizing its strengths in grabbing potential opportunities. 

Strengths:

The organisation has a well established brand image and is reputed in the market. This has allowed the organisation to have competitive advantage in the market. This strength can be utilized by the organisation in the situation of COVID – 19 as the brand is well recognized by its customers. It will allow the business to have effective marking strategy and ensure that the customer base in maintained irrespective of external environment (Westwood., 2019).

Weaknesses:

The situation of COVID -19 has negatively impacted the overall supply chain of the organisation. This influenced their marking strategy as they are not able to deliver products and service to customers in an optimal manner. This requires the organisation to alter its marking strategy which can be complex and costly. In addition to this the organisation will also have to ensure the quality of marketed products and service are maintained.

Opportunities:

The management at TESCO have an optimal opportunity to grab the online market space in order enhance their marketing. This is especially beneficial in the situation of COVID – 19 pandemic as it will ensure that the engagement between customers and business in improved. In addition to this, the opportunity will allow the organisation to enhance its marking operations at low cost resulting in higher profitability for business.

Threats:

The organisation has a constant threat from its existing rivals in the market. This extensive competition in the market has further been influenced by the situation of COVID – 19 pandemic which has forced the business to develop new and effective marketing strategies to maintain market share. 

Discussing segmentation, targeting positioning and marketing mix strategies.

STP of TESCO company

STP basically refers to segmentation, targeting and positioning of a company. The STP model is helpful in terms of positioning the products and services to target different group of customers in an efficient manner. 

Segmentation: Market segmentation is basically the process of dividing broad consumer or business market into appropriate manner. Market segmentation is important because it provides business owner with a better understanding of its target consumers which enables them to concentrate their marketing efforts in a particular area(Biedrzycki., 2015).  TESCO has segmented its market on certain bases which includes geographic, demographic, psycho graphic and behavioural patterns. Geographic division has been done on the basis of region and density which includes rural and urban area. Demographic division has been done on the basis of age, gender, income, occupation, education, social status and family size. Psycho graphic division has been done on the basis of lifestyle and personality of its consumers. Behavioural division has been done on the basis of occasions, user status and attitude as well. 

Targeting: It basically refers to selection of potential customers to whom a business  wishes to sell products and services. By targeting into the market, it improves the marketing strategies and audience experiences as well.  TESCO has targeted almost thirteen countries market considering the all age categories of consumers. They have also targeted low and middle income category people which includes professionals, employees and students. In the pandemic situation, their target criteria has been changed where they are now focused on online customers and changed their way of working towards targeting people(O'Malley., 2015).  In this critical situation, company is selling out products on online basis and they have tried to make their website attractive and innovative so that they can attract large number of people and easily target people according to their requirements. 

Positioning: Market positioning basically refers to the process of establishing the image or identity of brand and product so that consumers perceive it in that particular manner. Positioning is also important because it will help a firm to stand out differently into the crowded market of sellers.  TESCO has used wide range of positioning strategies in order to attract target customer segment into positive manner. They have used functional, symbolic, price, experiential and multi-segment positioning. 


Under functional positioning, they are mostly associated with increased range and quality of functionalities of products and services. The symbolic positioning is basically based on aims, values and aspirations of customers as well(BUSTIN., 2017). With respect to price positioning, the company has employed price positioning in order to attract particular customer segment which are more concerned about price of products and services as compared to other components of marketing mix. TESCO has used experiential positioning in order to attract or target its customers for their health and beauty range of products. Multi-segment positioning has been used by the company on extensive level. In the pandemic situation it has positioned itself in the minds of customers through providing healthy food products due to which it attracts large number of customers on large scale.  

Marketing mix of TESCO company
Marketing mix basically refers to the set of actions that companies develop and implement in order to promote products and services to the target audience.

Products:  It basically refers to what you are selling which includes all the features, benefits and advantages that customers can enjoy from buying those goods and services. In context to TESCO  company, they sells a wide variety of products which includes food, clothing, cosmetics, electronics, stationary, financial services etc. In this pandemic situation, they have restricted services of some particular products. 
Place: It is the area where products and services are seen, made, sold and distributed. TESCO basically uses two main channels of distribution which includes online and offline(Kumari., 2016). It has 7000 offline stores around the world but in this pandemic situation their stores have to face major challenges and got shut down due to this critical situation. 
Price: The pricing strategy which has been used by TESCO company is the cost leadership. The company also maintains low price as much as possible without compromising its quality. In the pandemic situation, they have tried to earn more profits through its online stores where customers have been attracted due to its different pricing ranges.
Promotion: TESCO has already its strong brand image into the market which supports in terms of promotional activities into the significant manner. They have used basically television, newspapers and other media outlets in order to take its message to their customers. 

The company has used different kinds of social media platforms in the pandemic situation in order to maintain its strong brand image into the market. 
Process: It basically refers to the set of activities performed in order to achieve something. Their offline stores where customers have pick up their products and go to customer assistants to pay. They can also use self service payment machines in order to pay for the products(Panboonlue., 2019).   In the pandemic situation, mostly customers have used online stores where they have made payment through secure gateway of payment on online basis. 
People: There are approximately 420,000 people work in TESCO and it has great number of customer assistants that plays an important role in terms of success of the company. In the pandemic situation, they have reduced the work force and hired people on temporary basis for purpose of online delivery system. 
Physical Evidence:  Physical environment is not only limited to the tangible representations of a company such as furniture, menu, brochures, letterhead, business cards, signage, equipment and signage(Gbadamosi., 2016). The company has an excellent logo which makes the efficient use of colours. Offline stores are easy to navigate with all products categorised that makes it easy for customers to find their products. In this pandemic situation, the major focus of customers is towards the online shopping where they have recognised the company through its website, logo and its information available on online basis. So basically these are the physical evidence of the company in this critical situation. 
CONCLUSION


From the above report it has been concluded that, the overall process along with stages of marketing need to be structured as well as systematic in order to develop and implement effective marking strategies. In addition to this, it is vital for an organisation be identify both internal and external environment factors that can influence the marketing function of the business. The optimal analysis of the environment ensure implementation of appropriate marking strategy relative to the situation. Moreover, the organisation has to effectively segment, target and position itself in order to be competitive in the market and utilize models such as marking mic in order to have effective marketing strategy in order to negate situations such as COVID – 19 pandemic.
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