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                                 Marketing in TESCO 

    Introduction
In 2007 Tesco had more than 273,000 employees and being the largest retail outlet company in the UK dominating the consumer goods sector and being the third in global sales. At first, Tesco focused only on food. With time, it extended his area of coverage to other areas such as clothes, toys, telephones, insurances, home appliances, DVD rentals and financial products.
In the world of trade, Tesco is a giant.  It runs annually businesses of over 85 billion pounds and it has 6,300 stores on 12 markets. Because it has such an extensive expansion Tesco has become a brand and its products are known in many countries. Everything depends on the quality-quantity relationship and the way they attract their clients. 

        Discussion 

           Tesco employees have many benefits, for example during the holidays because it is very crowded they are offered the opportunity to work overtime and to be paid a date and a half or double. 
Employees have Christmas discounts for some products as a result of staff feedback.
 The company has 260,000 UK employees, of whom 90000 currently participate in its schemes. a year ago, the company gave employees 77 million euros free of charge.
  
It is very important for the company to communicate the schemes of shares both at maturity and at launch. All employees benefit from annual information about their actions.
Several years ago, Tesco decided to translate these actions into several languages ​​to meet the needs of the company's diverse workforce. For Tesco this was necessary because it has employees with different nationalities.


· BENEFITS BOX 

· Pension 
Upon joining the firm, a final salary pension scheme is open to all employees.
· Healthcare
 For all the staff there is a healthcare plan, and for some senior managers and managers, a private medical insurance. 
· Holiday
 Standard holiday is 20 days per year, rising to 25 days after five years of service. Because a number of employees work on a part-time basis, other policies include: emergency leave, career breaks, shift swaps and flexible hours. 
· Company car
The company car is split between staff with a business need and status drivers for some management grades. Employees can choose between a company car or cash allowance. For staff who take a company vehicle fuel cards are available.
· Share schemes
 After a qualifying service period, save-as-you-earn scheme and buy-as-you-earn plan, that are free shares schemes, are available to all employees. 
         In the field of new technology and communications Tesco is known for being at the forefront; because of that, social media presents no exception. When it comes to social customer service and engagement Tesco's social media and customer service teams are industry leaders.  The supermarket giant manages to offer personalised, local service to the industry's biggest fan base in the UK because they have a growing operation across multiple contact centres, connecting knowledgeable agents directly with Tesco's customer base.


· Set expectations


There is nothing unusual about writing the program hours. Every store does this through regular communication channels, but Tesco does this on the Internet as well. The fastest way to announce when and how customers can reach them is social networking. The most popular social networks are Facebook and Twitter. Tesco posts real-time and accurate program hours, and sometimes even asks clients if they need help or if everything is okay. Everything is done in order that the consumer does not have problems and for him to be satisfied with the services received. 

· Don’t redirect

In order to get in touch with the Tesco team from customer service, it's much easier to use Facebook and Twitter than send an email or phone. It is easier and quicker both for the customer and for the clients. A private discussion is more efficient and more productive than a public one. In private, more details can be discussed, and things can be solved much easier. Of course, if the problem affects more people, then it is recommended to make it public, although it is often solved right then for the customer to be satisfied. Using social networks facilitates communication between the producer and the customer. It is a much simpler way of communication than other channels that would cause hassles for both participants.

· Deliver real help on first contact

               The first resolution of customer contact and customer service is the most important in delivering positive experiences when the customer asks for help. When your business is connected to social media, you assume that your employees have knowledge in different areas and that knowledge will be shared on social networks very quickly. Customer inquiries are very precise and detailed, so employees need to be prepared for any kind of question and any customer question in order to be able to give a satisfactory response. Tesco employees' knowledge of the company's campaigns, products and transactions are complete so that the answers are satisfactory and do not leave room for interpretation.

· Personable engagement

        You have to adjust your tone when you are on a social platform. The tone of conversation can make it a positive one or, on the contrary, a disaster. Since you're on a social platform, you cannot answer what you want, so Tesco has mobilized its customer care team so it is more than just a nice person at the other end of the conversation. It combines friendly conversation with real support, and at the same time encourages the community to engage in discussion and to answer or ask questions that might be of interest to them. Because social networks are platforms with a diverse community, each message needs to be careful with the needs of each client and not to disregard anyone. To do this, the sense of humor and good mood are key elements. They relax the people involved in the discussion and offer a more familiar air that encourages you to say frankly if the services offered have pleased you, or, on the contrary, you are unhappy. Each comment or tweet must be capitalized according to the tone used.


· Positive results

              All this means an extra effort made by this brand to please the customers. Of course, with extra costs. The extra time invested in answering customer questions and solving their problems costs, but that means customers will appreciate their effort and the comments will be positive. The biggest advantage of social networks is that whenever a negative comment can turn into a positive one, and an unhappy customer, after having solved the problem, can turn into one that will always leave positive comments. This advantage has been greatly tapped by Tesco. Evidence is the thousands of positive reviews and thousands of customers happy with the services they have received. These comments help other customers to appreciate if the services offered by Tesco really reflect quality. 




SWOT Analysis TESCO:

Through SWOT analysis we can see Tesco from an internal perspective: 


	Strengths
· Well known and recognisable brand image
· Global network of stores providing significant scaled logistical capabilities
· Access to capital due to the current profitability of the business
	Weaknesses
· Issues with expansion in North America due to poor strategy
· Product portfolio linked mostly with British food

	Opportunities
· Developing a new market in one of the fastest growing emerging economies of the world
	Threats
· Existing retailers in Brazil
· Social image may pose a threat in terms of acceptability of brand




PEST Analysis TESCO 

   It involves an analysis of strategic situations in a successful business. Pest analysis is part of several subpoints such as: 

· Political

      The political channels of TESCO operating in Brazil bureaucratic and meaningful can be a challenge for those who are new to the market. The general political environment is biased towards a general intermediary. They make the demand for a global brand in the country difficult. Because of that it is important to take into account when a strategy is released to enter the new market.




· Economic

     Brazil is moving at a fast pace from an economic point of view. This is among the fastest growing economies in the world. In Brazil the standard of living is low, and Tesco must adapt its products and prices according the economic conditions of Brazil.
        
· Social
When you pass on a new market the social and cultural impacts are significant. Tesco's organization in the years of operations has developed its own culture, but in Brazil the social segment is different from that of other markets.

· Technological
Channels of distribution for e-commerce is still low in Brazil, and this needs to be taken in to account when the overall strategy is devised. Couple of the various technology used by Tesco may not be available in Brazil and this need to be taken further when consider developing the next for market strategy.

  Recommendation

For Tesco clients are the most important people. Promotion, product, place and price are likely to be the reasons for the acceptance to the customer. Tesco knows how to maintain and motivate clients, so they offer them a club card that they can purchase at any shopping points. Depending on the number of points purchased they receive discounts and vouchers, which they can use in Tesco stores. The company has online shop and stores open 24. These things are very important for customers who do not have enough free time to shop.

  Conclusions
      Tesco is not afraid of any other store that could compete because he knows how to juggle with prices, when to raise them and when to lower them or when to bid. It is in continuously expanding, reaching different countries and growing with their economic expansion. This leads to adaptability. The brand needs to adapt its products and prices to the economic environment of the countries. This way they can keep reaching more countries and become an even bigger brand that is known in the whole world. 
Tesco has continuity because it knows how to attract its clients through the product quality ratio. For Tesco, customers are the most important and for that they keep in mind their feedback and adapts to their niches. 
The staff is also important, and they try to keep their staff happy so that the customers will be pleased. Thus, social media has a very important role because it can change everything. For Tesco has changed everything for the better. There are many exciting challenges, also market and competition standards are high, but Tesco is always adapting. This is one of the many reasons why its products are mixed, of different origins and for everyone's tastes.













 

                                                

                                            Reference 

· Baines, P. Fill, C & Page, K. (2009), Marketing, Oxford, University Press.
· Barney, J. B. (1991), Firm resources and sustainable competitive advantage. Journal of Management, 17(2), pp. 99-120.
· Crisóstomo, V. Iturriaga, F. and González, E. (2014) ‘Financial constraints for investment in Brazil’, International Journal of Managerial Finance, Vol. 10 Is: 1, pp.73 – 92.
· Elms,J. Canning,C. Kervenoael,R. Whysall,P. and Hallsworth,A. (2010) ‘International Journal of Retail & Distribution Management’, Vol. 38 Is: 11/12, pp.817 – 827.
· Fan, D. Nyland, C. and Zhu, C. (2008) ‘Strategic implications of global integration and local responsiveness for Chinese multinationals: An area for future study’, Management Research News, Vol. 31 Is: 12, pp.922 – 940.
· Frost, A. (2000) "Negotiating culture in a global environment", Journal of Communication Management, Vol. 4Iss: 4, pp.369 – 377.
· Global Intelligence (2013) Emerging Retail Trends in Brazil 2013-14, Available from: http://www.globalintelligence.com/insights/all/emerging-retail-trends-in-brazil-for-2013-14 (Accessed on 04 December 2018).
· IBGE (2014) Brazil Statistics, Available from: https://ww2.ibge.gov.br/english/   (Accessed on 04 December 2018).
· Thomson, R. (2012) Analysis: why have so few retailers entered Brazil? Available from: http://www.retail-week.com/analysis-why-have-so-few-retailers-entered-brazil/5040089.article (Accessed on 04 December 2018).

· Twist,D (2005) "The impact of radio frequency identification on supply chain facilities", Journal of Facilities Management, Vol. 3 Is: 3, pp.226 – 239.
· Whitelock, J. (2012) "Theories of internationalisation and their impact on market entry", International Marketing Review, Vol. 19 Is: 4, pp.342 – 347.
· Quelch, J. (2010) “Tesco PLC: Fresh & Easy in the United State”, Harvard Business Review, Case Study, pp. 1-21, Available from: http://hbr.org/product/tesco-plc-fresh-easy-in-the-united-states/an/511009-PDF-ENG (Accessed on 04 December 2018)





 

