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[bookmark: _Toc56395193]Introduction: 
Marketing can be referred to as a series of tasks to get potential users, customers, or clients for particular products or services. This series of tasks is researching, approaching, promoting, and selling products. These processes can be done in many ways in which promotion is the most important task which catches the attention of people and converts a general Individual to potential users (Peter and Olson, 2016). However, though it’s an important task for every company, some companies are negligent about promoting their products and suffer loss. Some companies of the UK such as Tesco, Bentley Motors, BP, and Greenergy are conscious about promoting products and following all marketing strategies to grab the market. Tesco, a British multinational food and grocery retailer follows a marketing strategy with greater importance (Kotler and Armstrong, 2018). This report will largely explain marketing processes and strategy, engagement of stakeholders in the marketing process, and their role as well. Moreover, along with these discussions marketing process and procedures of Tesco will also have stated largely. 
[bookmark: _Toc56395194]Processes &Stages of marketing, and the role of Marketing Mix: 
Marketing: Marketing can be referred to as a communication process with existing and potential customers and clients of a company to deliver, exchange, and provide offers to enhance the selling of particular products or services. It is simply a process of meeting different customers’ demands and needs at a mark-up. And to conduct these tasks companies often employ a manager designated as a marketing manager and some companies recruit more than one employee to conduct this whole process and make a team with these employees called the marketing team (Alexis, 2017). In this era of globalization, not a single product can gain a market without proper marketing and monitoring. Because of increased business and options of buying this happened and a company must create interest in an individual’s mind to make a sale. 
A short Overview of Tesco and its Marketing segment: Tesco PLC is the world’s third-largest retailer weighed by gross revenues. It has expanded its business globally in the 90s and diversified into various areas like financial services, toys, telecom services, electronics, clothing, books, petrol, furniture, software, etc. As macro-environmental factors affect the business to a greater extent, before determining marketing strategy, they consider all macro-environmental factors, predicted their changes, and affect on business. Besides that, they also analyze political, environmental, social, and legal factors to bring any new products for the (Hughes and Dann, 2016). In general, their target markets are people who love to bargain and cost-conscious people. Tesco follows a concrete process of marketing and offers a variety of products to its customers to compete in the market and often takes different strategies to adapt to the changing demand and needs of the market and conducts a continuous analysis of its competitors and their marketing strategies. Tesco has its marketing team by which they conduct the whole process of marketing (Olotewo, 2019). 
Process of marketing: Marketing is a process of creating value for customers and maintaining a healthy relationship with customers. The process of marketing can be of five or six steps whatever company finds suitable for them. The first step requires understanding the market and demand and needs of customers. It is the most important part as whatever the quality of goods or service, success only comes with the acceptance of customers. That’s why different needs of customers should be known through market research. And after that, an analysis should be conducted about their demands and after prioritizing these needs products should be launched to ensure the customer acceptance of the new product (Ayuketang Nso, 2018). Tesco plc always analyses macro-environmental factors and political, social, and legal factors before launching a product. It also runs Porter's five forces model to see its competitiveness of a product. After analyzing this, Tesco goes for research on the marketplace to know the actual needs and desires of the customers about a product and prioritize some needs and segments based on that. 
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Figure 1: Process of Marketing (Malhotra and Agarwal, 2017)

The second step of the process is embellishing a customer-driven strategy for marketing products. In this step, the Target market, a portion of the market a company will serve is selected, and based on this, segmentation is also considered to serve best. In this stage, the company tries to develop some ideas to differentiate its products from that of competitors to win a major portion of the market. To imply this stage Tesco makes some segments based on their timing, level, and class and targets segments of the population in the world and in the UK, where their supermarket was established (Bither and Enis, 2017). The third step requires developing an integrated Marketing plan to provide superior value to the customer. In this step, a good client relationship is made with customers to make them feel that this is a win-win condition by creating value for customers and gaining value in return. This step strategy is converted to action and it requires a blending of all tools into a program. Tesco plc plans and accomplishes its marketing strategy considering the business objectives of maximizing its brand image. Their business strategies are to be enlarging business, to increase international presence, to diversify more, and to enhance value via teamwork (Marr, 2020). Besides that, they also consider providing the vest value added in their product to their customers. The fourth step of the process is ensuring a profitable relationship and profit is one of the main themes of a profit-based organization. To implement this, companies often conduct customer relationship management to provide customers superior value and best services to make them repeat customers. And in these ways, companies increase their share value in the market. Tesco plc always concerns to make their customer satisfied and to make them lifetime customers of their company by providing the best after and before purchasing service. And the last step is about seeing results or in other words capturing and taking value from customers. And this result entirely depends on the previous steps’ success and the degree of loyalty of the customers (Palmer, 2016). Tesco maintains continuous monitoring of the marketing process to ensure the effectiveness of the strategy and to correct if there is any lack that may create failure. And by this planned process Tesco was able to reach its success point. 
Strategic Marketing Process: Though it sounds like an exaggeration to hear the strategic process, nowadays it’s needed to have a strategy to complete the whole process of marketing profitably. It also consists of five steps and in the first step objective, missions and goals of the company should be specified properly to interrelate with the whole process (Tadepalli and Avila, 2018). And the goal should be measurable, time-bound, realistic, and specific as well.  In the second step, it is required to do a SWOT-Strength, Weaknesses, Opportunities, and Threat analysis to know about the current positioning of a company in the market. And after knowing internal and external competitive position market research should be done. In the third step, the marketing mix should be determined by considering the 4Ps of marketing named product, price, promotion, and place. And this step is essential for determining distribution channels, target audience needs, and market tactics to carry out campaigning (Singer and Kayson, 2018). The fourth step is the step of the implementation of the planned process. And in the last step evaluation is conducted to see the result. Tesco plc uses a strategic process of marketing which results in its success. In their whole process, they combine their process to comply with the objective of the company and they do all tasks according to their position in the market and do campaigns consistent with the business cycle and strategy. 
Marketing through the different stages of Business Cycle: A company should take different marketing strategies and processes at different business cycles. For example, marketing strategies in the growth stage of a company and marketing strategy at maturity stage should not same as different stage requires a different method to acquire and grab the market (Alexis, 2017). 
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Figure 2: Product life cycle (Taylor and Jelen, 2017)

In the development stage which is the initial stage of a product, the promotional approach should have increased to a greater extent to let people know about the product and its unique features. Tesco plc expanded its business by acquiring newer business and retail stores and expanded its business to the USA, Asia, and Europe also. So, it has an established channel to promote its product when any of its products of the development stage (Piercy, 2016). In the growth stage, when a business survives through the development stage and has a healthy profit margin, it is important to cut the price to retain the market. Tesco plc is in a favourable position in this case and it takes a variety of steps to promote its product at this stage. Tesco plc is popular for its low price and variety of offers regarding this like ‘buy one, get one’, half price, etc. Moreover, Tesco has an arrangement of Tesco Club Card which facilitates its customers to get the additional offer (GREWAL, 2015).  In the maturity stage, when competitors are also competitive enough to cutting prices or providing offers to customers to attract them. This stage will not for cutting price or general offer, and a company should provide support service and additional features, and more quality products than others to do people encourage their company (Peter and Olson, 2016). At Tesco, the customer service representative is well educated, skilled, and knowledgeable and always conscious to provide the best support service to its customers. And a random service shows that majority of its customers are satisfied with their services which helps the company to win the market for a long time.
Role of Marketing Mix: Marketing is a type of process which facilitates both customers and business to gain their objective and goals. The marketing mix is simply tactics or actions a company uses to promote its product and bands to its existing and potential users (Kotler and Armstrong, 2018). The 4Ps is a type of marketing mix consisted of four elements-price, promotion, product, place. However, for the service industry, sometimes it’s 7Ps including packaging, people, and positioning. Price is the value or exchange value of some, the thing in the market. Price is determined by market supply and demand. There are several types of pricing strategies in the market like penetration pricing, market skimming, etc. Product refers to the thing that is developed or produced to sell and it should have a minimal rate of performance to make a successful strategy for the company (Alexis, 2017). The place is the point of sale of products. People usually pay a premium for the right distribution place. Promotion requires several tasks to let people about a product and its features. 
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Figure 3: Marketing mix (Hughes and Dann, 2016)
All those elements have some sorts of role to help an organization to gain success. Firstly, the product, the most crucial thing, has greater importance to outshine a business. In this decade, when customers have hundreds of options for a single product, it is crucial to provide quality goods and services to retain customers and to reduce the switching tendency of them. Secondly, the place, that is also crucial to get available raw materials and distribution channels. It is important to conduct business in a place where target customers stay actually. If target customers are from rural areas, then it's useless to conduct business in urban areas (Olotewo, 2019). Thirdly, pricing is an important issue for most of the customers to be considered carefully. A pricing strategy should be taken by considering both the classes of target customers belongs in and the existing competition and trend in the market to make your product sold. And the last one, promotion is important to acquire more customers. Even keeping the other three elements okay, because of less reach to people about a product, a project may get failed. It is because of the increased competition that a company has to think top reach to its customers before anyone can do this (Ayuketang Nso, 2018). 
Marketing Strategies of Tesco PLC and its justification: Tesco PLC, a large grocery retailer, has accustomed itself to the strategy of the marketing mix. That means what is explained earlier is adopted by Tesco. They maintain their four Ps in good ways to reach the way to success. Products which requires quality, Tesco provides a greater variety of well designed and well-featured product with good packaging to their customers following their planned strategy to retain their market successfully (Malhotra and Agarwal, 2017). In the case of pricing, Tesco is a brand name and example to maintain the best pricing strategy. Though this company is popular for its low-cost products, besides that it provides a variety of offers of discounts, credit terms, payment periods, and the facility of extra discount via Tesco Club Cards. In the case of place, it has expanded in Asia, Europe, and the USA as well and expanded in those places its target user’s stay. And the last one, promotion is important to reach people. Tesco has a good channel of promotion and enough logistics support to continue this which helps the company to retain the market (Bither and Enis, 2017). There are some other marketing strategies, such as STP which mainly shows on targeting and positioning market can be acquired by Tesco as marketing. STP focuses on the market and customers mainly. However, it is logical to use 4Ps which is a combination of all things to gain and retain the market for a longer time focusing on all necessary things. 
[bookmark: _Toc56395195]Stakeholders’ engagement and their impact on the Marketing activities of the organisations: 
Stakeholders and Tesco: Stakeholders are the people or parties who have a direct or indirect interest in the company and are affected by the activities of a company. Stakeholders can be divided into two types- internal and external. Internal stakeholders are the people of the internal environment of the business who are directly related to the company and external stakeholders are the people or party outside of the organization who has an indirect or direct effect on a business or affected by the business’ activities (Marr, 2020). 
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Figure 4: Stakeholders of a Business (Palmer, 2016)

Employees, owners, managers are examples of internal stakeholders. And the government, customers, suppliers, society, the local community are the example of the external community. Tesco, a British retailer, considers both internal and external stakeholders at the time of taking any decision. Tesco considers all employees, board and executive committee, managers, and shareholders as their internal stakeholders (Peter and Olson, 2016). Like every organization, employees are important for Tesco. Similarly, they put greater importance on managers and their board of directors which consists of the chief executives, chairman, chief financial officer, and non-executive directors who are the key driver of the company to make any vital decision regarding all divisions (Tadepalli and Avila, 2018). The major important external stakeholders are suppliers, customers, competitors, creditors, pressure groups, etc. Tesco serves almost millions of customers and clients every week and provides the best quality, healthy, and sustainable service with the help of thousands of producers and producers. 
Stakeholders’ engagement in marketing activities: Stakeholders are the most important part of a business to promote a business and to keep stable growth in business. As people related to the company's internal environment are stakeholders and related to the company it is easy to engage them in marketing activities. As a project manager, a manager should take various steps to engage both internal and external stakeholders to promote a brand. For major stakeholders, a project manager must maintain a detailed plan of engagement and for minor stakeholders; a manager must take several stands and spread some messages for them to engage them (Singer and Kayson, 2018). The project manager has to make a message about the product he tries to promote and should spread that to all of its stakeholders via face to face communication as the tone of transforming a message is important. Besides, an engagement schedule and the nature of motivation should be determined before delivering a message. Moreover, there should be an incentive for stakeholders to promote a business. Tesco, the prominent food and grocery store, often takes a variety of steps to engage their stakeholders in marketing activities. Tesco targets social activity to promote its products. Besides, nowadays, it campaigns via social media and uses this platform to make a good relationship with its customers to roll out a few months and they do this via Tesco Bank which has appointed a digital agency (Taylor and Jelen, 2017). Similarly, Tesco spreads positive word of mouth via its customer base by providing the best quality products at the lowest cost and by maintaining a good relationship. Tesco respects every customer of their business and welcomes all people regardless of age, ethnicity, sex, and focuses on customers’ satisfaction which indirectly engages customers to promote the business. Apart from this, they focus on all of their employees by offering high salaries, flexible work schedules, the arrangement of training, health & safety measures, trips to engage them in the whole objective of the company including marketing activities (Piercy, 2016). Human rights are applied to all members of Tesco which indirectly engages its stakeholders in marketing activities. Moreover, Tesco provides periodical dividends to their shareholders’ and provides some other incentives which are more than other companies which bring satisfied shareholders who try to promote the company's product. Tesco plc costs a large sum and labour to engage their stakeholders in the market. Though it seems unprofitable to do things like these, it helps Tesco to have a loyal customer base and satisfied stakeholders which are the reason behind its repeated holding of market and success (GREWAL, 2015). 
Stakeholders’ impact on marketing activities: Stakeholders’ engagement is a prominent term in this business era. And engagement of stakeholders in marketing activities specifically is very important as people are less reliable on the company’s owns promotional activities. The impact of stakeholders’ engagement is high enough to reach a company to its peak point (Peter and Olson, 2016). Firstly, customers who are the lucky charms for a business, have a greater impact to gain new customers, and gain more revenues. If satisfied customers spread positive word of mouth for a particular product of a company or the whole services and products and about the whole brand's value of a company then it may help to increase 17 times of revenue what dis-satisfied customers can do (Kotler and Armstrong, 2018). In this way, customer marketing improves the company’s growth. Tesco, which has greater goodwill in the market, has a loyal customer base which leads to its increment in revenue incomes. Besides, Tesco’s lower complaint rates from their customers also spread positive vibes about this company which is a sort of indirect promotion. Before discussing labour engagement it is important to discuss the term emotional labour. This is the process of managing employees’ feelings and emotions and attempts to comply with that. When a company complies with emotional labours, it can able to get employees’ best effort in the company (Hughes and Dann, 2016). Tesco plc is always complying with its emotional labours by facilitating them with high salaries, a variety of compensation in their distress, and flexible work schedules. That's the reason Tesco gets both the physical and mental efforts of their employees which results in the production of quality goods and assurance of providing the best service and behaviour to the customers of the company. In this way, it improves the value of the company to the outside of the organization. In this way, they promote the company and its products in the best way to outside and facilitate the growth of Tesco PLC (Ayuketang Nso, 2018). Moreover, Tesco complies with the legal laws and pays its tax in time, and contributes to the country’s economic growth. In return, the government provides this business variety of facilities to promote its business by authorizing its different product lines and by providing different business facilities that help to grow the business. The engagement of suppliers facilitates a company to get quality raw materials and flexible credit terms and long-term cost-effectiveness. Besides a win-win situation between suppliers and business leads to satisfaction and shareholders show affirmative affections about the company and promote that business (Bither and Enis, 2017). Tesco’s shareholders are provided periodical handsome dividends and that's why they try to enhance and promote the business all time. This promotion helps Tesco to grow. 
Ethical Responsibilities and Stakeholders Engagement: Though Tesco provides many benefits to its stakeholders’, there is another incentive that causes such a direct engagement of stakeholders. That incentive is the ethical values and responsibilities of Tesco towards its stakeholders. All businesses are becoming more aware of ethical standards and Tesco takes this more seriously to avoid any types of accusations of wrongdoing (Piercy, 2016). Tesco trades fairly and complies with all legal Laws which make this company an ethically-operating company to its stakeholders. Nowadays, Tesco shows a greater concern to reduce global warming and waste of products. Tesco has introduced the Corporate Social Responsibility (CSR) program and has introduced whistle-blowing policies, recruitment policies, and disciplinary policies. These things help Tesco to improve its corporate image and improve its relationship with its stakeholders by the increasing engagement of its stakeholders. 
[bookmark: _Toc56395196]Conclusions: 
Marketing is the process of acquiring and retaining customers through a win-win deal in exchange for value. If marketing is processed systemically and strategically, then it helps to gain and retain a market for a longer time (Palmer, 2016). Tesco plc systematically promotes its product and tries to interrogate the marketing objective with the company objectives. They also engage their stakeholders to enhance the probability of success by taking different measures and providing different incentives. However, there are some conflicts among stakeholders such as high salaries leads to low ROI and results in dissatisfaction. That’s why engagement in marketing is hampered sometimes. So, proper coordination should be maintained to gain success (Singer and Kayson, 2018). In sum, by using a proper strategy, some concrete principles, knowing competitive positions, doing continuous monitoring, and satisfying all stakeholders, the target market can be acquired and retained for a longer time. 
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