[bookmark: _Toc100398337]Individual Assignment 2
University of Wales Trinity Saint David
LONDON CAMPUS

[image: University of Wales Trinity Saint David (@UWTSD) / Twitter]
Module: Marketing Fundamentals 
Module code: LCBB4004
LECTURER: Gasso Wilson Mwaluseke
Title of report: Assignment 2
Student name: Petar Mitev 
Student number: 2122707







Marketing Fundamentals Analysis and Evaluation


Table of Contents
Introduction	4
Overview of Tesco	4
Marketing Process	4
Marketing Stages	5
Role of Marketing Environment	6
Internal Analysis of Tesco	6
SWOT Analysis	6
External Analysis	7
PESTEL Analysis	7
COVID-19 impact on Tesco	9
Motivation Theory adopted by Tesco	10
Herzberg Model of Motivation	10
Examples of Industries	10
STP of Tesco	11
Segmentation	11
Targeting	11
Positioning	11
Conclusion	12
References	13

[bookmark: _Toc109835295]





Introduction
Marketing is an activity performed by a company to promote its products and services. Different activities are required to perform under Marketing which includes “advertising”, “selling”, and delivery of products” to either consumers or different businesses. For increasing the reach of the products, the company takes the help of different marketing strategies whose basic element are “product, price promotion, place, people, processes and physical evidence”. This help attracts potential consumers of products in the entire market. This report also emphasizes the impact of the COVID-19 virus on all the businesses in the global market. The issues like the decline in sales and shortage of money in consumers restrict the project operations. Various issues with internal and external analysis of “Tesco” are presented in a detailed manner in the report. 
[bookmark: _Toc109835296]Overview of Tesco
Tesco is a public limited company and comes under the retail industry. Tesco is headquartered in “Welwyn Garden City, England”. In 1919, “Jack Cohen” founded “Tesco”. There are various areas in which Tesco deals like “retailing of books, clothing, electronics, furniture, toys, petrol, software, financial services, telecoms and internet services.” Tesco runs its business operations using various “multi-format stores” and also offers “online” facilities through “Tesco.com” to its customers. Tesco operates in around “2300 stores” and employed over “326,000 employees” (Gazdecki et al., 2021).
[bookmark: _Toc109835297]Marketing Process
The marketing process is useful in analyzing the numerous opportunities available to the organization in the market. The objective of the marketing process is to choose the “target markets” for the creation of an effective “marketing strategy” which will help support the efforts of management in marketing. In the marketing process, some steps are required to determine the challenges faced by the customers, identify the market opportunities, and develop products as per the requirement of the consumers (Sodoma and Shmatkovska, 2019). There are mainly five steps involved in the process of marketing which is as follows:
1. Develop a proper understanding of Marketplace and the requirements of consumers.
2. Plan a Marketing Strategy to attract consumers.
3. Create a Marketing Plan that offers superior value.
4. Develop profitable relationships.
5. Capture values from the targeted audience.
The proper understanding of the requirements of consumers and demands is very important for developing valuable relationships with consumers. This relationship can help the organisation retain consumers and make them loyal customers. The next step focuses on planning a Marketing strategy where the market is divided into various segments based on certain characteristics. The company gets a position in the market based on its strategy to serve the customers. So, the organisation needs to create strong marketing strategies (Chiat and Panatik, 2019). After creating marketing strategies, the next step is to set tools of marketing for the proper implementation of these market strategies like the programs related to marketing to promote customer relationships through strong communication and offer the expected value to consumers. The fourth step is to maintain profitable relationships with consumers by offering them superior value and satisfaction. This leads to an increase in repeat customers and offers the company automatic promotion by loyal customers. The final step aims to develop high “Customer Equity”. The increase in loyal consumers increases customer equity. It is also referred to be the best way the measurement of a company’s market performance (Acquah et al., 2021).
[bookmark: _Toc109835298]Marketing Stages
1. Production Orientation
2. Product Orientation
3. Sales Orientation
4. Marketing Orientation
The first stage is “Product Orientation” which focuses on raising the production level with a reduction in the cost of production. The more the product will be, the more will the profits. Tesco focuses on maintaining efficiency in the production process and considers the requirements of the consumers. The quality of the product should not be compromised by reducing the production cost. The second stage is “Product Orientation” which highlights Tesco’s effort in offering quality products to its consumers (ALHussan, La Rocca and Al-Husan, 2021). The quality products have the potential to “sell themselves” and increase profit. The next stage is “Sales Orientation” which focuses on the aspects related to stock clearance and increases the ability of promotion which leads to aggressive sales. The final stage is related to “Marketing Orientation” where the decisions are taken to fulfil the demands of the consumers. This orientation is important to satisfy the needs of consumers by undertaking activities that are focused on consumers’ demands. Tesco too focuses on the needs of its consumers and thus stands in the position of “third largest retailer” in the world (Sodoma and Shmatkovska, 2019).
[bookmark: _Toc109835299]Role of Marketing Environment
“Marketing environment” refers to the mixture of internal and external factors which impacts the ability of the company to develop its relationships with consumers. “A company’s marketing environment consists of the actors and forces outside of marketing that affect marketing management's ability to build and maintain successful relationships with target customers”. The “internal environment of marketing” refers to the environment that a business can control while the “external environment” cannot be impacted by the business (Aiello et al., 2020).
[bookmark: _Toc109835300]Internal Analysis of Tesco
[bookmark: _Toc109835301]SWOT Analysis
Strengths
· Tesco is the largest grocery retailer in the United Kingdom with high sales and great revenue when compared with other supermarkets.
· Tesco’s supermarket has a leading market share.
· The stores of Tesco are present in 14 countries and thus achieve a high market share in the “Asian markets” too.
· Introduced new stores like “Tesco Homeplus”, “Tesco Metro”, “Tesco Extra”, “Tesco Express”, “One Stop”, and “Tesco Superstores”.
· Achieved several international awards because of thriving performance. 
Weaknesses
· Certain operations related to export made Tesco exit from the “American and Japanese markets”.
· Tesco also faces a “fraud trial” for presenting false accounting information and profit misrepresentation.
· Tesco was also fined for selling food of expiry date which includes “pizza, flavoured milk, soup”, etc.
· There are certain markets where Tesco stores are not performing well and the reason behind this is a low focus on market research.
Opportunities
· The introduction of a new discount store named “Jacks” presents the growing picture of Tesco.
· Partnership with big brands is good for the expansion of business operations in the areas where the performance of Tesco is not going well.
· The expansion of business in some rising countries like “South Korea, Turkey and Indonesia” can prove to be an advantageous opportunity for Tesco.
· Tesco also offered a Cashless and Cardless method to its Clubcard members and this method is named “Tesco Clubcard Pay+”.
Threats
· Britain is no longer the part of European Union because of the “Brexit agreement” which can impact the matters related to the cost and trade deals of Tesco.
· “Walmart, Carrefour, and Aldi” are competitors of Tesco and are continuously growing which can impact the position of Tesco.
· The “economic crisis” also affects the efficiency of the business operations which can decline the position of Tesco.
· Issues related to the supply chain also impact the working of Tesco
[bookmark: _Toc109835302]External Analysis 
[bookmark: _Toc109835303]PESTEL Analysis
Political Factors
Tesco operates at a global level which means that political factors will impact the operations and position of Tesco. It includes “tax rates, acts of legislation, and the stability of the country where the company operates in”. The financial instability is rising in the world which makes the governments promote the retailers to offer jobs and thus Tesco is also offering employment opportunities (De Villiers, Tipgomut and Franklin, 2020).
Economic Factors
These factors are important in “leverage costs, demand, profits and prices”. This encourages Tesco to be aware of any kind of changes in the policies related to taxation, and finances. Tesco operates at an international level but still, it depends on the market of the United Kingdom (Aiello et al., 2020).
Social Factors
The changes in society show that the consumers of the United Kingdom are shifted towards “bulk shopping” which motivates Tesco to raise the amount of “non-food items” on sale. The social factors are also responsible for maintaining beliefs in an individual and so the demands of the consumer change. Nowadays consumers are becoming health-conscious which generates the demand for healthy products. Tesco’s supply is dependent on these social factors, so Tesco needs to focus on the trends too (Soegoto, 2021).
Technological Factors
The improved technology offers various opportunities to Tesco like the “trend of online shopping” with “home delivery facility” and “self-service checkout points” providing the consumers with great comfort and convenience. This also reduced the cost of labour and promotes efficiency in Tesco’s projects of fulfilling long terms objectives (Monte, 2021).
Environmental Factors
The companies are pressurized to focus on environmental issues for the benefit of society and so Tesco is required to reduce its “carbon footprint” by 50%. Tesco also needs to minimize the wastage in the process of opening or running stores by escalating the consumer’s social ethics (Adamyk, 2019).
Legislative factors
The operational activities of Tesco get affected by the changes in the “government policies and legislations”. Also, there are certain frauds faced by Tesco through their investors which made it important to set a strict code against the fraudsters. The “Food Retailing Commission” was set up to prevent the violation of rules. It also helps in eliminating the factor of discrimination against the employees (Rosnizam et al., 2020).
[bookmark: _Toc109835304]COVID-19 impact on Tesco
Tesco faces many changes at the time of the pandemic and the Brexit agreement is one of them. This agreement leads to the separation of the United Kingdom from the European Union. This agreement made the population decline by 12% from 2019 to 2020. It was identified that the food supplies in the region of Northern Ireland have been disrupted and the position of the European Union in trading is also changed with the introduction of new rules and regulations (Gazdecki et al., 2021). The meals are gets affected by the shortage of labs and thus affected the stock at the warehouses. Tesco gets a huge benefit from the online activities of sales and also gains huge profits over the competitors. The pandemic gave rise to recruitment. Almost 70000 employees were hired by the company temporarily and 30000 were hired permanently. Tesco used “Soft Plastics” to reduce wastage and thus provide a new recycling solution. The “Paris Climate Agreement” was also signed by Tesco for “controlling global warming” and “achieving net-zero emissions” by 2035 with an “increase in the supply chains” by 2050 (James and Cooper).
 In the initial stage of the pandemic, Tesco ensured the availability of food in a safe environment by opening the stores at different hours. This enables the customers to get better food items. Thus, the shopping slots of the company’s grocery stores are doubled. This method of online shopping made the consumers feel more secure and safe which makes the shopping experience for consumers better. The proper support was offered to the colleagues of Tesco who gets infected by the virus. Tesco also donated over “£60 million worth of meals” to the food banks and offered charities with support to the poor communities. In this process, Tesco became the partner of two companies named “Fare Share and Trussell Trust”. More staff was hired by Tesco during the pandemic as the sales were rising continuously. Tesco also spends on the safety of the stock and ensured that no damage is faced by the company. Tesco’s decision of repaying 585 million pounds to the British Government for tax relief impacted the company’s profits. The population of the UK increased the sales by 78% which requires the supply of goods and services to get doubled. The implementation of work from home rule at the international level increased the demand for grocery items (Sultan, 2020).
[bookmark: _Toc109835305]Motivation Theory adopted by Tesco
The term motivation is used for creating and developing a feeling of dedication within employees and this helps in growing the mindset of the employees just by using some strategies of “human resource management”. Motivation is important to perform by the managers for achieving better outcomes and maintaining standards (De Villiers, Tipgomut and Franklin, 2020).
[bookmark: _Toc109835306]Herzberg Model of Motivation
In 1959, a theory named the two-model theory was launched which focuses on increasing the motivation of the employees. There were certain factors which were classified as true motivators and some are said to be satisfiers. The factor named Hygiene factor was created with the concept of contrast and thus leads to dissatisfaction (Witek-Hajduk and Grudecka, 2018). This can be eliminated but not just with a single matter. The objective of Tesco is to motivate its workers by offering proper attention to them with maintaining hygiene factors to satisfy them. Frequent communication is important for the accomplishment of this factor and also supports the delegation of responsibilities. All the staff members are prioritised in the process of taking material decisions for the organisation. Tesco develops forums to conduct discussions about increasing payments. This presents the efforts of the staff of Tesco and makes them rewarded for their efforts. The management of Tesco takes responsibility for the menu of the restaurants of Tesco which is a motivating factor for the employees of Tesco to make their own choice. According to the theory, an individual gets job satisfaction through two factors “satisfaction and dissatisfaction” (Sodoma and Shmatkovska, 2019).
[bookmark: _Toc109835307]Examples of Industries
Covid-19 impacted the operations of various retail industries like Tesco. There are other industries too which are affected by the impact of pandemics. One of the industries which were largely impacted by the pandemic was the “Tourism industry” as it faced a severe loss which means the sales get declined and the profits falls. Before the pandemic, the tourism sector contributes 10% of the “global Gross Domestic Product” and offer employment opportunities to almost 330 million of the global population. But the demand for tourism gets affected by the pandemic which leads to an increase in the unemployment rates. This is because of the global lockdown where transportation gets blocked and the movement of goods becomes slow. This leads to the movement of labours back to their domestic countries. The labours face survival issues during pandemics and also the jobs are reduced at the time of the pandemic. The tourism industry gets affected because of a decrease in the spending capabilities of the consumers. This results in the shutdown of some of the hotels and resorts. The banks offered some relaxation in the loan repayment as the companies and resorts face huge challenges and losses. The arrivals of tourists get decreased by 70% in the initial phase when the financial crisis starts increasing at the global level (ALHussan, La Rocca and Al-Husan, 2021).
[bookmark: _Toc109835308]STP of Tesco
[bookmark: _Toc109835309]Segmentation
Segmentation refers to the division of markets based on certain characteristics. Segmentation is the aspect of measurement of size and purchasing power with profiles that are helpful in easy measurement and offer importance to the specific objectives that are defined at the level. The population of 50000 citizens with an average income is higher than the process of urban area development. It also looks for the criteria of accessibility and offers to reach the commercial brochure which brings the updated form of message. Tesco’s market segmentation offers profitability which enables increases in the extent of operations. Effective marketing comes into action with the creation of a market having the availability of low-cost products (Dewsnap et al., 2020).
[bookmark: _Toc109835310]Targeting
The mass marketing strategy comes into action with the help of Tesco and other segments get ignored. This stage helps in lowering the price and offers a discounted store by Tesco. This helps in gaining differentiation among the consumers. The different activities are supported by this stage and help in better serving (Chiat and Panatik, 2019).
[bookmark: _Toc109835311]Positioning
This refers to the act of creating a position for the company and making a particular place to be the target market. The main objective of the company is to increase the potential benefits of the organization. Tesco sharply lowered the price of the products so that products can be affordable for everyone and target a large market segment. Tesco uses advertisement methods for promoting their products and making them available to the customers. Consumers also get attracted to this activity of Tesco as Tesco is selling products at lower prices regularly. Tesco uses the techniques for survival in the worst situations like a pandemic. The loyalty programs also offer the company increasing consumers with repeat consumers (Acquah et al., 2021).
[bookmark: _Toc109835312]Conclusion
The report analyzed the marketing stages and processes broadly. The role of the environment is defined in the report which shows the internal and external environment. The segmentation, Targeting and Positioning of Tesco are shown in the report and also helped in understanding the impact of COVID-19 on the industry of retail. Some of the important goals are also mentioned with their benefits. Tesco’s price policy needs to be lowered and also the advertisements are done for business operations. At the beginning of the pandemic, the company also take the responsibility of providing food to the food banks. The opening hours of stores are also changed by Tesco to serve the consumers in a better and more comfortable way. Consumers also get attracted to this activity of Tesco as Tesco is selling products at lower prices regularly. Tesco uses techniques for survival in the worst situations like pandemics. The loyalty programs also offer the company increasing consumers with repeat consumers. Effective marketing comes into action with the creation of a market having the availability of low-cost products. According to the theory, an individual gets job satisfaction through two factors “satisfaction and dissatisfaction”. Thus, it can be concluded from the report that the marketing environment plays a major role in assisting the marketers with the requirements of the consumers.
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