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Good morning! Thank you for joining me today, my name is Mel and today we will be talking about Marketing Change and Strategic Recommendations for Tesco plc.
This presentation provides a strategic overview of Tesco's marketing function and the key findings from my evaluation of how marketing contributes to organisational performance in today's rapidly changing retail environment.
I will discuss Tesco's current marketing strengths, examine the internal and external drivers of marketing change, evaluate the future challenges and opportunities facing the organisation, and conclude with strategic recommendations to support Tesco's long-term competitive advantage.
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To begin, this evaluation shows that Tesco remains strongly positioned through its brand equity, Clubcard customer insight and omnichannel model. These strengths support loyalty, personalisation and customer convenience.
However, Tesco also faces important challenges, including pressure from discount retailers, stricter expectations around data privacy, and growing sustainability demands.
The key message is that Tesco's future success will depend on balancing innovation with transparency, trust and responsible marketing practice.
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Marketing at Tesco is no longer only about advertising or promotion. It plays a strategic role in creating customer value and supporting business performance.
Through Clubcard, Tesco gains insight into customer behaviour and preferences. This supports more relevant promotions, personalised experiences and stronger customer engagement. In turn, this can improve retention and loyalty, which are central to long-term performance (Kumar et al., 2019; Lemon and Verhoef, 2016).
Overall, marketing strengthens Tesco's brand equity, supports revenue growth and helps the organisation remain competitive in a challenging retail market.
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The SWOT analysis summarises Tesco's current competitive position by identifying key strengths, weaknesses, opportunities and threats (Kotler, Keller and Chernev, 2025).
Tesco's main strengths are its strong brand recognition, Clubcard ecosystem and omnichannel infrastructure (Tesco plc, 2025). However, the business also operates in a mature UK grocery market and depends heavily on customer data.
Looking ahead, AI, predictive analytics and sustainability create opportunities for stronger customer engagement. At the same time, discount competition, privacy regulation and greenwashing risks remain important threats.
The key issue is that Tesco has strong foundations, but it must continue adapting to protect its competitive advantage.
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The PESTLE analysis highlights the external factors that continue to shape Tesco's marketing strategy and influence the organisation's decision-making (Johnson et al., 2023).
Starting with the political and legal environment, regulations such as the UK GDPR require Tesco to manage customer data responsibly and ensure transparency in its marketing activities. As the business increasingly relies on customer data through Clubcard, maintaining compliance is essential for protecting customer trust (Information Commissioner’s Office, 2024).
From an economic perspective, the ongoing cost-of-living crisis has made customers more price-conscious. As a result, Tesco has strengthened value-focused initiatives such as Clubcard Prices and price-matching strategies to remain competitive while continuing to meet customer expectations.
Social factors have also become increasingly important. Today's consumers expect greater convenience, personalised experiences and stronger commitments to sustainability. These changing expectations require Tesco to adapt its marketing approach and communicate more effectively with its customers.
Technology continues to be one of the biggest drivers of marketing change. Advances in artificial intelligence and predictive analytics enable Tesco to better understand customer behaviour, deliver more personalised promotions and improve the overall customer experience.
Finally, environmental pressures continue to influence both customer expectations and business strategy. Consumers increasingly expect organisations to demonstrate genuine commitments to sustainability, making transparent environmental communication an important part of Tesco's marketing activities.
Overall, the PESTLE analysis demonstrates that marketing decisions are influenced by a combination of economic, technological, regulatory and social factors. Understanding these external forces enables Tesco to respond proactively to change and remain competitive within a rapidly evolving retail environment.
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Marketing change at Tesco is being driven by both internal and external factors.
Internally, Tesco's customer-centric strategy, Clubcard analytics and digital transformation support more personalised and convenient customer experiences (Davenport et al., 2020).
Externally, artificial intelligence, big data, social media, sustainability expectations and regulation are reshaping how organisations engage with customers (Davenport et al., 2020; OECD, 2024).
Together, these drivers show that Tesco must continue adapting its marketing strategy while balancing innovation with trust and responsible practice.
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Looking ahead, Tesco has several important marketing opportunities.
AI and predictive analytics can help the organisation deliver more personalised offers, improve customer insight and strengthen engagement (Huang and Rust, 2021; Kumar et al., 2019).
ESG-driven branding also creates an opportunity to build reputation, as long as sustainability messages remain transparent and credible (United Nations, 2023).
Finally, continued omnichannel growth can improve the customer experience across stores, online platforms and mobile channels, helping Tesco strengthen loyalty and competitiveness.
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Alongside these opportunities, Tesco must manage several future challenges.
As marketing becomes more data-driven, customers expect greater protection, transparency and control over their personal information. Maintaining trust will therefore remain essential (Ameen et al., 2021; Information Commissioner’s Office, 2024).
Tesco will also face increasing regulatory scrutiny and continued competitive pressure. This means innovation alone will not be enough.
Future success will depend on using technology responsibly while maintaining transparency, trust and sustainable value creation (Huang and Rust, 2021).
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Based on this evaluation, four recommendations are proposed.
First, Tesco should strengthen AI governance to ensure artificial intelligence is used ethically and transparently in marketing (Huang and Rust, 2021).
Second, sustainability communication should be supported by clear evidence and measurable outcomes to reduce greenwashing risk (United Nations, 2023).
Third, Tesco should adopt privacy-by-design marketing, embedding data protection into digital marketing activity rather than treating it only as compliance (Information Commissioner’s Office, 2024).
Finally, predictive analytics should be expanded across online and offline channels to improve personalisation, marketing effectiveness and the omnichannel customer journey (Kumar et al., 2019; Davenport et al., 2020).
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To conclude the recommendations, three board priorities should receive immediate attention.
The first priority is establishing a clear AI governance framework.
The second is strengthening customer trust through privacy, transparency and responsible data management.
The third is accelerating predictive analytics across the customer journey.
Together, these priorities support customer retention, reputation and sustainable growth.
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In conclusion, this evaluation shows that marketing is a strategic driver of organisational performance, not simply a promotional function (Rust, 2020).
Tesco has strong customer insight, an effective omnichannel strategy and a well-established brand. However, future success will depend on balancing innovation with customer trust, sustainability and responsible marketing practice.
The key message is that technology alone will not create a competitive advantage. Tesco's long-term success will depend on how effectively it combines innovation, trust and sustainable value creation.
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