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[bookmark: _Toc511949838]Abstract
As per the research, the marketing activities followed by Tesco will be focused with regards to other manufacturing and businesses. There is a strong connection among the operations of the organizations as well as marketing strategy. It is viewed that recent and challenging market organizations with multiple background need to focus on multiple strategies of marketing. It is experienced that in case of challenging market place, the companies have to relate the operations with other marketing strategy to develop highest level of customer satisfaction. Tesco possess competitive strength to meet the competitiveness over its rivals as it focus on diverse strategies and using modern tools successfully. 
[bookmark: _Toc511949839]Introduction
Marketing is a major approach to introduce the product to the targeted market in any market place. In the world of business, it helps to adopt the marketing strategy to meet the competitive benefits over their competitors and this helps to create high sales and profits. There are multiple ways followed by all companies to increase the attention of market place. This should be aggressive and very effective. (Brooks & Weatherston, 1997)
In this assignment, there will have the discussion on the approaches followed by Tesco that is one of the most leading retailer in United Kingdom. There will have the research on the difference of approaches followed by Tesco based on other companies and competitors. The assignment will discuss the understanding on generating customer satisfaction. (McCarthy, 1975)
[bookmark: _Toc511949840]1.1 Background
The founder of Tesco Jack Cohen has developed this organization with selling of groceries in East London in the year 1919. The profit in the first day was 1 pound. The business helped him to sell his first product in his own brand name called as Tesco in the year 1924. This name occurred from the first two letters of TE Stockwell and Co from Jack’s surname. In the early days, Jack Cohen partnered with the tea supplier firm and Cohen has launched his first store in Burnt Oak in North London. Tesco has been the PLC in the year 1932. (www.tescocorporate.com)
The sales of Tesco is one billion pound annually in the year 1979 and it has expanded to two billion pounds in the year 1982. Tesco focused on computerized checkouts in its stores and in the year 1985, it has been the first grocery retailer that deals on nutritional value of the branded goods with the participation called as healthy eating. In the year 1991, it focus on largest independent petrol retail seller in Britain. It also introduced different new products as well as services called as Organic varieties, computers for schools etc. (McMartin, 1995)
The company has expanded its market and enhanced customer service while introducing Customer Champions policy in the stores. It has been the major leader in organic retailer for the UK region. The company went to South Korea, Thailand and Taiwan. It also focused on Taiwanese region and Czech Republic. While focusing on diversification strategies, the company launched Homeplus in the year 2005 and launched club cards in the country with the 150 dollars investment. 
The website of Tesco is very active while dealing with supermarket and in the year 2009, the slaes of more than 577 million pounds with the increase of 29% has begun in the year 2008. It dealt with over 270 stores around the country and covers 96% of online market. The company has a huge platform to deal with the revenues. (Brassington & Pettitt, 2000)
[bookmark: _Toc511949841]1.2 Marketing
Marketing is the systematic focus on selling goods that is followed in any business with a specific message. It focus on increasing the abilities of the workplace to create high profits if it is financial or electoral. The strategy of the company is very clear with the target growth from different regions such as the UK business of grocery, non-foods, international retail services and service expansion like financial as well as telecommunication. (Kotler, et.al, 2001)
[bookmark: _Toc511949842]2.1 TESCO's Marketing Strategy
[bookmark: _Toc511949843]Understand and critically deal with the importance of marketing within the growth of business plans and strategies at Tesco PLC
The strategy of marketing includes market analysis, product determination and the types of customers important for the business as per fashion, season, size and appropriateness. The company looks for specific and core varieties of Europe and deals with environmental friendly products that are exported throughout the nation. There could have different range of local customers. Before making any decisions about marketing strategy, the proper market research is important to deal with the concept about new variety, pricing strategy, customer needs and behavior towards Tesco and the purchase behavior of customers. (Lovelock, 2001)
Tesco focus on campaigns for marketing the products like a campaign that involves TV and radio advertisements at regular time period. The alliance partner focus on press releases and exchange their ventures on national as well as regional media advantages. Company focus on developing huge jobs with the introduction of new environmental friendly products and internet marketing as well billboard campaigns. Direct marketing is also helpful. (Weilbacher, 1993)
Tesco has a successful story since beginning. Today, the company is successful in UK market and focused on important series of practical marketing strategies. As per Ansoff Matrix strategy, the company follows its markets and products in the UK market. It deals with diversification strategy in front of other competitors. With the application of diversification strategy, the company focus on its competitive edge compared with other rivals. In the UK region, the grocery market has been the top among major businesses. Tesco also protecting high amount of market shares in the continuous global retail market. Ansoff matrix and vertical integration has played the major task for its success. (Ziethmal & Bitner, 2003)
Strategic marketing helps an organization to deal with different prospects of business such as future growth, competition, opportunities and other decisions. Marketing strategies of Tesco helps to meet the objectives with high satisfaction to meet their demands as well as expectations. It helps to assess the recent position of the company through marketing mix such as product, price, place, promotion and distribution. It helps the company to meet the opportunities and it can be helpful to meet the success and this might impact the growth of the organization. (Proctor, 2000)
The role of strategic marketing is not limited as it offers different benefits such as understanding the recent market trends as well as competitor’s behavior. This helps to meet the resources of the business and the expectations of the customer better than the rivals. This offers higher customer satisfaction and every employee is aware of the roles, goals as well as functions to meet the goals without any issues. (Booms & Bitner, 1981)
Effective strategic marketing of Tesco helps in meeting the edge of competitiveness as it is the biggest retailers in the world. This helps to expand the network of the company and also manages the brand reputation. It is said that strategic marketing plays a key role in the growth of the company and also helps in future growth and development. (Moschis, 1990)
Corporate strategy is dependent on developing the major goals of the organization. It helps to increase the profits or revenues to meet the new customers and to retain the old ones. It also helps to develop high amount of loyalty. The corporate strategy focus on overall activities of the organization and marketing strategy is very important to deal with the customer behavior and knowing the needs as well as expectations of the company and to effectively meet them than rivals. Corporate strategy focus on different tasks such as mission definition, task objectives and core competencies as well as value chain. (Peter & Olson, 1996)
In Tesco, marketing and corporate strategy is based on value chain that focus on creating and marketing the product that customers wants. While focusing on customer as the major business point, Tesco seeks for market activities with corporate policies to meet the competitive growth and success for the long term. It focus on customer based strategy and commits to generate high value for money at a very affordable price. It also works on developing unique and quality services to meet with high customer loyalty. Different strategies focused by the company provides a reward through club cards and widest possible solutions for products at reasonable prices. It develop new formats for the customers to shop perfectly and Tesco form its competitors and help its customers. It also create objectives and add values that develop new and classic brands for the product range who focus on healthy lifestyle. (McDonald, 2001)
As per Armstrong, competitive advantage is the benefit for the competitors by offering strong values to customer. It is vital for the company who focus on dealing with the customers and develop the profitable association. (Kotler & Armstrong, 1997). With respect to correct competitive benefits, it is important to understand the market relation with respect to Porter’s five forces study. (Randall, 2001)
Porter’s five forces analysis 
It is developed by Michael Porter in the year 1979 and it is a strong approach to understand the industry’s attractiveness. This strategy includes the association among competitors in the industry and competitors, suppliers as well as buyers. It is important to deal with the management and to know the strength as well as competitive benefits. (Keller, 1998)
New entry threats - according to Porter’s theory, the skills of people who enter into the market might impact the power. If there is low barrier entry, there might have less safety and security for the current position. The new competitors can easily enter into the market and this could lack the power. With respect to new entrants, Tesco do not have high threat with high barriers of new entrants into this industry. As per the research, the company focus on dealing with the shares of grocery market in the UK with respect to Asda, Sainsbury and Morrisons. (Blythe, 2001)
The strong position helps the company to remain the market leader in the supermarket industry. With the huge market share, the barriers for new entrants are very high. It is difficult for the new companies to obtain the market place as well as the challenges that occurs with the existing organization called as Tesco. (Lauterborn, 1990)
In other words, high barrier for this new entrant requires high amount of capital as well as personnel and there are high barriers for new entrants in this market. Tesco could sustain its position if there will have low amount of threats in the industry. (Assael, 1992)
Power of buyers: As per the research, buyers have high potential to deal with the low prices. Low amount of buyers and powerful buyers can have high power on dealing with price factors. In this industry, there is low bargaining power of buyers as the prices are fixed and the volume of consumers will decrease the buyer’s power. Thus, there is less power of buyers in this industry. Customers can move from one market to other due to different parameters. The price is the major factor that influence the customer’s while purchasing anything. With this approach, the strategy of the company is dependent on different cost benefits. The strategy is dependent on cost advantages and the company focus on being the best value retailer. (Kapferer, 1997). The company focused on price that has been reduced by 17% between 2000 and 2006. Now there is huge challenge with high energy pricing and recession. The price has reduced by 1.8% and with the product differentiation strategy, there is low amount of product in the industry. Customers can move from one product to another. To keep the customers loyal, the company is attracting to influence the reliability of the customers. The company is focusing on loyalty card scheme and it is focusing on club card holders. The buyer’s power is less to Tesco and Tesco possess huge benefits on low price and customer loyalty. (Loudon, 1993)
Supplier’s power: As per Porter, there is huge power of suppliers to increase the price. The power of supplier is low as Tesco has high number of supplier across the market place. The market power of Tesco has high amount of supplier across overall area. The market power of Tesco creates no bargaining power and few of the suppliers totally rely upon Tesco. As per buyer, Tesco has strong demands and high power to the suppliers. The company relies on its suppliers to meet the goals. Without the suppliers, the company could not provide high valuable products to its customers. Thus, Tesco had formed the strong and long term association with its suppliers. As per the report of Tesco, it has 1500 suppliers who work with the company for five years or more. (Hoyer & MacInnis, 2001)
The survey describes that Tesco focus on 90% of UK suppliers and it offers high level of opportunities to small producers and local suppliers. The company has introduced different offices around nation and it attracts as well as influence number of local suppliers for selling the products through Tesco. The little suppliers have high number of opportunities as the company have new lines into stores. It has less threat from supplier’s power and the company focus on meeting the goals by developing the reliable relations with suppliers. 
Substitute’s threats: The threat has been developed and the business has the skills to substitute or attract the market. Tesco held the position in the supermarket such as eating out is the substitute to purchase food from supermarket. As per the analysis, the threat of eating out to supermarket is low and another substitute is known for online shopping. Technology grows rapidly and it is the fast and quick shopping site that cannot substitute the real life for the purchase of the food. The technical glitch and other challenges such as communication issues bother the people to purchase online. The real life shopping is the important approach of social life for most of the individual where one could substitute by viewing the screen. The substitute of Tesco is higher than the buyers as well as new entrants. (Kotler, et.al, 1999)
Competitive rivalry threats: The threat comes from the competitors and it is impacted by the new entry, buyer or supplier power as well as substitutes. The competitive rivalry and threats to Tesco is very high as it is the highest grocery market in UK. The companies like ASDA, Morrison and Sainsbury are the different competitors of Tesco. These companies have highest position in the market place and it competes with Tesco in terms of price, promotion and product. (Linneman, 1991)
The competition among grocery market is very high. Tesco has been reportedly saying that the market share has been decreasing and losing in the UK market since 2009. In addition, it is said that market grocer is fast growing in grocery market. Tesco also developed the set foot in non-food sector as it has huge competitors like Amazon, O2 and Shell. It has high threat from competitors in both the food as well as non-food sector. Therefore, it focus on competitive benefits to protect from competitors. (Auken, 2002)
[bookmark: _Toc511949844]2.2. Evaluate and analyze market development 
This section will evaluate the market development approach in dynamic retail business sector operated by the company. The company has a very successful business history and today, it is very successful retailer in the United Kingdom. The company is positioned among other rivals in UK and deals with the success based on marketing strategies. With the developing retailer, the company focus on dealing with its rivals and it could deal with the distinctive benefits over the different profitable businesses in UK. The company deals with experiential marketing and the strategies involved are market growth, product improvement and diversification. With these strategies, the company will successfully focus on competitive benefits among other retailers. (Kotler, et.al, 1999)
[bookmark: _Toc511949845]2.2.1 Market Penetration strategy
To meet with success, the company follows different strategy such as the company focus on its customers from other competitors such as ASDA, Sainsbury and Morrison. By dealing with the quality product and high amount of services, Tesco could focus on developing the customers and the company focus on service provider. This helps the company to create the distinction. The attraction provided to high number of products as well as services with the help of advertisement and promotion or other strategies of marketing. The strategy of marketing penetration is vital for the business to retain the existing customer that is cheaper than the new ones. (Lovelock¸1994)
The company followed the strategy of international expansion to meet the increased amount of needs for customers. It is sensitive to local expectations in different nations with the involvement of joint ventures and it introduces high amount of local personnel to management place. (Gabriel & Lang, 1995)
Tesco focus on dealing with the low cost goods for supply and effective production to meet the retail market. With the introduction of low cost supplier, it is important for the company to provide the products as well as services to the customers that focus on low prices in the town. Tesco focus on strong experience of higher amount as well as diversity of customer’s satisfaction that is vital for the company to meet the market retention. The company has developed the loyalty of brand. (Davies, 1998)
The company works as the provider of internet system and mobile phone. Tesco focus on joint venture with O2 that develops diversification in terms of telecommunication and it enhances the business with Freshtel Australia. Thus, it focus on creating success with the right message to the right people at the right time. (Fill, 2002)
[bookmark: _Toc511949846]2.2.2 Sales and marketing
The plans for loyalty such as Tesco ClubCard are important with respect to the information technology advancement that demotivates the customers from moving to other competitors. The company has developed the plan called as green living to focus on consumers steps on environmental challenges and it decreases the wastes of food carbon marks while preparing meals. (Hoffman & Novak, 1996)
Tesco has developed the strong strategy for the success of the business. They are the market leaders in the nation. They have different stores and as an international retailer, they focus on local needs of customers. They have their own brands of high quality to live the standard living style. They offer best quality and price to their customers. The company deals with strong market orientation and strategies with high amount of profitability. (Ellwood, 2002)
[bookmark: _Toc511949847]2.2.3 Services
Tesco has focused on adopting the double policy based on leadership as well as diversification that developed the value with respect to the customer service. With this dual policy, it is focused through the growth of self-service kiosks, financial services and concentrates on direct marketing as well as promotions. The value is analyzed with the development of supermarket chains such as Tesco, Asda, Sainsbury as well as Morrisons. (Baker, 2000)
[bookmark: _Toc511949848]Conclusion
Different people who live in the global market invites business and workplace to sell their products, services or to create benefits from social and development. It has been estimated that there are different people worldwide. Most of them focus on messaging activities on daily manner. There are many internet users, TV households and mobile users. There is a huge competition to follow the workable marketing strategy for both the company as well as an individual. 
Tesco is successfully able to know the technological modifications and infrastructure in terms of e-tailing business. The use of internet is the major infrastructure and changes should be focused with rapid movement in technologies. The company need to work on improving the technological infrastructures through innovations and increase in the effectiveness of products as well as services. There is an establishment to sustain in the competitive benefit with logistics strategy to meet the own logistics. This generates strong understanding of principles of strong logistics and its skills. The strategic model help to meet the goals and sustain the competitive benefits in the market place. In USA, Tesco cannot enter into the market place and compete with high retail giant called as Wal-Mart. 
Thus the company’s success is based on the effective implementation of branding as well as marketing strategies. Tesco fosters powerful place by promoting the concept of retailing through marketing and it reinforces the activity into different nation with brand extensions and cultural sponsorship. It focus on changing markets with high amount of pressure and the company applies new expansion and diversification strategy to meet the global position in the retail sector. With the business views and trends, the innovative strategy helps to meet the competition and gain the edge of competitiveness. The company try to innovate its product as well as range of services to meet the objectives and it also focus on providing superior quality products as well as services to its customers. The company is equally focused and encouraged with new ideas and innovation to deal with customer satisfaction. 
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