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[bookmark: _Toc140468689]Introduction 
Marketing is the process of persuading the target customers to buy the products and services that are sold by a company (Phau et al., 2022). It increases the product awareness and engagement of the company with the customers. It also increased the sales of the company. This report will discuss marketing in relation to Tesco a British Multinational and retail chain. The report will discuss how the company is marketing its products, the marketing strategy that is used as well as the performance metrics. The report will also discuss the shortcoming of the strategy and provide recommendations on how it can be improved.
[bookmark: _Toc140468690]Task 1: Provide a critical evaluation of your chosen organisation’s marketing activity
The concept and importance of marketing and the resources are invested in marketing by your chosen organisation Tesco
According to Ahmed (2018), marketing can be defined as the organizational activities that are aimed at ensuring that people are aware of the company products and services. It includes the resources that the company has invested to ensure that the target customers are aware of the products. Advertising is a common way of marketing that involves customer’s research, product design and other aspects.
Importance of marketing to Tesco
Chaney et al., states that organizations despite their size and type are required to have a marketing department that market its products and services. Marketing is the heart of a company and without proper marketing, it is difficult for a company to achieve the set goals and objectives (Lee and Cho, 2022). Marketing is effective at customer engagement. Tesco engage the customers through the different marketing techniques. This has proved to be the most effective tool of telling the customers what is sold. Marketing also enables a company to build and maintain a good reputation (Gorton et al., 2013). The reputation of a company like Tesco depends on how it relates to the customers and the products it offers to all the customers. A good reputation is building when the company meets the expectations of the customers. Marketing also enables a company to build and maintain good relationship with the business and customers. For any business to grow, it must build good relationship with the customers (Lebrun et al., 2020). Tesco undertakes marketing that is based on the consumer behavior, demographics and psychographics that gives the company an understanding of what is needed by the customers. Marketing also helps in boosting the company sales and this is because it utilizes different products and services. It increases the likelihood of improving sales and once customers are happy they translate into the brand ambassadors (Helal et al., 2019). Marketing also enables a company to stay relevant in the business and it helps in maintaining customer relationship. Marketing enables a company to make well informed decisions as the result from marketing enables a company to either exit the market or revamp the market.
Resources Tesco has invested in marketing 
Tesco strives to serve the community and the planet in a better way and the company works with different suppliers, consultants and employees in the marketing department to market the company products and services (Gorton et al., 2013). The company has continued to set aside sufficient resources that are utilized in the marketing strategy. The company continues to use the advice by the specialist external agencies and the in-house marketing team to maximize value and also to impact the brand.  In the year 2022, the company invest 81.15M British pounds in Advertising and marketing related activities. The company has hired a highly qualified team that has the required marketing skills and knowledge Lee and Cho, 2022). The company has invested resources in technology and in training the employees. The customer service team also takes care of the employee’s feedback that is used to improve service delivery. The VRIO analysis si used below to analyse its resources;
Valuable: the resources of Tesco Company are highly valuable because it has competent marketing team that implements its digital marketing strategy successfully (Gorton et al., 2013). This makes its marketing much cheaper and enables the company to reach a wide customer base. 
Rare: competent marketers are not rare in the market and this means that Tesco resources are not rare (Chaney, 2014). However, the company has ensured that all its marketing team members are trained and empowered, hence, effectively and efficiently implementing the marketing plan. 
Imitation: the company’s resources can be easily imitated because it is easier for firms to train its marketing team and implement its marketing strategy effectively. Tesco makes its marketing team unique by ensuring that its offer the full support needed for it to deliver both in financial and non-financial terms.
Organisation: the competent marketing human resources are well organised in the implementation of the marketing strategy (Gorton et al., 2013). This ensures that the company’s marketing strategy is implemented successfully, hence, the company’s sales and revenues goals are easily attained. 

The macro and micro marketing environment of the organisation and their influence on the marketing strategy 
Tesco Macro marketing environment analysis using Porters five forces 
The macro environment will be analysed using the PESTLE tool
Political factors- The political factors for example stability. In the UK at the moment, there is political stability and this has created a good environment for Tesco to easily implement its marketing strategy in order to attract and retain as many customers as possible. 
Economic – The virtue of Tesco size in UK and the other nations makes the company vulnerable to the changes in the market conditions with respect to the changes in legislation and taxation (Chaney, 2014). In the UK, there is high taxation and interest rates and this limits the marketing budget for Tesco Company in its quest to lower costs. 
Social factors -The social factors includes the change in the customers buying patterns, demographics and preferences. Tesco has been able to manage the changes for example with high demand for quality and diversity of the company’s products, Tesco has worked to ensure that it promotes and offers diversified products through expanded product line to meet its clients needs’ and satisfy them with quality products (Gorton et al., 2013).  
Technological factors –Tesco has been able to leverage technology by way of venturing in modern day practices that is focused in increasing customer convenience through the online sales and the delivery models (Ahmed, 2018). In order to effectively promote its products, Tesco Company has implemented practices for example self-checkout at its stores to optimize the costs of operations.
Environmental factors-Tesco has shown commitment towards the customers and communities by reducing the amount of carbon footprint (Chaney, 2014). The company is working towards creating sustainable products and implementing friendly practices. Promoting how its working to reduce carbon emissions has seen it attract customers that are environmental aware and supporting sustainability across the business world. 
Legislative factors- The legislative changes across the world has an impact on Tesco supply chain and the operating profit in each region (Chaney, 2014). This not only affect the cost of goods but also the quality of the product features. Tesco created teams internally to handle legislative support for domestic and the international operations.
Tesco Micro marketing environment analysis using Porters five forces 
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Threat of new entrants – The retail industry in UK is formed with strong abscess and contributes 5% of the economy (Lebrun et al., 2020). The purchasing strength of the industry increased to £180B an indication of the strength of the retailers. UK has more than 200000 retailers that are of different size and this makes retailing to be the easier industry to enter. This has increased competition in the industry and Tesco is countering it by ensuring that its promotes and offers high quality and affordable products and services compared to what new entrants are offering in order to stay ahead of competition. 
Threat of substitute – Tesco is one of the valuable brands in the UK with total assets of € 12Billion and total equity of about € 13Billion and has expanded to different nations to strengthen its position (Lebrun et al., 2020). This has offered the company an opportunity to counter the rivalry being faced from its substitutes by successfully implementing its marketing strategies and plans, hence, attracting and retaining most customers. 
Bargaining power of the customers- The customer power in the retailing industry is high and customers can switch from Tesco (Chaney, 2014). Tesco has dealt with this by ensuring that in its marketing, it has offered customers what they need in the right quality and quantity to fully satisfy their needs and retain them. 
Bargaining power of the suppliers- The supermarket industry has more than 0.5M firms with million customers and suppliers have enough options with the retailing firms to achieve the competitive advantage. The increase in the number of retailers in the industry has increased the suppliers bargaining power. Tesco ensures that it has good relationship with its suppliers, hence, stabilising its supply chain.  
Competitive rivalry- Morrison and ASDA have demonstrated a market share in the retail industry in UK in terms of the operating sector because all the firms deal with the same inventory (Phau et al., 2022). Tesco has a market share of 26.4% compared to the closest competitor Sainsbury’s with a market share of 14.3%. To deal with this rivalry, the company has ensured that its products are diversified to meet different customers’ needs and are highly affordable. 
How the micro and micro environment affects Tesco marketing strategy 
Tesco focus on attracting customers using its low price strategy. Tesco uses print media extensively and the media as the advertising strategy that is tested to send customers the promotional messages. The company also relies on the promotional offers to attract and retain the customers. Customers are also given an opportunity of buy one get one free (Gorton et al., 2013). The micro environment factors affect the company marketing strategy and the ability to meet its goals and objectives. The macro environment for example political instability makes it difficult for the company to achieve its goals and objectives. It is difficult for the marketing strategy to achieve the laid down objectives, if the economic environment is not stable. 
Target market(s): who is the main audience for the organisation: why/how was this decided; what material is used to capture the target market
Product and services that are offered by Tesco cannot be attractive to all the target customers in equal terms because of the differences in the needs and wants among the people (Chaney et al., 2014). Tesco engage in market segmentation and targeting. Market segmentation is based on the concept that the true concept of the market for any product is homogenous to its needs and wants (Helal et al., 2018). Market segmentation is dividing customers into different groups based on their wants, needs and the criteria that is used in developing the products and services to satisfy the needs of certain groups. The target market of Tesco is decided through segmentation where the market is divided into behavioural, psychographic, geographic and behavioural bases.  
Tesco targets customers that are cost –conscious people and that are interested in bargaining and sales (Lerbrun et al., 2022). The aim of the company is to reach customers of all walks of life. The company positioned itself as high volume, low cost retailer company but in the late 1990s the company has been able to position its self as low cost. Tesco value items but also premium range of products are offered under its finest range with this positioning the company has been able to steer the middle ground by offering customers with valuable products alongside the mainstream. Tesco has no secret and prefers selling everything that every person want to buy at a giving price that they are willing to pay.
Selection of media and key channels/methods of communication used for marketing
Tesco uses television Ads and charitable events to market the products and services that it offers to the customers (Lebrun et al., 2020). The company advertisements are run in the global TV channels and Radio and this gives the company an opportunity to reach out to many customers. The company also use the promotional discounts and offers customers with the opportunity to buy one get one.  The company has a loyalty card that is called Club card that allows Tesco to segment the target customers (Palmer, 2015). Tesco also focuses more on attracting customers using its signature of low price strategy. The company also makes extensive use of the print media for example posters to advertise and send promotional messages to the current and the potential customers. The company also relies on the promotional offers to attract and retain customers and regularly provide the customers with the buy one get one discount. The company offers loyal customers with the options option of being a member of club cards as members are able to gain points that they can redeem to get the additional discounts (Turner and Wilson, 2016). The club card owners also get personalized offers and discounts. Tesco sells and promotes the products online. The company has a digital marketing strategy that enables it to engage with the customers via the online promotional advertisements, campaigns and social media..
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The other channels that are used by the company includes the face to face communication. The company has employed highly qualified sales and marketing team that market the products to the customer’s face to face communication (Ramaswamy et al., 2018). The company has a contact centre team that collects feedback from the customers and that solves the customers complains. The company also communicates with the customers using the website. The company provides customers with all the current news, products and services.  Customers are also directed to the nearest stores where they can shop. Customers are also sent emails thanking them for shopping at the store and also reminding them to come back and shop again (Lee and Cho, 2022). The contact care team calls customers and reminds them to shop at the company and to request them to shop alone. The company contact care uses the customer’s constant details.  
Metric that are used to measure the effectiveness of the marketing campaigns
The metric that are used in measuring the success of a marketing campaign will depend on the objectives that each marketing campaign aims to achieve (Phau et al., 2022). There are several metric that are used to measure the effectiveness of the marketing campaign that is used by Tesco 
Market share and the sales- the other metric that can be used is determine the market share after the campaign has been run and comparing with the market share of Tesco before the campaign was run and after it has been ran (Chaney et al., 2014). It also important to use the amount of sales that have been generated from running the campaign.
Brand awareness and customers –The other metric that can be used is determine the brand awareness and image before and after the campaign (Palmer, 2015).  Tesco Company can also use the conversation rate and the number of customers that the company has gained after running the marketing campaign. 
Return on investment- The other metric that can be used is the ROI that shows the return that Tesco Company has generated from running the social media marketing and advertising campaign. This will also be measured by comparing the amount of money invested in the marketing campaign with the returns from that campaign.
The reach, the growth rate and engagement rate for social media campaigns- The metric that are used for the social media campaign includes the reach that includes the number of people that have seen the advertisement that has been run on the social media (Ramaswamy, 2020).  The impression rate also shows the success rate of the camping as the marketers are able to determine the number of people that have been impressed by the advertisements that have taken place. The other metrics includes the engagement rate and the growth rate of the company social media campaign.
[bookmark: _Toc140468691]Task 2: Provide a conclusion addressing the shortcomings of your chosen organisation’s marketing strategy
Tesco focus on attracting customers by using its low price strategy. The company makes extensive use of print and media advertising as the tested channel of sending promotional campaign to the current and potential customers (Turner and Wilson, 2016). Tesco relies on the promotional offers to attract and retain its customers and most of the times offers customers with discounts of buy one get one free. The company deal with both online and store customers. The company offers the customers with club cards where the customers can redeem the points and seek for additional perks and discounts. The shortcoming of the strategy that is used by the company is that it targets the customers that are cost conscious and leaves the other customers that prefer buying expensive products as a symbol of class and status (Turner and Wilson, 2016). Tesco provides a large number of products in the different markets at different prices. The shortcoming of this strategy is that this is seen as discriminatory marketing and this affects the reputation and the brand image. The company targets the cost conscious customers that are interested in the bargains and variety of products. The challenge is that the company will not be able to meet the needs and expectations of the customers. The challenge with providing customers with discounts and low priced products is that after sometimes, this will be unstainable and the company will not be able to meet its goals and objectives. Tesco on the other hand expands the product line to appeal to the customer base (Palmer, 2015). The launch of new brands to the market makes it difficult for the company to sustain the high cost of marketing the product. The other shortcoming of the marketing strategy that Tesco is using is that it is expensive and in the long run, it, may affect the company profitability. Participation in the multiple segments creates inefficiencies and in the long run may result to the decrease in profits.
[bookmark: _Toc140468692]TASK 3 Recommendations as to how your chosen organisation’s marketing strategy could be improved
To improve the marketing strategy, Tesco should ensure that all the departments work as a team and all the marketing activities are clearly outline in the marketing plan (Palmer, 2015). The views of the other departments should also be included in the processed and when developing the plan the company should keep the target audience in mind. The company should ensure that it conduct research and discover the needs of the target customers. It is important to understand the customers’ expectations and work towards achieving the laid down objectives (Whyatt and Koschek, 2010). The other aspect is to ensure that the target audience are given the product that they need. The company should allocate sufficient resources to all the marketing activities. The company should also ensure that the sales team are trained to gain the market skills and knowledge required to implement the strategy. The strategy should have the marketing metrics that will be used to measure the progress that the company will make. It is important for the company to also put in place a monitoring team that will that will monitor implementation of the strategy and identify any remedial action that will be taken to ensure that it succeeds Phau et al., (2022).
[bookmark: _Toc140468693]Conclusion 
Marketing is the process of selling or promoting products and services. Despite the company size having a marketing function is key. The report has discuss about marketing and the marketing strategy that is used by Tesco. The report has demonstrated that marketing improves the performance of the company, it improves engagement with the customers, increases the sales of the company and the reputation of the company. The report has also discussed the marketing strategy that is used by Tesco, the shortcoming of the strategy and how the management can improve the strategy to achieve the set goals and objectives.
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