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[bookmark: _Toc124374952]Introduction
Marketing is the study and management of business connections. It is a commercial approach for establishing and maintaining client relationships. Marketing is an important aspect of business management and commerce since it is used to attract customers. Marketing, according to Philip Kotler, is "the science and art of identifying, developing, and delivering value for profit in order to fulfil the wants of a target market." Marketing identifies unfilled needs and desires. This finds, evaluates, and quantifies the market size and profit potential. Advertising is used to encourage the purchase or sale of a company's products or services. Marketing is the promotion, sale, and distribution of commodities to clients or other businesses. Some advertising is done on behalf of a client by partners. It must be done with caution since it is one of the most important roles for the success of businesses.
TESCO is the world's largest grocery chain. It is a company located in the United Kingdom. It has 1700 stores in the United Kingdom alone, and another 2318 in other countries. It has a broader marketplace for chain marketing systems. This company employs a large number of people for commercial objectives. They provide online marketing services. This company should be chosen since it delivers greater explanations and statistics. 

[bookmark: _Toc124374953]SWOT Analysis

Strengths

Financial Turnaround:

Tesco turned around its financial situation from an operational deficit of £6.4 billion in the 2015 annual report to an operating profit of £1.9 billion in the 2020 annual report.

Adaptability
Tesco was able to quadruple its delivery capacity to 1.5 million slots in response to constraints on in-store transactions brought on by the epidemic. Profit of £551 million, up 28.7% over last year's results, was the outcome of the upgrade.

Weakness
Quality Control
Tesco advertises strict quality control procedures, but a troubling customer complaint suggests potential for improvement. Tesco apologised for selling chicken that had partially digested feed, but the event should never have happened.
Food Safety Issues
Given the variety of foods that Tesco sells, violations of food safety regulations have serious repercussions. For instance, Tesco conducted urgent product recalls after identifying flaws and safety risks that put customers at risk.

opportunities

Growth of Online Grocery Sales
People are not able to venture outside as frequently as they once did due to measures taken to stop the spread of COVID-19. The limitations made internet grocery shopping commonplace. Ocado benefited from a 76% increase in online sales because of this. Tesco should take advantage of the trend.

Social Supermarket
Unsold goods with a use-by date that are not sold are kept in storage by Social Supermarket. The supermarket then offers the stock at incredibly low prices to avoid food poverty and waste. Tesco should take an active role in this campaign because it is committed to both causes.

Threat

Economic Recession
The new CEO of Tesco, Ken Murphy, predicts challenging times throughout the holiday season. The major causes for concern are the economic recession and the ensuing decline in purchasing power. Additionally, increased unemployment creates additional financial insecurity for Tesco's customers.

Competition:
Asda's ownership recently shifted from Walmart to the wealthy Issa brothers. In over 6000 forecourts spread across ten nations, the new owners hope to introduce Asda. Tesco's market share is seriously threatened by Asda's resurgence.


Macro Environment 
In economics, the term "macro environment" refers to the whole economy as opposed to a specific field. Changes in the Gross Domestic Product, Inflation, Employment, Expenditures, and Monetary and Fiscal Policies are all components of the Macro Environment. The macro climate is more strongly connected with the economic cycle as a whole than the output of any one industry. As the discussion requires details about the macro environment that significantly affect Tesco's marketing, we conclude that the political, economic, social, technological, environmental, and legal issues are the most crucial components of the macro environment. According to the report, Tesco's advertising is most affected by the macro environment's societal factors.
[bookmark: _Toc124374954]Key Issues – Social Environment 
The local physical surroundings, social relationships, and cultural millennia are all components that make up an individual's social environment. This is what allows people to cooperate and interact with one another. Behaviours and perspectives held commonly on a variety of issues, such as immigration, religion, health, finances, work, leisure, occupational trends, lifestyle trends, the environment, and the composition or size of families are examples of elements that make up the social environment (Heese, Srinivasan & Kelley, 2019). In addition, the primary challenges that need to be addressed in this regard are connected to the social attitude. This is due to the fact that social attitudes in today's society have altered people's lifestyles, requiring them to work longer hours in order to meet the financial demand that is necessary in order to maintain a higher quality of living. At the moment, one-third of working males and eleven percent of working women in the United Kingdom work more than 50 hours per week. This is a social problem since it allows people to eat 'fast food' and microwaveable foods that have high amounts of saturated fats, sugars, and salts. These "fast meals" are the most convenient choice for consumption as a result of their ease of preparation in addition to the time constraints that are placed on those who work longer hours. As a direct result of this, the British population is connected with higher rates of obesity and less balanced diets.
[bookmark: _Toc124374955]Marketing Response of Tesco 
When these issues about Tesco's social environment are considered, it becomes apparent that the marketing management has taken some remedial steps. Actions like this will help fix the major problems that have been uncovered. The company has so unveiled a new product range of healthy foods named "My fit lifestyle." The fundamental goal of this rollout is to relieve the burden people experience while trying to eat healthily. The business has adopted a holistic approach to wellness and a tailored eating regimen to accomplish this. Shoppers at Tesco stores and on their website may use color-coded zones of my fit lifestyle to quickly and easily assess whether or not a product fits into their individualised dietary plans. Tesco's Health & Wellbeing website and mobile app have a calorie counter so customers can keep tabs on their daily food consumption. As part of its promotion for its new five-day range, Tesco gave out complimentary meals at its "restaurant on wheels," dubbed Ride and Dine. Attendees of meetings and/or workers who needed to eat before heading out booked taxi rides so they could enjoy my informal lifestyle food.
[bookmark: _Toc124374956]Market Research for Consumer Behaviour
Tesco's current set of consumer research tools includes questionnaires, surveys, in-depth interviews with customers, and focus groups. A random sampling of consumers is surveyed both in-store and online to ascertain the current state of customer satisfaction. For this purpose, management uses a combination of internet, telephone, and postal surveys. In addition, the company makes use of focus group techniques, which are a kind of market research in which groups of six to ten people discuss and provide feedback on a product, service, idea, or advertising campaign. A knowledgeable moderator guides an in-depth discussion lasting 30 to 90 minutes within the local community. At last, shoppers are polled on how they feel about Tesco's offerings (Tuten, 2019).
[bookmark: _Toc124374957]Company Segments, Targets and Positions 
The term "segmenting, targeting, and positioning" (abbreviated as "STP") refers to a framework used in marketing that summarises and simplifies the process of market segmentation. The process of determining which portions of the market are the most desirable after going through the segmentation phase is known as targeting. These segments are often the most profitable for the company (Armstrong et al.,2018).
[bookmark: _Toc124374958]Segmentation 
When this explanation is taken into consideration, it is clear that the company has targeted three different types of customers: demographic, behavioural, and psychographic customers. As a result of this, Tesco uses micromarketing to target a variety of product categories, grasp the objectives and interests of each segment, and provide a response that is precisely tailored to all of their requirements. Tesco's Club Card conducts research on the shopping patterns of customers and divides them into clearly defined groups after doing so. This is done by analysing customer profiles and the products they buy in an effort to target customers who have interests that are comparable. In addition to literature on various aspects of parenting, for instance, new parents get discount vouchers for items geared for new-born infants. Tesco now offers value-added products in addition to its high-end goods, which cater to the retailer's more frugal customers. Tesco has established three separate shop formats: the Tesco Metro in major urban areas, the Tesco Express in residential areas, and the One Stop in more rural communities. Providing products and services that are in line with the requirements of the target market (Rodriguez, 2019).
[bookmark: _Toc124374959]Targeting 
Tesco aims to sell its products to an increasing number of wealthy customers who shop in stores with a strong emphasis on the customer experience and want higher-quality goods. Tesco's new strategy includes redesigned stores, improved interactions with customers, increased product offers, and a reinvented brand that is intended to appeal to a new target market segment (Sparks, 2019).
[bookmark: _Toc124374960]Positioning 
The most current strategy adopted by Tesco has a focus on providing premium products at premium prices and providing customers with convenient shopping options. A graphical map based on two qualities, including age and social class, is used to understand Tesco's position in the market in comparison to competitors. Tesco stands out from the competition in this highly competitive sector because to its premium positioning aimed at the younger generation (Heese, Srinivasan & Kelley, 2019).
[bookmark: _Toc124374961]Branding 
Using the brand as product idea lens, we know that Tesco Club cards were created back in 1995 with the express purpose of catering to a select group of customers in need of additional services. In addition to its high-end offerings, Tesco catered to those on a tighter budget with its Value Range goods, sold in bright blue, white, and red packaging. The "On the Front" programme was developed by Tesco to help reduce customer wait times at checkout. As reported by (Strach, 2018). Furthermore, CRM strategies are frequently applied for the brand as a whole by the company. Through technological advancements, supermarket shopping for customers is made easier. More than 150,000 people shop at Tesco because of the store's current promotions and discounts. Founded in 2000, Tesco.com is a lifesaver for the busy (Lin & Peng, 2018). Tesco, the company, is a well-read, technologically-advanced person who makes the lives of hard-working people easier. Jamie Oliver is now representing Tesco as a spokesperson. Tesco's In Food Love narrative campaign would use some of the recipes he provided (Frasquet et al., 2018). For the sake of the brand-as-symbol idea, however, Tesco's motto is "Every little helps." That seemingly inconsequential actions may have far-reaching consequences is the central theme. Release of the club card was an adaptable slogan in the same vein as "you get a point for every pound spent." Tesco's Baby (1993) marketing campaign highlighted the store's baby-changing stations, demonstrating the company's understanding of the dramatic shift in consumer expectations that having a child brings to the shopping experience (Tuten, 2019).
[bookmark: _Toc124374962]Marketing Mix 
This matrix technique gives insight into the four most significant features of a business's products or services, and it is evaluated with relation to Tesco to decide which aspects of the company should be considered question marks and which should be considered dogs. Even while stars and cash cows are both recognised, each category has its own distinct set of requirements. In addition, the marketing mix is made up of four components (Hassan, Parvez, and Ekiz, 2019): goods, promotion, location, and price, each of which will be discussed in more detail in the following paragraphs. • Product; the primary goal of the product is to create value for customers in order to win their continued business. This is accomplished by giving customers access to a wider variety of discounts, while the product itself encompasses both Tesco.com and any and all other types of shopping experiences. In contrast, an improved product is one that gives the customer the opportunity to return it by including a Club card coupon or some other kind of guarantee (Kumar & Reinartz, 2018). • Cost; the Cost-Based Pricing technique is one that is used by Tesco. This is due to the fact that it has its own trademark and bases the prices of its products bearing its own brand on the expenses incurred in their production (Armstrong et al.,2018). • Promotion; applying fundamental public relations strategies such as talking Tesco and Tesco diets, in addition to sales promotion strategies such as Club card points and Tesco apps for mobile devices (Rodriguez, 2019). • Location; Tesco has a multi-channel strategy to connect with customers via a variety of different marketing channels. To put it another way, each distribution channel is aimed at a certain segment of clients, different phases of need for a single purchaser, and delivering the necessary goods to the suitable areas at the most economical price (Sparks, 2019).
[bookmark: _Toc124374963]Recommendation 
In light of these facts and Tesco's marketing analysis, it is recommended that the company become creative with the ways in which it promotes its products. [Citation needed] The actions of the corporation are being challenged in a number of different domains as a direct consequence of the company's failure to advertise the name as a brand. They need to be open about everything they do and make an effort to place more of an emphasis on CSR if they want to build a positive reputation for their brand all over the globe. Additionally, this contributes to an increase in overall goodwill. The world is progressing, and as a consequence, people's wants are shifting. As a result of these shifting needs, management has to come up with new product ideas while keeping the same product line. The management has to increase the quality standards in order to satisfy and even exceed the expectations and demands of the customers.

[bookmark: _Toc124374964]Conclusion
The results of the study that were presented earlier indicate that TESCO is aggressively seeking many competitive advantages that will provide it the opportunity to attract customers in the near and far futures. Their offerings have become more user-friendly and effective as a result. Tesco will improve its operational efficacy in the not-too-distant future thanks to the introduction of a number of innovative new features.
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