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[bookmark: _Toc69764250]Introduction
Business fundamentals are the activities that help the organisation to achieve its overall objective. These activities help the organisation to run its everyday operations, the business structure helps the business to understand the environment and know the market demand so that they can work according to these factors and increase their productivity. These fundamentals help the business is running without any legal interference as they cover all the legal formalities that the business has to fulfil to carry on its operations. The six fundamentals of business management help the business to form its structure and increase its efficiency. Marketing helps the business to increase its sale which is done with the help of advertising and promotional activities (Kotler, and Armstrong, 2015). Marketing is very essential as it helps the business to know the customer demand and have a competitive advantage. Human resource is also known as the workforce that helps the business do the work of the organisation. The workforce has to be trained properly so that work can be done with perfection on time. Technology and pieces of equipment help the firm to advance its business and increase the efficiency of operations. Lastly, the operation department helps the business to check that the task is performed as per the standards without any problem and scarcity.
Tesco is a UK based company founded in 1919, it is the biggest retail business. In terms of gross revenue, it comes in the third position. Tesco has managed to expand its business globally. It has managed to diversify its business because of its command of the business fundamentals and other business management strategies. 
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[bookmark: _Toc69764251]Task-1
[bookmark: _Toc69764252]1.Role of marketing in creating value for customers
Marketing is known as the process of selling products to customers through advertising or other promotional offers. Tesco’s Marketing of product is important for its business as it attracts the customers so that they buy the product (Kotler, and Armstrong, 2015). Due to the companies large scale production and its complex business structure it has to maintain its marketing department so that it can grab the market demand. There are 6 steps of marketing theory that Tesco uses that bring value to the customers:
[image: Creating and Capturing Customer Value « MY LEARNING PORTFOLIO]
Figure 1: customer value strategy
(Source: marketing portfolio, 2020)
1. Customers value strategy: Motivational Programs
Discounts: Tesco uses the most attractive way of creating values for the customers through providing those discounts on the goods that they purchase. Discounts are very attractive tools as everybody wants to save their money so they bargain for that but in case of discounts, customers cannot bargain as they are already getting discount on their purchase which is convenient for the customers as well as business. 
Free trial: This method is used by those businesses that have recently started their business so for attracting customers for buying their products they give them the free trial so that they can judge the quality and if they like it they buy that product or gadgets. Free trials are most common in automobiles and electronic products (Kumar, and Reinartz, 2016).
Subscription services: Nowadays free subscription services are the most common way of attracting customers. Tesco gives free discounts and free delivery as subscription services to the customers who are regularly purchasing its product. 
Partnering with another brand: Tie-ups with famous brands build the reputation of the company. 
2. Customer value strategy: Loyalty Programs
According to the Hubspot Loyalty Report, 70% of people feels that they are more willing to buy the products of those companies that are loyal and reputed. Tesco's loyalty program helps the company in understanding and gaining the trust of the customers (Payne et. al., 2015) Example;
Point-based: in this type of system the customer is given points on their every purchase and then they collect those points so that they can be rewarded with a gift or discounts for their regular purchase and loyalty to the company. Tesco uses this technique in its online store, these points are collected by customers on online purchase and they can redeem these rewards after some time.
Tier based: This tool is most helpful for those customers who are regularly purchasing with the company, as their commitment to the company increases they move to a higher level and then they get the best rewards after that those who are less committed get fewer benefits. 
Perk based: In the case of those businesses who are running on a small scale they provide this kind of benefits to their customers. These perks are for all the customers and they are not costly for a business as these perks can be written contents on the gifts or online product sample etc.
3. Customer value strategy: Share Valuable Contents
There are three basic contents tools that Tesco uses for marketing its product that helps in creating value for its customers (Wu et. al., 2018):
Original contents: these original contents tool is used by most of the business where they provide the information about the quality of product, its usage and features etc. through different ways like articles, video content, blogs or case studies. Tesco uses its social media page for sharing this information so that it is easy for them to attract customers globally.
Influencers content: this is the most popular way of attracting customers when the well know faces like celebrities, cricketer or experts promoters the product and they show the genuine contents of the product. It's very easy for the customer to trust them and buy those items. They can provide a giveaway to its customers so that major audience take part in those giveaways. Tesco promotes its products with various influencers to gain the trust and loyalty of the audience (Hanssens, and Pauwels, 2016). 
User-generated contents: it is the best way of creating good content through different users. UGC promotes the contents and the brand through the online report on social media. They can directly publish the contents and share it with the company. These users are professionals in their field.
4. Customer value strategy: Ask for Feedback
Nowadays 80% of people do not buy the product if they are not well aware of the review of the products. People trust the review that customers give to the products and then only buy that product. It is most common in the automobile industry and electrical appliances. The feedback system is considered trustworthy and customers feel that the company cares about the customer. Tesco takes the feedback of its customers whether it is online or offline, Tesco keeps itself well updated with the customers demand so they produce those products that are most demanded (Leroi-Werelds, 2019). The company ask for feedback through various sources that as email or by sharing links to a review website.
Not only feedback sometimes the company does the survey where the opinion and what customer wants are asked. The survey is conducted for the customers so that they can give their valuable reviews about the products they like and what they do not like and then the company consider this feedbacks while framing the product. Through feedback mechanism, the company can improve the quality, marketing style or anything which is not as per expectations of the customers.
5. Customer value strategy: Hold Contests
Attracting customers through contests is the best way of creating customers value through marketing. The majority of people love to participate in the contest that is held by any company or brand as they are rewarding and also enjoyable. Tesco arranges for a contest that gives the lucky customers a free product or discounts, in this lucky draw is held by the company and everyone can take part in these contests. This helps the company in building its brand awareness and engages a huge amount of audience. 
These contests can include giveaways where the winner is selected through a lucky draw; these giveaways can be conducted online through a personal website, social media or by emails. The important thing for holding a contest is there should be a proper description of terms and conditions so that the customers are not misguided by the information (Philip, K., 2017). The other ways of holding a contest are through games and quiz, people find is fun ways winning most people participate to have fun by playing those games. Tesco holds fun game events where people come and play online as well as offline so it can attract customers and can show the importance of its products.
6. Customer value strategy: Personalization 
Giving Personal attention to those customers whom you think are the most important for the organisation. They might be the investors, regular customers or the trusty that will help the company to hold on to its loyal and consistent customers so that their business can grow. Personal attention means wishing the customers on their birthdays for that the company have to keep a track of the personal data of the customers and this is a difficult task which is why the company has to maintain the data of its customers personally. If personal attention is given to the customer wants and needs they will promote the brand and share their good experiences which will target the customers who like your brand (Kotler, and Armstrong, 2015). 
[bookmark: _Toc69764253]2. Stakeholder engagement and their impact on the marketing activities of an organisation
Meaning of Stakeholder Engagement
Stakeholder engagement helps the company in maintaining its reputation with the stakeholder's company that helps the company financially. The stakeholders are the investors, suppliers, employees and other community that build the organisation, which helps the organisation to achieve its goals. Some various tools and theories are developed for increasing the value of stakeholder (Aakhus, and Bzdak, 2015). The relationship between the organisation and its stakeholders can be improved by these theories. These theories help the business to know their potential of development and how they can perform their operations; it also explains the responsibilities of the managers to serve its organisation in the best possible ways so that the profitability can be increased.
Marketing and stakeholders
The proper marketing of product and branding develops the interest of people in investing in the business that helps the business to grow and have a good amount of capital to invest in different business ideas. So without the stakeholders, a large scale business cannot survive because they need a huge funds requirement that helps the business to carry on its day to day operations and these funds requirements are fulfilled by the stakeholders (Andriof et. al., 2017). Tesco with its good marketing and brand awareness it has expanded its business globally, Tesco works on improving the quality of the product and it focuses on using the best techniques of marketing for selling its product. The shareholders invest in those businesses that have a good reputation in the market so that their capital is invested in a profitable firm where the return on their capital is also good.
 Types of Stakeholders and their Impact on the Organisation
[image: Stakeholder Theory - Six Principles of Stakeholder's Theory]
Figure 2: stakeholder’s theory
(Source: Marketing91, 2020)
Typical primary stakeholders: These stakeholders are the primary component for the organisation these include the investors, suppliers, customers and employees. They have direct contact with the organisation, they are also known as the internal stakeholders. These stakeholders are dependent upon the organisation. ‘Resource Dependence Theory’ takes care of the resource need of the organisation for the completion of the task, for an organisation to survive for the long term it has to maintain the resource requirement of the business production. Also, the organisation has to keep good terms with the people who will help them in obtaining resources. Every stakeholder in the organisation helps the firm in collecting different resources (Bai, and Chang, 2015).
The customers provide revenue to the business by purchase its products. Suppliers provide the essential raw materials that are needed to carry on the production process and obtaining the output. The employee of the organisation fulfils manpower and labour resource requirement. Shareholders help the organisation to cope up with the capital requirement so that the production of the firm can be continued. And the social communities with the natural resources that are needed for the production other than raw material (Blok et. al., 2015). The firm depends on these regulators for completing the resources required so it gives them the power to involve in the task of the organisation. Primary stakeholders have major power over the organisation so the organisation has to take care of their demand. They can exercise legal authority in the firm. Tesco has given major authority to its primary stakeholders as Tesco uses those resources which are produced by the primary stakeholders.
Typical secondary stakeholders: They have secondary roles in the organisation competitors, trade association, NGO’s, competitors, mass media and special interest group. They do not have any legal authority to exercise the power in the firm also they do not possess any contractual rights. These secondary stakeholders are not essential for the survival of the firm but they can influence the image of the organisation. The secondary stakeholder has a different relationship with the firm which is indirect but that can affect the image of the firm. Secondary stakeholder has the power or they can influence the society in favour or against of the organisation. That means they can change their mindset which will directly affect the productivity and practices of the organisation (Esmail et. al., 2015).
 Mass media helps the firm to gain its good or bad image on the media channels. They can give a false statement related to the firm to spoil its image. Competitors are the major threats to the organisation. They can misguide the primary stakeholders of the organisation and shift to their competitors. Legal authority can be very dangerous for the organisation if they are dissatisfied with the organisation. so for ensure uninterrupted performance of the organisation production activities they have to stay away from the legal complications and disputes because they can take more than years to be solved. Tesco tries to keep its secondary stakeholder satisfied so that they do not cause any problems in the working of the firm. As it can directly affect the decision of the primary stakeholders.
Importance of stakeholder in business marketing
Helps in innovation: Stakeholder engagement helps the business in expanding its operations and through innovation, they can advertise their products in different ways so that it attracts more and more customers to buy the products of the company. Stakeholders help the company to popularise and expand the business line of the department so that it can grow. It gives the business a social license to operate in the market. Tesco has grouped with the stakeholders that give them the idea to innovate their business which has made Tesco work globally (Mishra, and Modi,  2016).
Relationship of stakeholders with business: It helps in improving the relationship of stakeholders with the business this result in a better reputation of the business in the market. A good reputation helps the customer to increase their engagement with the organisation also they will purchase more that will help the business to increase its productivity. The marketing strategy will help Tesco to increase its customer's range. Tesco has a good relationship with its stakeholder as the company knows the importance of the stakeholders and how to keep their interest in the firm.
Variety of solutions: Different knowledge and opinion of different stakeholders help in a variety of solutions to business problems. Tesco gives its stakeholders authority in decision making; the stakeholders can provide their opinions for solving the problems of the organisation. They might be very helpful for the growth of the organisation. They can also provide innovative ideas which will help the organisation to diversify its operations (Strand, and Freeman, 2015).
Competitive advantage: This gives the business to get an edge over its competitors by advancing in different departments by the ideas of stakeholders also due to their capital investment the organisation can diversify its business through an increase in product lines and using excellent marketing strategy. Tesco's stakeholders have a good amount of investment in the business as they know the company has good productivity and profitability which helps the company to give a good return on their investment. The market reputation of the company can increase its share investment so that they can use that investment for business growth.
Reduces Risk: The stakeholder's interest in the business operations the chance of risk is minimised. That means the company can tackle the risk as it is financially sound and have enough investment to cope up with the temporary risk. Every business needs to be prepared for the risk that arises during the business operations so that the work does not get delayed. Tesco reduces its risk by its share capital that is invested by the shareholders. Financial risk can be very dangerous for the performance of the organisation (Torelli et. al., 2020).




[bookmark: _Toc69764254]Conclusion
From the above report, it can be concluded that the importance of marketing fundamentals helps the business to know how they can work and how they will increase their efficiency and achieve the overall objective. Not only its helps the business but the people working for the business also understand their work through these fundamentals. The manager knows the authority of work and the workers understand their accountability. For the business to have growth they have to know the proper applications of business fundamentals. The marketing theory that helps the business in creating value within the customers also helps the business to increase its productivity. Various tools attract the customers to buy the products from the business. Another concept that helps the business to increase its reputation and profitability is the engagement of stakeholders. Stakeholder engagement depends upon how the business tackles its relationship with its stakeholders and how they are involved in decision making and other authority of the business. 
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Figure 1: A Simple Model of the Marketing Process
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