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[bookmark: _GoBack]Introduction 
In the contemporary business world, organizational success largely depends on the organizational marketing department, because the marketing department of an organization is to responsible for managing all marketing function, including brand positioning, customer survey, product development, product promotion and distribution, and collecting customer feedback. However, the essay shed light on the critically analysis and assesses the key function and role of an organizations’ marketing department. As a case company, the study has been selected Tesco, UK, which is the leading retailer in the UK market and operates its marketing function more the 13 countries with 450000 highly skilled and experienced employees (Tesco, 2019). Initially, the essay demonstrates the key role, function, and capabilities of the marketing department of Tesco. In addition, it will critically evaluate the segmentation, positioning and targeting strategy of Tesco and the marketing Mix of Tesco. Finally, the essay will measure the success of the marketing campaign of Tesco. 

Organizing marketing department and its role at Tesco 
In the mainstream marketing literature, scholars and researcher (e.g. Kotler et al., 2017; Hooley et al., 2017; and Brassington & Pettit, 2012) illustrate that marketing is an integrated organizational function that creating and delivering value for both organization and customers. According to Kotler et al., (2017) “marketing is a societal process by which individuals and groups obtain what they need and want through creating, offering, and freely exchanging products and services of value with others”. So, marketing is a managerial process, because the marketing department of an organization is responsible for designing products or services, creating stimuli, adding value, packaging and distributing products, and satisfying customer needs and demand. McDonald & Wilson (2016) state that the key function and role of the marketing department in an organization is to effectively run this department. Therefore, the key role and function of the marketing department of Tesco are as follows.
Creating strong positioning- Marketing positioning strategy is to develop a single word or idea by which organization can create distinct position in the customer mind (Dibb et al., 2016). For example; “Every little helps” is a unique concept of Tesco that creates strong positioning in their customer’s mind. In addition, the unique brand name ‘Tesco’ and well-designed outlet, skilled and talented employees enable the company to creates strong brand positing to their target customers. 
Brand asset management- De Chernatony & McDonald (2010) state that brand asset management refers to managing organizational brand successfully, and increase brand value and protect the value. The authors also claimed that if the organization can manage and protect the brand asset, it cannot gain sustainability. For example, the name of ‘Tesco’ is the brand assets of Tesco and if they cannot utilize and protect this asset, they cannot gain sustainability in the future. 
Customer relationship management (CRM) and database marketing- Egan (2011) Claimed that customer relationship management means collecting, storing and managing customers data and using these data for developing new products and services. For example, CRM department of Tesco collects customers’ demographic information such as age, sex, education, and location, psychographic information, including lifestyle and repeat purchasing, and the R&D department using this past data to develop new products and services. 
Partner relationship management- Blythe (2006) depict that marketing department of an organization requires to develop good relation with its key partners, including suppliers, distributors, and employees. For example; the marketing manager of Tesco maintain good relation with the suppliers, distributors, and employees and maintain code of conduct and code of ethics. 
Internet marketing- Chaffey & Ellis-Chadwich (2015) argue that in the competitive business environment, online or internet based marketing is the key marketing platform by which organization can reach to the target customers with short time and low cost. For example; the marketing department opens new window for their intelligence and informative customer through placing order online. 
Public relationship and service marketing- Egan (2011) depict that the marketing department of an organization maintain public relation with its stakeholders and develops service marketing strategy in order to provide 100% customers satisfaction. For example; customers service manager of Tesco manage all customer complain and developing good relationship their new and loyal customers. 
Integrated marketing communication- The extent marketing management literature (Kotler et al., 2017) argue that the marketing department of an organization maintains successful communication with all department that called integrated marketing communication. For example, the marketing manager of Tesco maintain good communication with sales department for sales planning and reporting, production department for maintain demand and supply balance, R&D department for developing new products and services, HRM department for HRM plaining, and promotional department for promoting and advertising of product and services, and finance department for financing (Tesco, 2019). 

Relationship between the marketing department and other departments at Tesco 
	
	Functional Departments of Tesco 
	How marketing department links 

	Marketing Department 
	Finance 
	Marketing department provides sales data, customer data, regional data, and other valuable information to the finance department where business analysts critically assess the data to make financial decision (Tesco, 2019).

	
	HRM 
	The HRM department of Tesco recruits talented marketing staff and extend their skills to perform marketing functions (Tesco, 2019).

	
	R&D
	The marketing department conducts market research and collects customer information, supplied to R&D in terms of product development, and investment decision (Tesco, 2019).

	
	IT 
	The link between IT and marketing department creates an excellent digital marketing strategy, sophisticated CRM, and overall marketing practices (Tesco, 2019).




STP- Segmentation, targeting, and positioning strategy at Tesco 
According to Hooley et al., (2017), one of the core marketing function of an organizational marketing department is to devise segmentation, targeting, and positioning strategy for the company. Kotler et al., (2017) argue that in order to devise STP strategy the marketing department requires to analyze marketing environment, including, internal environment, micro environment, and macro environment. However, the study intends to devise STP strategy of Tesco. 
Segmentation- In the contemporary marketing literature (Hooley et al., 2017; and Brassington & Pettit, 2012) illustrate that the segmentation strategy basically divided into four important part including, geographic bases, demographic bases, psychographic bases, and behavioral bases.  However, the segmentation strategy of Tesco are as follows. Geographic segmentation- in terms of geographic segmentation, Tesco regionally segmenting its brand across the UK and more than 13 countries (Tesco, 2019). In addition, Tesco serve rural and urban location. Demographic segmentation- in order to demographic segmentation, Tesco follows the information of age, gender, income, occupation, family size, social status, and education of their target customers (Tesco, 2019). In terms of age and gender Tesco devising segmentation for all age customers for both male and female. In addition, the company consider students, professionals, and employees who have low, middle, and high income. For example; the UK people’s income categorizes into less than £20000, £20000 to £35000, and more than £35000. In terms of social status and family size, Tesco include lower class, middle class, and higher class people who live in single, nuclear, and extended families. Behavioral segmentation- for behavioral segmentation, Tesco follows customer lifestyle, fashion, buying behavior, and benefits sought. Psychographic segmentation- In terms of psychographic segmentation, Tesco consider Lifestyle (contented and traditional), and personality (determined and easy going) of the customers. 
Targeting-The extent literature, Dibb et al., (2016) depict that targeting is the most vital steps in STP strategy, and therefore, company requires to assess and evaluate every segment and measure and identify the key effectiveness for each segment, and then the company should select one or more segment in order to enter into the market. Though Tesco operates its business more than 13 countries, the assignment focuses on the UK market (Tesco, 2019). Tesco has huge product line in the UK market. In terms of gender, Tesco targets both Female and male customers as the effectiveness and uniqueness of the products. For example; in order to home appliance products, Tesco focus on Female customers, whose age 18 to 35 years. On the other hand, Tesco targets both male and female customers for their fashion and clothing sectors and target all age’s people such as child, young, and adult (Tesco, 2019). In terms of income, Tesco target the middle and high income people. The fact is that the middle and high income people perceive stander quality with reasonable price (Parsons & MacLaran, 2009). In order to customers’ profession and lifestyle, Tesco target those people who lead discipline and more polite such as University professional, and managerial and executive level employees. 
Positioning-According to Kotler et al., (2017), positioning strategy of an organization refers to develop a unique idea or single word that creates strong value and distinct position in the customer mind. This means that positioning means developing a unique idea or them that creates different value of the brand and customer easily differentiates company’s products and value. For example; “Every little helps” is the positing them of Tesco that creates uniqueness the company’s value to the customers. 


Marketing mix of Tesco
The extent literature Kotler et al., (2017) marketing mix is the combination of four different organizational controllable variables, including product, price, place, and promotion, by which company can attract and influence customers’ response. 
Product strategy- As earlier mention that Tesco highly focuses on high quality as their target customers are high and middle income people. Therefore, Tesco highly maintain quality, authenticity, and reliability for their products and services that enables the company to create strong brand positioning in the market. For example; Tesco collects organic foods items from their own supplier that ensure product quality and authenticity (Tesco, 2019). 
Pricing strategy- Basically, Tesco follows mix pricing strategy. This means that practices differentiation pricing strategy for their premium customers Tesco with high quality products and services. On the other hand, Tesco charges reasonable price for their middle income people with standard quality of products that is the cost-focus pricing strategy of Tesco. 
Placement strategy- In terms of placement strategy, Tesco practices two different channels. First, the company sells their products through own well decorated outlet. For example; in the UK market, Tesco has around 2400 stores across the UK. Second, the company use online platform by which Tesco can place consumer order via online. 
Promotion strategy- In terms of promoting brand, Tesco practices both offline and online media channel (Tesco, 2019). For example; Tesco promotes their brand via TV ads, awareness campaigning, marketing campaigning, and print media as the offline promotional strategy. On the other hand, Tesco uses social media platform such as Twitter, Facebook, WhatsApp’s, and website as the online media channel. 
Nature of consumer buying behavior 
According to Hawkins & Mothersbaugh (2010), consumer buying is a complex issues, because it is the accumulated result of perception, attitudes, believes, intention, and expectation by which consumer take decision whether buying a product or service or not. On the other hand, Rani (2014) stated that consumer buying behavior refers to the actual behavior that perform by a consumer during purchase a product or services. However, the nature of consumer buying behavior are as follows.
According to Solomon et al., (2012), the nature of consumer buying behavior is that it is more influenced by the other factors. For example; R&D department of Tesco found that consumer buying behavior changed by any time or any moment by the market factors, including product size, style, pricing, advertising, positioning and so on, personal factors, including income, occupation, age, education, and gender, references group and other important factors. Further research by Rani (2014) stated that the consumer behavior changed frequently and its relay on the nature of product. The authors also stated that the consumer buying behavior is totally different from one consumer to another consumer that means it varied from consumer to consumer. In contrast, De Mooij (2010) illustrate the consumer buying behavior may be either positive or negative. If the behavior is positive, the consumer will take purchase decision otherwise vice versa. However, it can be stated that the buying behavior of consumer is very much influence by the other markets factors, psychological, personal and situational factors, and the nature of the buying behavior of one consumer to another consumer is totally different. 



Appropriate media channel at Tesco 
In the contemporary marketing management literature, scholars and researchers (e.g. Kotler et al., 2017; Dibb et al., 2016; and Hooley et al., 2017) illustrate that the key role of the marketing department of an organization is to develop an appropriate media channel that enables the department to maintain successfully communication both the internal stakeholders (organizational employees) and external stakeholders (customers, suppliers, distributors, and others). 
Advertising- In terms of advertising, Tesco uses offline and online media channels. As a mean of offline advertising media Tesco promotes their brand largely through TV ads and print media ads. For example; Tesco would launch new print campaigning for celebrating the company’s 100th anniversary through heading “100 Years of Great Value” (Baines, 2019). In addition, the company also celebrating 100th anniversary through exploring a short films name “take you back” (Baines, 2019).  On the other hand, Glenday (2018) stated that Tesco was the highest position in the UK supermarkets chain for expensing in ads with 68.2% increase in the last year that facilitates the company to takeover £3.7 billion of wholesaler booker.  According to Tesco (2019) the company creates strategic alliance with the UK top ads agencies. In addition, the company has own promotional department that develops new content and ideas for ads. In terms of online ads, the company use social media marketing, and their own website. 
Internet marketing- According to Chaffey & Ellis-Chadwich (2015), in the 21st business world, internet marketing or online marketing plays a vital role to explore their brands to the target customers. In addition, the online marketing enables companies to develop two way communication channel by which companies can reach their target customer by sharing contents and getting feedback from the customers through review and comments. For example; Tesco explores their brand through sharing contents via social media such as Twitter, Facebook, WhatsApp’s and YouTube (Tesco, 2019). For example; Degun (2016) stated that Tesco practices Twitter campaigning as a part of their detrital marketing strategy.In addition, Tesco has well designed own websites by which the company share information about their products and services. 
Customer relationship marketing- According to Mollah (2014), Tesco is the first company which launched club card “Tesco club card”, by which the company collects information about their customers and store in their CRM database that facilitates the company to maintain good relationship with their customers. For example; by analyzing CRM database information, Tesco’s marketing department couple with statistician and data analyst, the company forecasts customer demand and requirements and therefore, the company develops new products and services as per the customer requirements.  
Integrated marketing communication- The marketing departments has developed intergraded marketing communication channel that facilities the department to maintain good relationship with all organizational departments (Dibb et al., 2016). For example; the relationship between marketing department and R&D department of Tesco enables to develop new products and services as per the customer requirements. On the other hand, the relationship between marketing department and operation department of Tesco facilities the marketing manager to maintain demand and supply.

Measuring success of marketing campaigning at Tesco 
According to Dibb et al., (2016), the key function and role of the marketing department of an organization is to successfully accomplish the current marketing campaigning and develop new strategy for the future marketing campaigning. In addition, Aghazadeh (2015) stated that the financial indicators market share, return on assets (ROA), return on equity (ROE) and non-financial indicators, including brand value, customer satisfaction, of an organization are the key measurement of measuring success of marketing campaigning. 
In order to measure the success of marketing campaigning by the financial indicators, organization initially develop organizational SMART objectives, and therefore, the marketing department assess and analysis the success of marketing by comparing with organizational objectives. For example; the marketing manager of Tesco wants to increase 1.5% market share by the end of 2020, increase more than 5% female customer for house hold accessories, achieve 2.5% return on investment (ROI). In order to address these objectives, Tesco practices several marketing campaigning. For example; for increase 5% female customers for house hold segment, Tesco arrange online customer survey for understanding customer requirements, social media campaigning for exploring information for new products, on store campaigning for introducing new products and so on (Tesco, 2019). 
For example; Tesco arranged Christmas campaign in 2017 and 2018 on headline “However you do Christmas, everyone’s welcome” and the company has gained feedback from the customer about the campaign and it was found that customer stated that “the concept of Christmas campaign has helped them to re-establish ‘trust’ and ‘brand love’” (Faull, 2018).  Apart from, recently Tesco has arranged Tesco’s 100th anniversary marketing campaign and the CEO of Tesco, Dave Lewis said that “Tesco was celebrating its century year an advertising campaign featuring iconic moments from across the decade to highlight the supermarket’s history of offering customers ‘great value’ ’’ (Hammett, 2019). 
On the other hand, Alessandra Bellini, the cheap customer officer of Tesco said that “Our customers tell us they feel the pinch after Christmas and we want to help by offering some great prices on popular products” (Hammett, 2019).
	Campaign name 
	Success indicators 
	Explanation 

	[image: ]
(Source: Tesco, 2019)
	Sales 
	The campaign contributed to increase 12% of sales at Tesco (Tesco, 2019).

	
	Profits 
	The campaign increase 2% of total profits in food and merchandising segments at Tesco (Tesco, 2019)

	
	Customer engagement 
	The campaign reached to 3.4 million customers (Tesco, 2019)



According to Chaffey & Ellis (2015), social media campaigning is the suitable media campaigning by which organization can easily measure customer satisfaction through reviewing and analyzing customers’ feedback and comments. For example, the promotional team of Tesco under the department of marketing, conduct social media campaigning via Facebook, Twitter, email, and WhatsApp’s before launching new products and after launching new products (Tesco, 2019). Similarly, Google analytics, Facebook analytics, CRM data base are the important tools to assess and analysis the success of marketing campaigning by non-financial indicators. For example; Tesco use CRM database for analyzing and evaluating customers, past purchase history, demand, choice and future trend of demand, and therefore the company develop new products and run marketing campaigning. In addition, Parsons et al., (2017); and Andersson (2018) state that customer survey is the powerful tools to measure customer satisfaction and brand loyalty. For example; Tesco’s marketing department conducts customer survey for measuring customer satisfaction and brand loyalty. 
However, the success of marketing campaigning depends on the strengths and innovativeness of the marketing department, and the marketing department of Tesco is highly strengths due to its high skilled and experienced human resource, technical supports, and innovativeness. 


Conclusion 
Marketing management refers to successfully manage all function and responsibilities of marketing department such as brand promoting, brand positioning, and integrated communication with all departments, customer satisfaction and customer survey, product development, promotion and distribution and so on. As a case company, the essay was included Tesco, UK. 
To conclude, marketing department does not only perform marketing functions, but also supports organization to address organizational objectives, including financial and non-financial objectives. The link between marketing department and other functional departments, such as HRM, Finance, IT, and Operation facilitates Tesco to gain competitive advantage. However, creating liaison between marketing department and other department has become increasingly challenging for today’s business firm due to lack of communication among staff, shared information, and information asymmetry. Thus, Tesco is required to focus on enhancing the link between marketing department and other functional departments. 
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