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Executive summary
Tesco is a British multinational company known for its “groceries and general merchandise” retail business. The report addressed various strategic marketing issues that multinational supermarkets such as Tesco face in their operations. The focus of the report is to provide extensive consultancy for the Tesco Company, which has reported many issues related to the marketing of the products as well as the branding in recent news of the companies. The analysis approach hinged on the controversial ‘brutal objectivity’ strategy the organisation has used since the appointment of the departing CEO Dave Lewis. 

The analysis revealed that the aggressive restoration approach led to the improvement in market position, and increased brand value. The CEO faced major challenges such as increased competition from fast-rising rivals such as Lidl and Aldi. In addition, the company has badly affected by low customer loyalty and diminished brand value thanks to reduced customer satisfaction. Due to the highly competitive nature of the UK, retail market, the company implemented drastic measures such as downsizing, re-launching of the Tesco Clubcard, and invigorating social media presence to access a larger market. The findings show that the aggressive yet objective approach was key to the company’s turnaround. The report proposes the use of a customer-centric marketing approach to improve organization performance.
1. Introduction 

The volatile nature of business compels organisation to develop ingenious strategies that enable them to adapt to diverse situations in the market. Marketing is terminology and business procedure undertaken to not only maintain but also enhance an entity’s position and influence in a market. Fundamentally, it entails the conception and implementation of creative plans aimed at increasing the rates of the buying and selling activities of an organization. Some of the basic strategies often employed by organisations the world over include selling, delivering, and advertising products and services. Tesco, one of the largest supermarkets brands in the UK is a textbook illustration of the complexities of marketing as a strategy used to ensure organization progress (Hawthorne, 2019). For about half a century, the retail powerhouse endeavored to cement its position as an influential player in the British grocery retail sector. The retailer’s main strength lied in its shrewd marketing strategies that enabled eliminate every competition in the UK market to command nearly 30% of the market share (Stringretail, 2019). Regardless, the business experienced a decline at the beginning of the present decade after it faulted in its marketing strategy scheme. The appointment of the outgoing leader, CEO Dave Lewis in 2014 has proceeded to elevate the organization yet again alleviated its marketing woes in the process (Thomas, 2018). The manager has become synonymous with the ‘Brutal objectivity’ approach responsible for turning the company’s fortune around (Hall, 2019). The report seeks to explore the firm’s marketing issues while accentuating the significance of the latest marketing strategies enforced by the departing CEO. Overall, the analysis approach will strive to address marketing issues as outlined in the report objectives presented below.
2. Project Objectives 
1. To analyze the marketing strategy developed by CEO Dave Lewis for the Tesco company and its impact on the Tesco market position
2. To identify the issues that prevailed in the marketing and branding strategies of the Tesco Company
3. To explore the issues related to the marketing faced by Tesco even after the implication of new marketing strategies by “CEO Dave Lewis”
4. To establish a strong understanding of the existing literature of the marketing strategies that are significant for the Tesco Company to implement in the UK and global markets
5. To provide knowledge about the brand value of Tesco that is vital to sustaining in the highly “competitive business environment”
3. Findings and Critical Analysis
Following the decision to utilize the secondary research approach, the analysis will accentuate the scrutiny of the diverse range of literature published on the marketing strategy during and in the aftermath of CEO Dave Lewis from Tesco. The extant section will examine the precise issues that prevailed in the marketing and branding strategies, its implications, and the literature that underpin the changes the company made to change its marketing approach. Further, the analysis will look to provide knowledge about brand value.

3.1 Marketing strategy developed by CEO Dave Lewis for the Tesco Company (and its impact on the Tesco market position)
After over 90 years’ dominance of the British retail sector, the sun began to set on the largely successful era of Tesco. The occurrence happened due to destabilization and stagnation in the market alongside a host of management and marketing errors committed by the existing management team. The last straw ensued when accounting scandals rocked the company along with reports surfaced of the presence of horsemeat in certain products (Smart Insights, 2019). The onset of the transformation of Tesco began with drastic changes in not only the marketing strategies but also the recruitment/appointment approach (Onita, 2019). Rather than look to find a replacement from the existing management personnel from the various store outlets spread out across the region, the organisation seeking the services of a former executive client, Dave Lewis who worked at Unilever at the time (Eley, 2020). The analysis presents the scrutiny of various pieces of literature that explores the marketing milestone the manager accomplished during his tenure.

At the turn of the present decade, Tesco's problems ranged from the steady value depreciation in the stock market to reduced customer loyalty to the brand among other things (Eley, 2020). Upon assuming leadership at the company in 2014 after the dismissal of chief executive Philip Clarke, Dave Lewis made marketing moves that swiftly earned him the nickname ‘drastic Dave’ among market analysts (Hall, 2019). The strategy chiefly entailed the employment of objective approaches in addressing the existing challenges to marketing, management, and overall service delivery. The changes implemented have improved the company’s operations and increased its financial performance as demonstrated in figure 1 below.
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Fig 1: Tesco retail profits and margins

Source: (Oakley, 2019)

The radical nature of the executive’s change strategy was a shift from the conservative approach the previous administrations have applied in running the company (Butler, 2017). The first strategy the CEO applied was the ‘looking and listening’ strategy where, he engaged in a personal confrontation with the company to experience the challenges first hand (Hall, 2019). He walked into the company stores and interacted with personnel to understand the issues that affected individual outlets. Upon completing his analysis of the in-depth of the organisation's management problems, CEO Dave embarked on revitalizing the business. Being a brand specialist, Dave devoted his time to the organization to ‘firm cleansing’ and rebuilding the ‘zero brand trust’ that Tesco had become in the last four years (Hammett, 2019). However, before reviving the brand the company made series drastic changes aimed at creating a foundation for the actual rebuild. First, Tesco targeted to strengthen its weakening brand links – the overly stated prices of its brand name products and reduced them by 15 to 20% (Hall, 2019). The rationale was to eliminate the pricing discord that existed between the company and those of its local German-owned competitors Aldi and Lidl that threatened to diminish Tesco’s influence in the British market. The main objective was to increase sales though reduced product and service prices.

One of the most pressing issues ailing the company that mostly affected customer loyalty was the poor service services rendered to the company’s esteemed customer. To avert this trend, the organisation responded by increasing the workforce to enhance the quality of service rendered to its customer (Hall, 2019). Dave realized that while increasing the number of Tesco outlets across the region, the management had failed to increase the number of its employees to counter the increased service demand from the growing customer base. Figure 1 below illustrates the characteristic increase in the number of employees at Tesco before and after the appointment of the CEO. The diagram illustrates a steady decrease and an eventual increase in the number of employees at Tesco from 2016 onwards. The little dip in 2015 occurred following the shutting down of unproductive stores as a part of the drastic measures instigate by the incoming CEO (Butler, 2017).
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Fig 2: an increase in the number of employees from 2012 to 2019

Source (Statista, 2020)

Moving on, the new manager recognized the threat of upcoming and established retailers such as Sainsbury and moved to eliminate all underperforming outlets to focus the organisation’s energies on stores with the potential to expand. Butler (2017) set to review Dave’s first year at the helm and reported that the organisation had closed down 43 stores in the UK and laid plans for the cancellation of the opening of 49 other outlets throughout the region. The same downsizing approach occurred in Scotland and other regions within the European market (Onita, 2019). In that same vein, Dave engineered the expansion of ‘the Jacks’, discount chains opened up across the region to rival small stores like Lidl and Aldi. Tesco anticipates that the discount chains will stock up to 1800 products thereby helping in increasing average sales. Figure 3 below shows Tesco sales vis-à-vis the number of its operating stores between 2018 and 2019.
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Fig 3: Tesco sales vs. No. of stores

Source: (Oakley, 2019)

Next, the manager moved to strengthen customer engagement by revamping its online presence through various media including YouTube and Facebook (Smart Insights, 2019). With a wealth of experience in customer management, Dave recognized the importance of the internet in the 21st century and aimed to use it to the company’s advantage (Neville, 2019). Tesco engages in active advertising and promotional activities on Facebook and YouTube and uses the same platforms to obtain feedback from the customers (Smart Insights, 2019). Moreover, the company has invigorated its iconic Clubcard scheme, which now allows the clientele to monitor their purchases via virtual accounts. The Clubcard enables the supermarket to understand their customers’ purchase trends enabling them customise packages for them (Neville, 2019). In addition, the organisation introduced the controversial farm brand marketing strategy that used the name of fictional farms to entice its customers (BBC, 2016). They include Willow Farms (chicken), Suntrail Farms (imported fruit), Redmere Farms (vegetables), Nightingale Farms (salad), Rosedene Farms (berries, apples, and pears), Woodside Farms (pork), and Boswell Farms (beef) (The Institute of Grocery Distribution, 2015). Consequently, recent market reports indicate that Tesco is on a mission to claim its undisputed spot in the market. Figures 4 show the market share Tesco holds following the revamped marketing strategies since the appointment of CEO Dave.
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Figure 4: UK Grocery Market Share 1997-2019

Source: (Stringretail, 2019)

The impact of the brutal objectivity approach the manager employed manifests in the myriad implemented objectives and accomplished goals registered in the last five years. Besides increasing the profit margin and minimising operation costs, the company has managed to invigorate the Tesco brand and currently commands significant influence among British consumers (Foley, 2017). At the point of his departure, CEO Dave Lewis had scored a maximum operating profit of £1.13bn alongside a convincingly invigorated customer loyalty.
3.2 Issues that prevailed in the marketing and branding strategies of the Tesco Company

In the period of revamping the marketing and branding strategies, the organisation encountered myriad complications that threatened to derail the recovery process. According to Neville (2019), the use of controversial tactics resulted in the organisation courting considerable trouble both internally and externally. The author observes that the use of unconventional marketing and branding strategies implied that the organisation would implement odd promotional techniques to obtain the edge in an otherwise competitive market. In 2015, the organisation launched the fictional ‘farm brand’ promotional strategy, which offered customers unique farm produce products (Hawthorne, 2019). The following year, close rivals such as Asda, Lidl, and Adli followed suit and released into the market similar brands (Smithers, 2017). BBC (2016) reported that the National Farmers Union (NFU) had instigated an official complaint to curtail the use of such non-existent products to lure unsuspecting customers. The organisation cited the use of unethical strategies to maintain the organisation’s influence in the market.

The organisation through the CEO focused on reviewing stakeholder relationships and more so, organisation-supplier affair to identify loopholes through which Tesco loses funds. The organisation changed various negotiating positions the previous administrations had adopted and established new structures that regulate operations (Steiner, 2019) . The occurrence unsettled most of the organisation’s suppliers but it helped reorganise the relationship with the suppliers in the end. Another serious issue that surfaced because of the new marketing and branding strategies was the mass closure of numerous Tesco stores that had proven unproductive both within and outside the British market (Wood et al., 2017). Outlets in Turkey, Japan, and the US (closed down earlier) had to close down following persistent losses recorded due to the unfavourable market conditions in the regions (Butler, 2017). Further, the new marketing approach saw the discontinuing of international expansion even led to the scrapping of ‘non-core’ assets such as the Giraffe restaurant chain, online video service Blinkbox, Harris+Hoole Coffee shops, and the Tesco Hudl tablet established by the previous manager Mr. Clarke (Hall, 2019). Figure 5 below shows the reduction and subsequent increase in the number of Tesco stores between 2014 and 2019.
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Fig 5: No. of Tesco stores between 2008 and 2019

Source: (Statista, 2019)

In addition, the closure of the smaller stores such as the Jacks and the unprecedented price cuts led to a dip in overall organisational performance in the early years before rising again (See fig 1 above). According to Wood et al. (2017), Tesco has endured an unsteady restoration largely due to the unconventional techniques they choose to implement with most of the challenges originating from within the external environment. Figure 6 below is an illustration of the bumpy progress occasioned by the eccentric marketing and promotional techniques used to effect change in the ailing company. As well, the CEO instituted major staff restructuring, which led to widespread job loss. Hawthorne (2019) reported the loss of at least 4,500 jobs in 2018 (Davies, 2019) bringing the total tally to about 10, 000 since Dave took over the reins at the company (Lauerman & Milligan, 2019).
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Fig 5: Tesco’s turbulent recovery process

Source: (Thomas, 2018)

3.3 Issues related to the marketing faced by Tesco 
Summed up, Tesco’s issues in the era of CEO Dave Lewis stretch from customer loyalty, diminishing brand value, prices, marketing, and store size. The peak event that illustrated the challenges Tesco encountered in the transformation of its marketing approach is the Tesco accounting scandal of 2017 (Ferri, 2017). Tsang (2018) recounts the event when the Financial Conduct Authority (FCA) detected hints of overstated profits by at least £263m. Another fraudulent case involving the organization’s accounting department occurred in 2014 when CEO Dave Lewis discovered £325m worth of overstated profits (Stringretail, 2019). The former scenario was an unsettling occurrence that threatened to strew the CEO’s fast-growing reputation as he battled to restore the store (Tsang, 2018). The occurrence exposed the shortcomings of the leader's marketing strategy as analysts view it as the consequence of the aggressive approach chosen by Dave Lewis. The reports show unethical supplier engagement that did not correspond to the actual sales (Hipwell, 2017). Figure 7 shows the accounting scandals that marred the development of the business in this period.
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Fig 7: Tesco accounting scandals

Source: (Hipwell, 2017)

Recent reports reveal a significant reduction in the rate of sales growth. Kollewe (2019) attributes this new trend to the uncertainties in the political scene, unpredictable climate. In the former case, Brexit has played a major role in the British supermarket's financial tribulations (Farrell, 2020). The retail sector in the region anticipates shifts in the market that may destabilize and harm the business and environment. In 2019, the company registers a 0.4% fall in sales of like-for-like products (Kollewe, 2019). For the most part, the loss resulted due to the closure of a number of its non-food stores. In addition, bad weather influenced the sales of periodic products such as clothing.  

3.4 Literature on the marketing strategies that is significant for the Tesco Company to implement in the UK and global markets

This section examines relevant pieces of literature that explore issues that relate to the context of the analysis. The studies reviewed will proffer significant insights that can expound or explicate the marketing and branding efforts of Tesco in the face of numerous challenges in the UK retail market. One of the chief promotional elements employed by the Organisation is the Clubcard, which aims to enhance customer loyalty (Marketing Interactive, 2020). Further, analysis in the previous sections has established that CEO Dave Lewis identified and isolated customer loyalty as one of the priority areas that need addressing (Butler, 2017). In their study, Peeroo and colleagues (2015) claim that the loyalty card promotional tactic not only attracts trialists but also boosts purchase frequency. However, the scholars caution organisations against engaging in indiscriminate application of the card. Possible consequences include damaging category growth and changing customer profiles.

In another study, Wood et al. (2017) argue that organisations must strive to enhance capital discipline and market relations more so, on the global platform. The study draws attention to Tesco's multiple failed conquests of the international market having closed shops in various nations such as the US, Japan, Ireland, and Turkey (Hammett, 2019). The source provides a reflective analysis of the international market conditions while highlighting the realities and common misconceptions that hinder businesses from succeeding in global markets. According to Wood et al (2017), the lack of adequate capital discipline is a key factor that derails business expansion efforts. Further, the source recommends the engagement of market research projects to eliminate potential problems. On his part, Neupane (2015) accentuates the importance of brand image as an instrumental strategy for organisations. The study found that brand image related positively to customer satisfaction. In large part, a brand image inspired customer satisfaction and thereby loyalty.

3.5 Brand value of Tesco to sustain in the highly “competitive business environment”

Competition remains one of the perennial issues that continue to plague all retailers in the UK market. Smart Insights (2019) posit that Tesco thrives most when the organisation puts its clientele at the center of its operations. For this reason, sustaining a superior brand in the market is the organisation’s central objective. The decline of Tesco largely attributed to the effects of the recession and the use of outdated promotional techniques in a highly digitalised market exposed the lack of an active effort aimed at maintaining the organisation’s brand to guarantee customer loyalty (Tsang, 2018). For instance, the continued expansion of its hold in the market stirred displeasure among its customer base who felt the company focused on its interest at the expense of the consumer. Consequently, the customers created phrases such as ‘tescopoly’ to reference the company’s obsession with expansion (Butler, 2017). 

Since 2014, Tesco has instigated significant transformational management manoeuvres that aim to improve the supermarket’s diminish brand. To address the problems, Tesco sought to align key areas such as stores, products, and customer engagements. In the era of the internet of things (IoT) Tesco still relied heavily on traditional platforms such as TV/radio, press, and billboards to advertise and promote its products (Hall, 2019). The company reduced funds spent on marketing in traditional outlets by 10% between 2014 and 2013 to about £100 million from £110. In the subsequent year, CEO Dave had reduced the amount to a little below £80 (Smart Insight, 2019). The company moved to popularise the resurgent brand on digital platforms. Currently, the organisation spends around 30% of the allotted promotional revenue on digital marketing. The firm used technology to bridge the widening gap between them and their customers.

Further, CEO Dave tasked the company to increase brand value by cutting the traditionally high prices to compete with first rising retailers Lidl and Aldi who had begun to command a commendable portion of the local market (Oakley, 2019). Important yet, the loyalty card, a fundamental component of the Tesco branding strategy played a pivotal role in retaining the company’s customer base (Felgate & Fearne, 2015). The card allows Tesco direct access to individual customers thereby, enabling easy communication and promotion. For instance, the company sends letters and promotional packages directly to targeted customers. In addition, the card enables the company to reward customers with promotional coupons. Brand stability and improvement in the company’s market share in the retail sector resulted in increased brand value. 
4. Discussion and recommendations 

4.1 Discuss the findings in the previous section based on each objective
4.1.1 Objective one: Marketing strategy developed by CEO Dave at Tesco and its impacts

The primary objective of the study was to explore CEO Dave Lewis’ ‘drastic’ changes at Tesco using the ‘brutal objective’ approach. The analysis affirms the utilisation of this technique to restore the company brand, which in turn improved the Tesco’s position in the market as illustrated in figure 4 above. The changing framework employed by the company ranged from slashing product prices, introducing new brand products (farm brands) (BBC, 2016), reducing the workforce (Lauerman & Milligan, 2019), and closing down unproductive stores (Hall, 2019), revamping digital promotion (Smart Insights, 2019), and expanding discounter chains (Neville, 2019).  The impact of the strategy manifests in the renewed connection between the company and the customers. Over time, the company has recorded improvements in various operational areas such as workforce, stores, customers, and brand products (Oakley, 2019). Moreover, the company has recorded increased retail revenue, gross profit, and operating margin.

4.1.2 Objective two: Issues that prevailed in the marketing and branding strategies

The outstanding issue that plagued the company in this period was the use of unconventional marketing strategies to reduce mounting competition from rivals such as Asda, Aldi, and Lidl (Eley, 2020). First, the launch of the seven farm brand products elicited mixed reactions from the market, with the local administration and concerned parties faulting the organisation’s use of fictional farms to entice the customers. Worse yet, the National Farmers Union (NFU) launched an official complaint against the company (BBC, 2016). Again, the organisation unsettled the long-standing relationship it had with its suppliers by changing the terms of the operation (Smithers, 2017). Also, the closure of multiple stores both locally and abroad led to the loss of thousands of jobs as the company undertook its downsizing strategies. The company ran losses upon reducing product prices to match the market price set by emerging rivals. The challenges meant Tesco could not make prompt advances to the top and had to settle for a slow and steady approach.

4.1.3 Objective three: Issues related to the marketing

The study identified myriad issues related to marketing that troubled the company even after CEO Dave Lewis assumed office at the helm. One of the major issues that the company encountered was the falsification of accounting profits (Tsang, 2018). Analyst hypothesised that the occurrence was an element of the broader aggressive marketing technique the CEO used to build the organisation image (Hipwell, 2017). To maintain the impression of consistent growth, the organisation released overestimated financial reports. Further, the company faced massive competition from merging retailers whose objective was to loosen Tesco’s grasp on the market (Kollewe, 2019). The main challenge was the fact that Tesco could not operate as a discount store and thus could not use similar marketing approaches as them to curb competition. For instance, the closure of most stores proved damaging to the organisation’s overall growth.

4.1.4 Objective four: Literature relevant to the marketing strategies of Tesco

The fourth objective sought to explore existing knowledge on marketing strategies that show similarities to the strategies employed by Tesco. Various literature discusses several issues within the realm of marketing that gives organisations the competitive edge (Felgate & Fearne, 2015). Studies have explored the significance of the loyalty card and the influence it has on customer loyalty. The extant analysis established that CEO Dave’s administration prioritised the re-launch of the Tesco Clubcard, which has played a pivotal role in enhancing customer loyalty in recent times (Smart Insights, 2019). Besides, other studies explored the importance of brand image maintenance. A clear connection exists between brand image maintenance and customer loyalty (Neupane, 2015). Essentially, a superior brand image is a precursor for extended customer loyalty. Further, various researches have addressed issues about capital discipline and international expansion. The studies offer contemplative insights that shed light on Tesco’s troubles in the international market having closed shops in the US, Japan, and Turkey.

4.1.5 Objective five: Tesco Brand value

The fifth objective sought to assess brand value in the face of the application of new marketing strategies.  To maintain brand value in a highly competitive market, Tesco implemented several strategies that while unconventional went a long way to restore the brand. Brand stability and improvement in the company’s market share in the retail sector resulted in increased brand value (Neupane, 2015). The analysis showed that the company’s decision to focus all its energies in enhancing customer experiences through revamping various marketing, promotional, and operational activities. Increased revenue, profit, and operating margins are representative of improved brand value.

4.2 Suggestions regarding brand value for Tesco that is vital to sustaining in the highly “competitive business environment”
Based on the established evidence, the following recommendations will enable the organisation to make positive progress going forward:

i. The study recommends that the company should intensify its customer-centered approach to marketing. This is because the approach is a one-approach-fits-all technique that results in the collective improvement in the various organisation operations and structures. In their study, Shah and Dastidar (2019) endorse the application of customer-centric strategies to improve customer satisfaction, loyalty, and overall brand image. James and Cooper (2015) found a positive relationship between customer-focused marketing and brand value.

ii. Secondly, the analysis recommends that Tesco should reconsider attempting to explore the international market again after failing the first time. The examination revealed that the organisation’s chief error was the failure of conducting adequate research on the foreign markets before entering them. Tesco erred by making assumptions and using conservative marketing methods to penetrate the American and Japanese markets. Yang et al. (2017) accentuate the importance of market research adding that it enhances an organisation’s success potential. The prior market examination will allow Tesco to enter and engage competitively without suffering massive capital losses. As well, the market diversification/expansion project will help it minimise the intensive competition in the market. Ultimately, achieving an international brand status will have a positive effect on the brand value

5. Conclusion
The analysis trained its focus on exploring the marketing and promotional strategies Tesco employed as instigated by departing CEO Dave Lewis. The analysis objectives ranged from reviewing the brutal objective approached the organisation employed, arising issues, and its overall impact on the diminishing brand value. In addition, the study sought to contrast the occurrences to pieces of evidence reported in various literature published on marketing strategies. The analysis revealed that Tesco implemented a range of strategies include downsizing, reduced product prices, falsified profits, increased employee recruitment, loyalty card, and more to improve its brand value. The aggressive restoration approach led to an improvement in market position and increased brand value. The report proposes the use of a customer-centric marketing approach to improve organisation performance.
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Appendices 

	P
	-the company operating in multiple (12) countries, which affects its operations considerably. Some of the leading political factors include tax rates, political instability, existing and impending legislation,  and unemployment rates
-uncertainties due to brexit affect organization operation

	E
	-the post-recession market condition has been harsh on most British businesses 
Increasing labour cost in the UK

	S
	- The demand for goods and services is related to the consumer beliefs and attitudes, which is another focused issue.

- Obesity is another issue in society and customers are more concern about their health. Tesco must consider changing behavior and demand for organic food.



	T
	- Tesco embrace advancement in technological as opportunity by adopting available retrial technologies

-the company introduced RFID Technology to increase in-store experience for customers.
-  have developed its own online mobile payment system called PayQwid. 

-further, the combination of Clubcard and NFC technology has increased customer engagement


	S
	- Tesco is that it is the leader of grocery retail in the UK with a total market share of 28% as of 2019

- At the same time, it also becomes the most demanding retail chain in Ireland. The global presence of Tesco is also considerable

-The market share and products are very diversified. 

-Tesco is also acclaimed as the largest private employer in Europe.

	W
	- Tesco operations are failed in America and Japan.

- In 2017 Tesco was charged for false financial and accounting information

-The “Low-Cost strategy” used by the Tesco company also affects the profit margin of the company

	O
	-the discounter chains “Jacks” have lots of opportunities for expansion.
-the organization could develop strategic alliances with local and multinational companies allowing it to enter new markets and capture the opportunity of higher profit

- the company can also update the online shopping experience of its customers as well as delivery services

- There are several emerging markets like “Turkey, South Korea, and Indonesia” that can be targeted in the coming years

	T
	- Recent Christmas ad controversy as the effect of the social media position of Tesco
-the “Fake Farm” legal threat could affect brand value and market position



