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[bookmark: _Toc56106259]Introduction
Marketing is considered as a process by which the organisation could include ways such that values could be created in order to satisfy the clients and their requirements. It consists of endless actions as well as reactions that the customers give to the company while they try to make an attempt so that they could create value as well as satisfy the customers' needs. Tesco belongs to the group of a renowned multinational company that sells grocery items. It is the third-largest group of retailers throughout the world if it is measured according to the gross revenue. It was introduced by “Jack Cohen” in 1919. Tesco has introduced a new product Matcha in the market for health concerned energy drink lovers. It contains zero added sugar which makes it unique. This essay is going to highlight the process as well as stages of marketing. It is also going to reflect on the role of the marketing mix. Stakeholder’s engagement is considered as a procedure through which the companies could communicate and engage them in their business. The essay is going to reflect on the impact of stakeholders on the activities of marketing in an organisation  (Fernandez, 2019).
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Situation analysis is considered as a process in a company where Tesco could find their service such that it could identify their chances so that they could satisfy the needs of unfulfilled customers. Situation analysis is also known as environmental analysis. It is done such that Tesco could identify the options of marketing so that Tesco could know the capabilities and hence understand the environment where the company would operate. This stage is considered as the foundation of planning and during this stage, there is a certain analysis that was done to understand whether the energy drink product that would be introduced by Tesco could sustain in the market or not. It comprises factors such as SWOT analysis from where the strength, opportunities, weakness as well as threats could be known. The macro-environmental factors comprise of PESTLE analysis from which the Tesco company could analyse whether the sugar-free energy drink product Matcha could sustain with political, social, technological, environmental, legal as well as economical factor. Porter’s 5 forces, as well as Stakeholder analysis, are also done during this procedure. In Porter’s 5 forces, the Tesco company could understand whether there is a “threat of new entrants” or substitutes that might compete with the product. It could also focus on “the bargaining power of suppliers and buyers”.(Romero,2019).Positively, this stage helps in evaluating the product. It would be beneficial while evaluating the supply source and implementation of technology. It helps to identify the favorable as well as unfavorable factors that are required in order to achieve the objective of the energy drink. It also helps in doing multilevel analysis and hence integrates the data regarding policy making or decision making. It also improves communication and is simple to perform. Negatively, the tools used in situation analysis provides no specific mechanism by which one factor could be related to another. Hence it becomes difficult in case the factors could determine the impact. It creates ambiguity when one-factors act like both strengths as well as weaknesses. The sugar-free energy drink Matcha is made up of sugar-free items in order to add sweetness to the product. This acts as a strength as it would attract healthy people. However, it becomes a weakness as it increases the price(Tang,2020).
During the process of marketing, it is necessary to set up the objectives in order to plan for the product. Marketing objectives are considered as goals which the Tesco organisation would like to reach such that its products could be encouraged by the customers. It is necessary that the objectives should support the mission as well as the goals of Tesco. The objective of introducing a sugar-free energy drink is to attract more customers from the age of 20 to 40. It is beneficial because it would help to show how Tesco would be benefitted from the marketing and hence they are defined using SMART criteria which is basically Specific, Time table, Relevant, Attainable, Measurable. Positively, this process would not help in adding vague and hence allow me to focus. Multiple planning could be incorporated easily into a single goal. Considering the example, the development of a sugar-free new product would help to attract health-conscious customers as well as children since it is an energy drink made up of green tea. It helps to identify the missing target and hence visualize the progress. Negatively, the procedure would be confusing and might arise questions when goal setting becomes a failure procedure or idolatry   (M., 2020).
After the identification of the options available in the market, a plan would be developed such that the options which are identified could be pursued. The marketing strategy is considered as a plan for marketing with which Tesco could achieve the objectives of marketing. The strategy of marketing is done using an approach that comprises three steps STP where S stands for segmentation, P stands for positioning and T stands for targeting. Segmentation is important and is done by Tesco on the basis of demography, psychography, lifestyle, behavior, geography. Considering the example, Matcha is an energy drink that is segmented for the customers that are diabetic or eat no sugar in their food. Targeting helps Tesco to classify the segments of the market such that it would help to determine the position where the product would be best suited. Hence, Matcha targets the customers belonging to the age group 18 to 40. Positioning helps in developing the product in a selected market segment that is targeted such that it could be unique there (Fernandez,2020). Positively, the marketing strategy would help in the promotion of the business of Tesco among its targeted audience. It also helps in understanding the needs of customers through proper research and hence developing the product such that it could hold the needs of the product. It also helps to boost up the business as it would identify the position in the market and hence develop the product. Negatively, a marketing strategy would require planning and proper research that might lead to cost, time as well as efforts which might not give any result back  (Kwok, 2020).
After the planning of marketing strategy, the marketing mix is done by Tesco where they would elaborate on the tactical decisions according to the parameters related to the marketing mix. The marketing mix consists of seven variables that are usually known as 7 P’s such that Tesco could control and work in order to achieve the objectives of the marketing. It is done by marketing managers so that they could get a better response within their targeted market. It is essential to know that the principles of the marketing mix are manageable. The marketing mix comprises 7 P’s such as Product, Place, People, Physical evidence, Process, Promotion and Price. Positively, the marketing mix simplifies the concept and hence makes the procedure of marketing easy to manage. It also helps in separating the market from the activities of the other companies and hence delegate the task of marketing. It helps Tesco companies to vary the activities of marketing as per the resources, the need of customers and the condition of the market. However, negatively the marketing mix did not consider the behavior of the client and hence consider them as passive. They did not interact or capture the relationship. It also does not consider the uniqueness of the elements in case of the service marketing. It also does not build a relationship with clients that is responsible for brand experience   (Saha, 2020).
Finally, when the market plan is ready to be implemented such that the efforts of marketing could be monitored in order to adjust according to the marketing mix. In this stage, the written plan or strategy is put in action such that the product could be presented as per the process. The strategic implementation would be effective if it could determine the results of the planning and hence it could be improved easily by the team of management while they build the ownership plan  (Mogaji, 2020). Strategic control comprises monitoring as well as evaluation of the process such that it would ensure that it is operated properly. Positively, it helps in comparing the things that should be done actually rather than that is happening. It helps to create sensitivity to the price among the customers. Negatively, this step would create problems if the market plan is not done properly before implementation and hence it could not be controlled. It becomes a failure if the strategy for marketing is not properly implemented and might be a loss for the business of Tesco.
The marketing stages comprises of certain actions that are production orientation, sales orientation, marketing orientation and product orientation. The production orientation would commonly operate on a model that is produced by mass as well as streamlines, the process of production for the offerings of the product. This type of orientation would approach the customer about the value price and hence focuses on the lower cost of production such that the price could meet the base of the customers. The price would be believed that it would form the value proposition and hence the production orientation would offer and focus on the resources towards the positioning as well as operating the communication in the key market. It would help in concentrating on the increase in production and hence would control as well as reduce the cost which would make a profit. The reason behind using this philosophy is that Tesco should ensure that the product is available in the market when the customer needs it. Positively, it helps in increasing the economic scale as well as the efficiency of Matcha. It would lead to lower costs for the customers and hence they would be attracted. Negatively, it would disregard the need of the customers and hence set up the cost higher which would result in disappointment among the customers(Farinloye, 2020).
A product orientation is considered as an approach that shares no similarity with the approach of production orientation. It is an approach through which the business of Tesco would be concerned about the product Matcha and hence would continuously improve as well as refine it such that the energy drink would be superior to that of their competitors. It is focused on the quality that would lead to an increase in the price. Premium products such as Matcha would fall under this category where the approach would not always focus on the needs of the targeted audience and hence consider certain factors that are needed in case of determining the purchasing decision. It focuses on the factor that products having good quality would sell themselves and hence Tesco should concentrate on basically improving the quality of the product which would lead to an increase in sales and fetch the profit. Positively, it focuses on the quality of the product and hence brings innovation in the product such that skills would be developed so that the product could be improved. Negatively, it would miss the opportunities of the market and might create obsolescence for the product(Ndofirepi, 2020).
Sales orientation would focus majorly on the resources such that Tesco could sell the products to their targeted audience. It helps in prioritizing the customers but it would not focus on their needs rather it would just try to sell the product. The Matcha drink has been given to the team of sales as well as marketing such that they could find buyers for this product. This method would be adopted by the organisation when they feel that the energy drink is not sold enough and hence they focus on building up their profit margin. Negatively, it would disregard the needs of the customer and hence adopt an aggressive technique to sell outbound. So this approach is not beneficial for a longer period of time. It would take the risk of gaining the confidence of the customer at any cost which might not be sustainable. Positively, the process would generate short-term selling of the product which would emphasize clearing the stock. It would also help in promotion and profit by selling the product at a higher volume(Bastani , 2020).
Market orientation would look after the market and hence try to target audience before the activity of production or sales such that the potential of the customer could be determined by the Tesco organisation. Hence, they would focus on the offerings as well as the products or services such that true customers could be approached. The market orientation would revolve around the values, culture as well as internal behavior such that it would focus on the customer’s need. Positively, it has benefits that it would come at the cost of the product and hence would react to the demand of the customers. Instead of shaping the service as well as product, hence it led to satisfaction of the customers as well as continuous investment in the research. Negatively, it is reactive and not innovative in nature and since the market is changing it might bring loss for the company(Khodadad, 2020).
the role of the marketing mix.-1050
The marketing mix is essential for marketers as it affects the decision of the consumers whether to buy the product or not. The decision of the customers would depend on the 7 Ps that are the elements of the marketing mix.
Product is essential in order to satisfy the customers. Tesco focuses on the needs of the customers and hence provide products of high quality. They try to understand the needs of the customers before they launch their product Matcha that is a sugar-free energy drink. It would be harmful if a bad product is introduced in this competitive market and hence Tesco focuses on the product before launching it. Again the design of the product is important in order to attract the customers and hence Tesco has built up the bottle using funky colors such that it would attract the customers. Positively, the product would only help to sell the item and hence gain profit for the customers. However, negatively if the product is not designed properly then it might not be sold which would lead to a loss for Tesco(Ravangard, 2016).
Price plays an important role in determining the sale of the product. Price is determined using two factors. Firstly, a lower price would attract more customers and secondly a higher price would determine the quality of the product. It is one of the factors that help in composing the revenue for the Tesco organisation. Positively, the price of the product would help to gain a competitive advantage for Matcha. It is compulsory to maintain a balance between the product and the price and hence it would help to generate benefits for the customer. Negatively, if the price is kept too high then it would not be sold and might fetch loss for the Tesco organisation (M.Z.U., 2016).
Promotion is another important factor and it plays an essential role in order to grab the attention of the customers. It is important to know the way by which the customers could be attracted. Hence Tesco uses advertisements online as well as offline methods in order to create awareness about the product. Positively, this promotion activity would help Tesco company to gain a competitive advantage and hence they could advertise about the improved products that are for Matcha it is sugar-free. Negatively, the wrong promotion would lead to misunderstanding about the product that might create a loss for the product. Tesco has arranged a promotional activity known as zero where the customers are expected to participate such that they could also get attracted to the product(Arif, 2016)
Place plays an important role because it is essential to determine the way by which the customers would receive the products. So Tesco has determined the right place and the right time to promote its product such that it would lead to success. Positively, the place would play an important role in determining the sale of the product. Since if the sugar-free energy drink is sold in malls, it would attract the attention of the customers. Negatively, the place would also limit the product as Tesco company would not sell the products in a local shop and hence the customers have to visit the malls associated with Tesco in order to get the product which would limit the sale of the product(Floh,, 2018)
People are an essential factor in determining the service provided by the customers. Hence it becomes essential for Tesco to choose the right employee and hence train them well such that they could provide their best service to the customers. Positively, when the interpersonal skills of the staff are good. They could easily handle the customers and hence the customers would be attracted such that the sale of the Tesco company increases. However negatively, if the people fail to handle the customers then it would lead to deterioration of the brand image of Tesco. This would lead to dissatisfaction among the customers and hence they would not be buying the product again.
The process is considered as a system by which the Tesco company would deliver the product. It would refer to the mechanism or the activities that are required for delivering the product. Positively, with the help of the process, the marketers plan the services such that they could produce the product sufficiently in order to satisfy the customers. Negatively, if the process is not done properly then it might fetch in defective products and hence might dissatisfy the customers which would lead to loss of Tesco(Teller, 2018).
Physical evidence plays an important role in determining the sale of the product. Positively, it would affect the customers if the product is sold in a clean as well as a friendly environment. So it is necessary to keep the product physically such that it could attract the customers. Negatively, it might lead to dissatisfaction among the customers in case the product is not kept physically evident (M.2018).
Stakeholder engagement is considered as a procedure by which the Tesco company could communicate and hence know about them. With the help of these, they could understand the desire of the stakeholders and their engagement in the plans as well as actions that would affect the goals of Tesco. It would also help in communication as well as maintaining the reputation of the brand. However, these stakeholders have a direct impact on the company in various ways. Tesco company has launched its new product sugar-free energy drink such that it could grab the competition in the market. However, stakeholders such as owners, shareholders and partners had to create the balance in order to maintain the finance. They would try to improve their revenue by minimising the cost of production and increasing the profit line. Money is also required to manage waste or recycling the product. Hence these decisions regarding finance are taken by the stakeholders and they had directly affected the Tesco company(Blut,2018).
In the digital era, technology had gone to a greater pace and it is responsible for promoting the product to the public. Thus it is necessary to operate the product with integrity in case of marketing. The stakeholders would affect the company if they are non friendly in nature. This would lead to a mishap in the business and would create a social impact on the business of Tesco.
Employees would be involved in a group of stakeholders. Thus it is expected that the employees would keep the value of the asset and hence work in an environment that is non-discriminatory. In case equal opportunities are not provided in the workplace then it might lead to problems and decrease the morale of the employees. The stakeholders such as the suppliers expect that they should get their payment on time such that they could maintain their business activity intact. Problems might arise if the suppliers are not paid properly which might lead to a decline in the operation as well as the production of the product. Even the employees would create problems in operation if they are not provided with proper salary on time and hence might stop work. This would create an operational impact on the company as the suppliers and the workers might stop working and producing products that would lead to a loss for the Tesco company (Išoraitė, M., 2016)
[bookmark: _Toc56106261]Conclusion
Marketing is considered as a philosophy which is maintained and analysed by Tesco. Tesco has delivered a new product keeping in mind the health of the customers. They had developed a sugar-free energy drink in order to attract the customers such that they could achieve a competitive advantage. In this essay, the process, as well as strategies, are described here which are adapted for planning the marketing. It has also shown the importance as well as the role of the marketing mix. This essay has also reflected the stakeholder engagement and hence shown how the stakeholders had affected the business of Tesco socially, financially and in an operational way.
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