[image: Text

Description automatically generated]
[image: ]





Marketing Fundamentals Analysis and Evaluation 






University of Wales Trinity Saint David
Module Number: LCBB4004		
Module Name: Marketing Fundamentals
Module Tutor: Efua Adams


Table of Contents
Task 1	3
Blog 1	3
Processes of marketing	3
References	3
Blog 2	4
Stages of marketing	4
References	4
Blog 3	4
Role of the marketing environment	4
References	5
Blog 4	5
Segmentation, targeting, and positioning	5
References	6
Blog 5	6
Marketing mix	6
References	6
Blog 6	7
Principles of marketing	7
References	7



[bookmark: _Toc63436480]Task 1
[bookmark: _Toc63436481]Blog 1
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	   Marketing is termed as establishing profitable relationships with the consumers through creating value for people and, in return, capturing the value. In Tesco, the process of marketing includes four factors: the analysis of strategic marketing, marketing implementation, marketing-mix planning, and marketing control. The technology of marketing is moving at a faster pace that is enabling the leaders to reach more customers potentially and engage better with the existing ones (Kotler, Armstrong, and Opresnik, 2017). Under the concept of marketing, Tesco has to identify the manner to discover unfulfilled needs of the customers and bring to the market goods that satisfy and fulfill those requirements. The method of performing so is modeled in steps sequence: the situation is determined to find opportunities, for value proposition the strategy is formulated, decisions are created, the plan is imposed, and the outcomes are monitored.
   After these steps are attained, the company creates value for the appropriate people through an integrated program of marketing, leading to strong relationships with the customers (Deepak and Jeyakumar, 2019). It can now reap the fruit of the task. From the customers, capturing the value indicates that Tesco is able to make customer equity and profit. If all the tasks are properly executed and planned, the organization would be able to enhance its share of the market and win higher customers share to boost the value it can capture from the people. Further, documenting the process of marketing provides the company the steps it requires to complete each project it takes on. It is a crucial part of strategy execution (Mothersbaugh, Hawkin, and Kleiser, 2019).
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	   The marketing stages for Tesco include knowing the market and people's needs and wants, designing the strategy of consumer-driven marketing, designing a plan of integrated marketing that offers superior value, building profitable relationships, and capturing the value from the customers.
   For the organization, it is crucial to know the needs of customers, demands and wants to establish want-satisfying offerings in the market and setting value-laden people terms (Moorman et al., 2019). This boosts the future people's equity for the company. Next, the management concentrates on fields for marketing strategy designing by choosing the consumers to offer a defining target market and deciding how to offer the consumers in the best possible way by selecting a value proposition. Tesco target people based on the demanding nature, timing, and level.
   Further, the marketing strategy of organization outlines which consumers the organization would offer and how it would make value (Malhotra, Nunan, and Birks, 2017). Then the marketer creates plans of integrated marketing that would intended value to the customers targeted. Today, the organization wants to acquire profitable terms and establish healthy relationships that would enhance the share of people portion of the consumers buying at Tesco obtain in its categories of goods. The key to establishing lasting terms is superior customer value creation and satisfaction.
   The more loyal to the firm's profitable consumers, the greater is the consumer equity. Further, consumer equity is the better way to measure the performance than the existing sales or market share. Besides this, being effective at management of customer relationship, the company further requires to be effective at management of partner relationship (Rust, 2019).
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	   Knowing the marketing environment of Tesco is crucial in aiding marketers to find and know what the people want. The environment of marketing is important to marketers as it helps them to find the customer's needs and demands, especially about how the consumers make decisions when buying the goods. It comes to the rescue and delivers to the marketers, so they comprehend the competitors. Without the minor and major competition better appreciation, the business fails. One of the most significant ways for the organization to fight the competition is by serving more and better-advanced goods at an affordable cost (Malhotra, Nunan, and Birks, 2017). Constant monitoring and study of the environment of marketing are likely to enable the organization to avoid losses.
   Therefore, for Tesco, the environment of marketing is a valuable feature to a team of marketing as it sensitizes the organization's performance as of the change in the environment of marketing. Further, the technological elements include the marketing environment part (Kannan, 2017). Any change in the advancement of technology has an impact on how the business performs. Thus, Tesla is supposed to understand and examine the marketing importance role and importance, especially from the perspective of marketers.
   The marketing environment's role in the organization is that it aids in business operations planning like nature planning and new goods or services features to be introduced in the market (Krizanova et al., 2019).
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	   Tesco considers experiential positioning to target its customers for the beauty and health goods range. The entity undertakes price positioning to attract a particular segment of customers that are concerned more with the services and goods cost in comparison to other marketing mic components.
   In Tesco, the demographic segmentation is categorized to education, age, gender, family size, and social status. Consumers with low incomes, parents with no kids, teens, and males have dominated to perform the shopping at the shop (Steinhoff et al. 2019).
   It has targeted the market of the U.K. because it attained 2/3rd of the sales from the U.K. The company is trying to grasp a more effective customer experience and match their expectations. 
   The key aim of performing the segmentation is o assess the specific group of customers where there is a possibility of product selling is high. The firm faces problems at targeting the segment of market time to sell the services and goods. 
Tesco offers low costs each day that embeds in the mind of customers. The organization is considering this strategy to position itself as a retailer that rebates and cares for consumers as the people keep shopping in the company. It has a discounted store and strives to offer more people that share the common understanding instead of differentiating the customers.
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	   Tesco has a diverse product range such as electronics, food, financial services, clothing, etc. This expanding ever line of products caters to each possible requirement of its consumers and thus expanded in the online marketing sector also. The organization further attempts to maintain low cost without declining the product's quality (Sorescu, Warren, and Ertekin, 2017). The organizations consider a system of club cards to allow people to collect points for their purchases that can be transformed into money at a later stage. This type of pricing strategy aids reduces further prices, therefore boosting the sales without impacting much profit.
Tesco stores are far spread and wide across the globe. It employs two key distribution channels for its services and goods- offline and online. The organization's biggest advantage is low cost. This is what establishes it apart from the other chains of supermarkets. It considers the use of sponsors charitable events, offers promotional discounts, television ads, sales strategies point, etc., in its promotion marketing mix.
   The company's physical evidence is that it's all the outlets are attractive clean. They are easier to navigate with all the services and goods well categorized and easier to find. Its website is further easy and simple to perform. The effective sales assistant in Tesco is further highly responsible for meeting the success. It undertakes programs like buy as you earn, save as you earn, etc., to attain the worker's loyalty. The workers are competent highly and compensated well for their contribution in attaining company success (Paul, 2019). In Tesco, the marketing mix process aspect is the method to keep its people happy through easy product acquirement and speedy billing services in its outlets online and offline.
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	   The marketing department of Tesco has a real concentrate on the promotion of the goods by direct marketing, public relations, sales, promotion, personal sales, online communication, and advertisement. The organization's biggest advantage is its lower cost. This separates it from other chains of supermarkets. The process of marketing in the organization is the manner to research the opportunities of the market, creating a marketing mix and strategic planning. In today's market competitiveness, to succeed, the organization has to concentrate on its customers (Philip, 2017). Through the positioning of the product, Tesco's initial potential competitive edge on which to establish requires to be found.
   The environment of marketing is the key factor of business achievements. Thus, marketing creates sense to the organization. The marketing team of Tesco comes up with various ideas of marketing to attain success, goals, and objectives. Performing in the team of marketing communication provides the company the opportunity to engage with the whole nation on a daily basis, which is enormous rewarding (Saura, 2020). The marketing mix is the most commonly consider instrument of strategic marketing that allows the organization to pursue the objectives of marketing in the target. Regarding the marketing mix dimension of promotion, Tesco's brand image is based on the low-cost ideas that supplement its strategy of cost leadership.
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