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[bookmark: _Toc512014162][bookmark: _Toc512460446]Introduction
Tesco Plc. has been one of the leading multinational grocery and merchandise Retailer Company offering superior qualities of retail products to the customers. Tesco Plc.is a supermarket offering different types of grocery retail products to their customers. The company was developed in 1919 and it has been stated as one of the largest grocery and general merchandise retailing company worldwide. 
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The main competitor of Tesco Plc. is Sainsbury and it has offered immense competition to the giant in terms of profitability, growth and revenue. The grocery retail and general merchandise industry in UK experiences intense competition and hence the companies are required to adopt various strategies to attract more and more consumers toward the company to ensure sustainability. The company has been able to develop and implement appropriate marketing strategies which has helped in reaching a wide population across the globe thereby offering an opportunity to the company to the ensure sustainability within the highly intense and competitive global markets.
[bookmark: _Toc512460447]Brand marketing strategies of Tesco Plc. (4P’s promotional mix)
Marketing mix is referred to as a blend of different marketing variables which are implemented within the brand such that the goals and objectives of the company are achieved efficiently. Tesco Plc. has been successful in achieving a distinct position in the UK’s electronics manufacturing industry. 
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Fig: marketing mix
Source: (slideshare.net, 2018)
The brand marketing strategies or the marketing mix components of the company are as follows:
Products: the main products of Tesco Plc. are groceries, merchandise, food items, snacks, beverages, etc. The company focuses on offering superior quality of the products along with freshness of the consumable items to ensure that the customers are happy with the products and services of the company. The company has earned immense reputation and goodwill for offering retail products which is not only of superior quality but also ensures that the needs and demands of the customers from the products in terms of quality, freshness, variability, etc. is met efficiently. It offers a wide range of products ranging from local items, branded items, international cuisines, daily needs, etc. 
Price: Tesco Plc. focuses on targeting the people having high to medium income level. The company uses premium pricing strategy as well as competitive pricing strategy. The competitive pricing strategy entails that the company sets the prices of the products and services of the company according to the prices set by the competitors for similar products. This enables the company to remain in competition and ensure that the customers do not easily switch to other companies for lower prices of phones offered by the competitors. On the other hand the company also uses premium pricing strategy which means that the company keeps the prices of the product relatively higher than their competitors to develop a sense of superior quality of the products of the company among the people. This indicates that the potential customers believe that the price of the products of the company is high due to superior quality of the products manufactured by the company like no other companies. 
Promotion: the company has achieved great heights in terms of success for its efficient promotional strategies. The company emphasizes both on offline as well as online promotional medium to ensure that people across the globe are aware of the products and services of the company. Tesco Plc. provides advertisement on the print media platforms like magazines, books, newspapers, etc. to ensure that they are able to attract the customers who are not aligned towards internet. On the other hand the company also focuses on offeringadvertisements on various online medium like Twitter, LinkedIn, Facebook, YouTube, etc. This helps in reaching a large number of potential customers within a short span of time thereby increasing the probability of attracting more and more customers towards the organization and its products. People who are not tech savvy often miss the advertisements and promotions circulated on the internet. The company also focuses on offering discounts and offers on the products which helps in attracting customers easily. Tesco Plc. also focuses on conducting promotional events in shopping complexes or public places to ensure that the people they are able to attract the attention of the public or people and making them aware of the availability of the products and services of the company (Landa, 2016). 
Place: this component of the marketing mix entails the distribution channels utilized by the companies to ensure that the right products reach the right customers at the right time. Tesco Plc. has strong online presence. They have their own website from where the potential customers are able to have a look at the products and their features before making a purchase. Similarly, the company is also indulged in offering the products and services through e-commerce websites. This helps in attracting the attention of the customers who browse the e-commerce websites even for purchasing otherproducts. The company has a number of physical stores which was reported to be 6550 stores in the year 2017 within the country which ensures to attract the people who do not trust buying from online medium. 
[bookmark: _Toc512460448]Critical success factors of Tesco Plc.
Critical success factors are referred to as those success factors which help the companies to achieve success by accomplishing the goals and objectives of the company. Tesco Plc. has a number of success factors that has helped the company to achieve success and also achieve a distinct position in the markets. The critical success factors which has helped in increasing the profitability, growth and success of the company has been mentioned elaborately as follows:
· Organizational structure: the company has a hierarchical structure. The CEO of the company makes final decisions for the company. Hierarchical structure often has strict control of the top level management on the employees and the employees do not have the right to offer their suggestions or opinions which would help in the betterment of the company. However, Tesco Plc. uses a mix of hierarchical and flat organizational structures which provide adequate liberty to the employees to make their own decisions which would lead to better quality of products and services of the company. This makes the employees feel that they are valued within the organization and they work with more and more efforts to achieve the organizational objectives efficiently. The suggestions and opinions of the employees are taken into account and the final decision is implemented by the CEO. This has helped in development of good relationship between the management and the employees’ thereby ensuring reduced rate of employee turnover and high satisfaction level of the employees. 
· Branding: the company focuses on spending a lot of money towards promotion and advertisement of the products and services of the company. The company has been a sponsor in the Olympic Games held in 2004 which has helped in increasing their presence internationally. The company also advertises the products and services of the company so that a large number of people are attracted towards the brand. These strategies also help in increasing brand awareness of the company thereby helping in attracting more and more customers towards the company. 
· Design: Tesco Plc. mainly focuses on increasing the quality of the products and services of the company in a continuous manner. In addition the company also ensures that they offer sophisticated and highly designed Tesco mobile phones, clothes, home furniture or decors, etc. to the consumers. The company keeps in mind that the design of the stores of the company matches the image of the brand. 
· Technology: the technological advancements which are readily available in UK have helped Tesco Plc. to implement technological equipment within the company to offer superior quality of products and services to the customers. The company ensures that they implement technologies which would help in removing defects and offering high quality of defect free products to the customers within the stipulated timeframe. For instance, technologies implemented in the company helps the company to develop defect free products as well as increasing the speed of delivery of the products to the customers. This has significantly helped in increasing the level of customer satisfaction among the customers which in turn increases the rate of sales of the products and services of the company. 
· Quality of products: the primary success factor of Tesco Plc. is the superior quality of the products. The company has been able to offer superior quality of products and services to the customers since its inception with the objective of improving the quality on a continuous basis. This has been one of the most crucial factors which have helped the company to attract more and more customers towards the company which has led to the increase in number of customers of the company (Keller and Kotler, 2016). 
[bookmark: _Toc512460449]End to end journey of the customers of Tesco Plc.
The journey of the final customers of a company includes a number of steps or stages. This journey of the customers begins with their realization of a need of any kind of products and ends with the satisfaction level of the customers on the after sales service of the company. In this highly competitive market each and every company operating across the globe focuses on offering a smooth experience to the customers to ensure sustainability in the market. Tesco Plc. has emphasized on keeping their customers happy as well as highly satisfied with the products and services of the company throughout the journey of the customers. Some of the initiatives of Tesco Plc. which has helped the company to offer a smooth journey to the customers are as follows:
Awareness: Tesco Plc. focuses on increasing the awareness among the people regarding the available products and services of the company. The company ensures that they make effective advertisement with appropriate content so that it easily attracts the attention of the customers. Apart from advertisements the company also focuses on conducting promotional events in public places to attract them towards the company (Baker, 2014). 
Comprehension: awareness techniques help in attracting the attention of the customers towards the existence of the products and services of the company. Once they are aware the customers search for other relevant information about the quality, price, freshness, etc. of the products of Tesco Plc.The customers collect information from different sources like online feedback of the previous customers, family members, relatives, friends, etc. Tesco Plc. has never compromised on the quality of retail as well as other products of the company to ensure that the potential customers are able to get only positive feedback from the sourcesof information. 
Connectivity: this plays a significant role as this step is about creating good relationship between the company and the customers. Tesco Plc. ensures that they are able to enhance customers’ engagement policies so that the customers are able to engage with the company efficiently. Tesco Plc. uses the technique of pay per click advertisements. The company pays certain amount of money to another advertising company which on behalf of Tesco Plc. posts numerous ads related to the products and services of the company on different media’s. The secondary company is paid on the basis of number of clicks on the advertisements. On the other hand the company also uses the technique of Pop-ups on the internet. While the customers browse different websites ‘pop ups’ pops up on the websites and on clicking those the customers are required to fill up a form related to the products and services of the company. The form offers a huge database for the company from where Tesco Plc. is able to fetch the details of the potential customers of the company and contact them. It is evident that the form is generally filled up by the potential or willing customers of the company. The company can quickly refer to those details and send them information about their queries over emails or telephone (Baker, 2017). 
Desire: this is the stage where in Tesco Plc. focuses on developing interest among the potential customers towards purchasing the products and services of the company. The company offers minute details about the products and services of the company on newspapers, e-commerce websites, own website, etc. The information related to the products includes high definition pictures of the products, availability of stock, design of decors, variability in food items, etc. which attracts the attention of the customers and increases desire among the customers to make a purchase of the product of the company. 
Purchase: this is said to be the last stage of a customer buying process during the evolution of the concept of marketing. It has been evident that the purchase is the second last stage of purchasing process. A customer makes a purchase once he or she has realized the need of the products and the ways in which the product can help in enhancing the life of the customers in a better manner. The good will and reputation of the company has also helped the customers to make final decision about the purchase of the products and services of the company. The company ensures that they offer a good, hygienic, clean and soothing environment to the customers that increase the willingness of the customers to make a final purchase of the products and services of the company. 
Post purchase: the post purchase phase is one of the most important phasesin the customers’ end to end journey. The companies who are able to offer appropriate after sales support to the customers are preferred by the customers over other companies that offers poor after sales support to the customers. Tesco Plc. has earned goodwill and reputation for its excellent after sales support to the customers. The organization offers a warranty period as well as extended warranty period for highly priced products within which the company offers free services for malfunction or defects that is noticed by the customers after the purchase of the product of the company (Armstrong et. al, 2015). 
[bookmark: _Toc512460450]GAP model
GAP is also known as the ‘service quality model’. This model offers a wide range of variables or factors which can be aligned to offer superior quality of services to the customers. The GAP model explains five gaps between the actual performance and quality of service delivered to the desired level of performance or quality of services offered by the company. 
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Fig: gap model of service quality
Source: (slideshare.net, 2018)
Some of the gaps which have been identified by Tesco Plc. and implemented different actions to mitigate the GAP are as follows:
Gap 1: this is referred to as the gap between the perception of Tesco Plc.’s management and the expectation of the customers. This gap arises when a company’s management fails to understand the desires, needs and wants of the consumers of the company. The management of the company focuses on conducting market research so that they are able to understand the needs of the customers and deliver products accordingly to meet their demands. This efficiently helps in mitigating the gap between the management perceptions and the expectations of the customers. 
Gap 2: this gap occurs when there is a mismatch in external communication and service delivery. This arises when the expectations of the consumers are not met even when they purchase the products of the company. The company promises to deliver a certain quality of services before the customers purchase the products and services but later on fail to meet those promises. This develops a gap between the external communication done by the company to the customers and proper execution of the same. Tesco Plc. is one of the companies that focuses on delivering the products and services as communicated to the customers. The company ensures that whatever is promised to the customers before purchasing the products of the companyis delivered to the customers after they have made a final purchase of the product. 
Gap 3: this gap is developed when there exists a mismatch in the service quality standards and the perception of the management. In this the management responds inefficiently towards the needs and demands of the customers which led to dissatisfaction among the customers (Naik et. al, 2010). It is evident from researches and studies that majority of the large companies fail to achieve success due to the development of such gap. The management of Tesco Plc. is highly conscious about this trend and ensures that they utilize the information regarding the needs and customers in an efficient manner to meet the demands of the customers efficiently. The company maintains the standard of quality offered by the company continuously to ensure that they are able to keep the satisfaction level of the customers high. 
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Marketing is a very essential aspect for any business, AIDA model adopted by Tesco Plc. has greatly benefitted their business. The sales process if planned and implemented based on this model is highly profitable. 
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Fig: AIDA model
Source: (blog.essaycorp.com, 2018)
AIDA stands for Attention, Interest, Desire and Action.  Tesco Plc. implements this step by step model of marketing to raise its sales while gathering the attention of people, next developing their interest and desire for their product and lastly take such actions that the interested customers are bound to buy their product.  Well this is a much generalized AIDA framework; the AIDA framework implemented by Tesco Plc. is as follows: 
Attention: The attention grabbing trends implemented by Tesco Plc. are very effective and updated; they utilize banners spaces along with hoardings and strong imagery on web pages, videos on YouTube launching the product and its applications. Strong typography containing catchy words and phrases even make the heads turn. Tesco Plc. has always been way ahead of other competitive brands in the same product category. Their vision and determination to grab the attention of their potent customers, is so high and correctly directed that they have been very successful in their attention grabbing approach. 
Interest: After the company has grabbed the attention of the customers towards the product, they need work towards developing the interest of the product in the minds of the customers.  Advertising on the portals of already famous brands with collaborations, allows the loyal customers of the brand to have a glance of the products of Tesco Plc. as well. Placing samples of their product at tech stores, where customers often visit to purchase several other gadgets (Rawal, 2013). 
Desire:  the product being advertised by Tesco Plc. should meet the needs of the customer and should be either cost effective, high in quality and meeting the needs of the customs and current standards. To keep the interest of the customers of on the product of Tesco Plc. the advertising skill should now centrally focus on the need of the customers. The way of advertising is a much needed skill for raising the desire of the purchaser, the content and the perspective or story telling being depicted by the banners is easy to understand and classy (Andrews and Shimp, 2017). 
Action: When the desire has been raised in the minds of the customers, it simply means that the necessity has been created. The action stage of the AIDA model has a simple task at hand to create a lucrative offer in front of the customers so that they are compelled to make a move ( purchase Tesco Plc. products ). The lucrative offers are in the form of fallen prices, inaugural discount or combined offers. When the purchase has been done by the customers, Tesco Plc. works hard to generate a satisfactory after purchase service to the customers, answering their queries on time, providing them demo sessions of applications if needed. These customer care services and proper help desk assistance allows sustainable development of the brand which wouldn’t perish off easily.
[bookmark: _Toc512460452]Conclusion
Tesco Plc. emphasizes on maintaining sustainable and effective relationship with their stakeholders including the customers, government, investors, shareholders, suppliers as well as other stakeholders of the company. This has significantly helped the company to maximize the satisfaction level of all the stakeholders in an efficient manner. The company implements a number of methods and techniques to maximize the satisfaction level of the customers and the companies have emphasized on various touch points including marketing management. This essay provides a vivid idea regarding the ways in which Tesco Plc.has created innovative marketing strategies and implemented them to increase awareness regarding the products and services of the company in an efficient manner. The essay provides a vivid idea about various theories and models like the GAP model of service quality, AIDA model, customers’ end to end journey and the marketing mix implemented by the company to meet the future demands of the stakeholders. The company has achieved great success and growth on account of effective marketing management strategies to ensure that growth and profitability of the company is sustainably achieved. 
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