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1. [bookmark: _Toc129592066]Introduction
Marketing is a fundamental element of every organisation (Mcdaniel and Gates, 2018). This report explores seven of Tesco's marketing functions. These functions will be assessed by analyzing their impact on customer needs, focusing on how they influence customer satisfaction and loyalty. By understanding these functions, Tesco can better meet the needs of its customers and ensure profitability.
[bookmark: _GoBack]The selected United Kingdom (UK)-based organisation for the current analysis is Tesco Plc. Tesco Plc is a leading retail chain dealing with a wide range of groceries and general merchandise (Tesco Plc, 2023). Founded in 1919 as a single store, Tesco has expanded to operate in about 4,752 stores across five markets within the United Kingdom, the Czech Republic, Hungary, Slovakia, and Slovakia, serving millions of customers weekly through its physical stores and online platform (Tesco Plc, 2022). In 2022, the company reported a statutory revenue of £61.3 billion, up 6.0% from 2021 revenue of £57.9b (Tesco Plc, 2022). Tesco’s marketing functions are essential to its success and are key to understanding how the company meets customer needs. 
The report structure is organised into various sections. The first section covers the marketing function, where elements such as market research, pricing, product development, promotion, and more are discussed. The second section is about the impact on customer needs with a focus on elements such as product selection, pricing, customer service, and more. The third section concerns the recommendation for the selected 4ps. Finally, the conclusion summarizes the key findings of the report.
2. [bookmark: _Toc129592067]Tesco Plc Marketing Functions
2.1 [bookmark: _Toc129592068]Market research
Market research is essential to any business, and Tesco is no exception. According to Mcdaniel and Gates (2018), marketing research offers the decision-makers with invaluable information on the effectiveness and reliability of the marketing mix, as well as the trends in the market to identify areas of opportunities to capitalize on and weaknesses to address. Tesco's market research involves obtaining, analyzing, and interpreting data regarding consumers, competitors, and the overall market (Tesco Plc, 2022). For example, the latest market research conducted by the company indicated that about 70% of the consumers in the UK prefer personalized experiences from the merchandise they buy, whereas 54% anticipate being given personalized discounts within 24 hours from the time of product engagement (Tesco Plc, 2022). These findings may suggest that Tesco utilizes the data gathered to comprehend customer preferences and trends, as well as the strategies leveraged by the competitor companies.  Furthermore, Tesco uses market research to help guide decisions about product development, pricing, and advertising. Through their market research, Tesco can determine what products and services customers are interested in, so they can target their marketing campaigns to the right audiences.
2.2 [bookmark: _Toc129592069]Product development
Product innovation is a critical marketing facet for Tesco to enhance customer satisfaction and improve sales. Ferrell, Hartline, and Hochstein (2022) argued that product development is a critical part of an organizational effort “… to sustain growth and profits” (p. 182). Tesco follows a similar path to maintaining competitiveness and growth. The annual report shows a consistent increase in the company's sales attributed to product development. In 2022, the company made sales worth £54.8 billion, a 2.5% increase from the sales recorded in the 2021 financial year of £53.4 billion (Tesco Plc, 2022). In line with other marketing fundamentals, the major functions within this facet include researching customer preferences, analyzing competitor products, and developing innovative new products. Tesco also invests heavily in research and development to stay ahead of the competition. Being one of the largest retail companies in the UK, Tesco employs a proficient group of product innovators tasked with fabricating novel products or refining existing ones to fulfill customer requirements. This entails exploring consumer preferences, appraising rival products, and devising pioneering new products. Tesco additionally devotes considerable resources to research and development to remain ahead of the competition.
2.3 [bookmark: _Toc129592070]Pricing
Given its significant impact on consumer preference, product price is crucial to Tesco's marketing function. Various  Studies (Azan and Karimah, 2022; Rosnizam et al., 2020, ) that evaluated the marketing functions and customer retention at Tesco agree that the company’s success is linked to lower prices as a more significant product portfolio. Ideally, the company’s prices are set based on the competitor prices – below that of rivals. Tesco is committed to providing competitive prices that align with the market and that offer customers good value for money. To achieve this goal, Tesco carefully evaluates the prices of its competitors and regularly adjusts its prices accordingly (Rosnizam et al., 2020). They also use promotional pricing to attract new customers and reward existing ones by offering discounts and other incentives on certain products. However, competitive pricing has had impound negative consequences as well. Part of the £115 million net impairment charge in 2022 was contributed by the discounts on its products (Tesco Plc, 2022). Yet, Tesco has been able to stand out from its rivals because of its affordable pricing, which also fosters consumer loyalty. 
2.4 [bookmark: _Toc129592071]Promotions
Similar to other retail chains in the UK and around the world, Tesco Plc uses promotions to market its products. One of its promotional strategies is through customer loyalty programs, and this is aimed at retaining customers. Azan and Karimah’s (2022) study evaluated the relationship between the loyalty programs at Tesco and customer retention based on 158 respondents (using 5-lik5-Likerte). Results from the study established a strong correlation with loyalty programs such as Tesco Clubcard (mean=4.07), bonus points and vouchers (mean = 4.03), discounts (mean =3.95), discounts on prices (mean= 3.87), and more (Azan and Karimah, 2022). The observations made in this study support the previous findings from the company’s research, indicating that 54% of Tesco’s customers anticipate being given personalized discounts within 24 hours of product engagement (Tesco Plc, 2022). These are used to encourage customers to make purchases and create a sense of urgency. Tesco also uses promotional activities to raise awareness of its products and services. These are used to encourage customers to make purchases and also to create a sense of urgency.
2.5 [bookmark: _Toc129592072]Selling
Selling is a central component of the marketing function, which necessitates engaging with prospective consumers and following up on sales opportunities. It's imperative for marketing professionals to handle the process with sensitivity to enable them to create relationships with prospective customers (Ferrell, Hartline, and Hochstein, 2022). In 2022, Tesco launched “Better Baskets,” a campaign designed to overcome any obstacles customers may face when aiming to fill their baskets with healthier options every time they purchase goods (Tesco Plc, 2022). This follows the findings from a survey which noted that 86%i of the customers desire to consume healthier food, and 77% want the company to assist in realizing the dream (Tesco Plc, 2022). In response, Tesco included in this “Basket” a range of products such as fiber-rich foods, organic-based alternatives, treats and snacks below 100 calories, and bio-degradable packaging (Tesco Plc, 2022). Utilizing effective selling strategies can help to differentiate one's brand from its rivals. Marketers and salespeople may work together to discover the most suitable way to showcase their product in the market and sell it to prospective customers.
2.6 [bookmark: _Toc129592073]Distribution
Tesco Plc engages several physical and digital channels to supply its products to its customers. Tesco Plc (2022) operates in over 4,752 stores located in five markets within the UK, the Czech Republic, Hungary, Slovakia, and Slovakia, providing millions of customers with weekly service through its physical stores and online platform. The increased presence in the physical and online stores increases the customer base and eventual market share. Because of the incredible distribution channel, the company’s market share in the UK as of the 2022 financial year was 27.7%, up from 27.4% in 2021 (Tesco Plc, 2022). Making goods available at different locations and channels is necessary for convenience and accessibility. But, from the above analysis, the company's strong presence is within the UK, but there is little effort in capitalizing on other markets within the US, Asia, and Africa. Nonetheless, Hua (2022) acknowledges the need for Tesco’s readiness to battle other well-established giant retail companies such as Walmart, Carrefour, Amazon, and Costco. Choosing the appropriate distribution channels is contingent on comprehending the intended customer, the image of the brand, and the company’s presence.
2.7 [bookmark: _Toc129592074]Providing consumer support
The customer-business relationship does not conclude when the product is purchased. In the modern era, where the customer holds a prominent status, customer service is even more essential than selling the item. The theory of Service-Profit-Chain (SPC) argues that the quality of customer service is directly linked to the profitability of a company (Hogreve, Iseke, and Derfuss, 2021). Tesco has a team of customer service representatives dedicated to providing customers with assistance and advice 24/7, with interactive online customer engagement that enhances raid feedback (Tesco Plc, 2022a). The incomparable customer service won Tesco Bank’s ‘Best Overall Provider’ during the YourMoney Awards held in 2021 (Tesco Plc, 2022b). Secondly, the company’s customer service is vested in its core values and purpose to serve consumers, society, and the ecosystem better daily (Tesco Plc, 2022). This statement may suggest that Tesco is dedicated to placing the customers' interest at the heart of daily activities while being responsible to society and the ecosystem. By investing in customer service, the company establishes a welcoming environment that increases customer satisfaction, loyalty, and profits.
3. [bookmark: _Toc129592075]Impact on Customer Needs
Tesco’s seven fundamentals of marketing have significant impacts on customer needs. The impact of Tesco’s market research on customer needs can be the company’s ability to constantly adapt and update its product offerings to meet changing customer tastes and preferences. For example, Tesco has adapted its range of products to vegetarian and vegan options, discount needs, and environmentally friendly packaging needs in response to the growing demand for healthy foods (Tesco Plc, 2022b). Additionally, the analysis of Tesco’s challenges and opportunities by Rosnizam et al. (2020) acknowledged that the company leverages Artificial Intelligence (AI) that is to scan the environment, collect data, analyze the need for change, and act accordingly. By maximizing the use of AI, Tesco can deliver reliable and effective customer service(Khan & Iqbal, 2020; Gupta & Tomar, 2021). The initiative to remain vigilant and change according to the needs of the customers corresponds with Ferrell, Hartline, and Hochstein’s (2022) argument that companies should be versatile and agile to tailor their products to the changing trends and preferences in the market to retain customers and maintain a competitive edge. This shows that Tesco can respond quickly to changing customer needs by utilizing the data it collects through its market research to tailor its product according to customer preferences.
The firm's product development marketing function impacts customer needs through the range of products catering to consumers' diverse tastes and preferences. For example, the company started in 1919 as a grocery retailer but has diversified its product portfolio to include other areas such as clothing, financial products, books, electronics, furniture assortments, fuel, communication services, software, and more (Rosnizam et al., 2020). Tesco’s product range is constantly updated to ensure it meets the needs of its customers and to avoid competition from rival companies. But still, the product range may not entirely satisfy the needs of the customers. As a result, continuous innovation and product improvement are necessary. Turing's solution facilitates the rapid and precise creation of products that appeal to customers based on data from multiple sources and provides quicker feedback than conventional product development techniques (Gupta & Tomar, 2021). Examples of new innovative and trending products in the company include frozen food, vegan products, new baby and toddler foods, and more, and they cost as low as £3 (Tesco Plc, 2023). Product development ensures that customers have a wide range of products to choose from, which increases the chances of them finding the product of choice.
The impact of Tesco’s promotions on customer needs is on the ability to create a sense of value for customers. Promotions empower customers to purchase more than what their requirement is, as the advertising persuades them to feel they can gain more value than they would have before the promotional offer. A study by Parsad et al. (2021) has shown that promotion alters the customer's mood, perception of shopping values, and the tendency to impulse buy. By offering discounts and different loyalty products such as Tesco Clubcard, bonus points, and vouchers, Tesco can make customers feel that they are receiving a good deal compared with competitors, increasing the likelihood of them making recurrent purchases (Azan and Karimah, 2022). Furthermore, promotional elements such as discounts affect the customers purchasing power. This implies that customers can acquire a range of products at a relatively low budget. Consequently, they will stretch their basket by purchasing more from the savings made as a result of the discounted products (Azan and Karimah, 2022). Customers can meet different needs at relatively low costs compared with the absence of promotions. 
The competitive pricing marketing fundamental enables the company to meet the needs of both budget-conscious and more affluent customers. One of the most outstanding approaches to competitive pricing is Aldi price matching. In this arrangement, Tesco customers have access to an extensive range of over 25,000 products in their stores and all the advantages of Clubcard (Tesco Plc, 2020). Those who have registered with Clubcard Plu can save exceedingly £400 annually, including a 10% discount for two major purchases every month (Tesco Plc, 2020). The retail chain offers the "Value" range for budget-conscious customers, which provides basic products at low prices, and the "Finest" range for more affluent customers, offering high-quality products at premium prices. Tirawatnapong and Marrisa Fernando’s (2018) study that examined 384 respondents on elements influencing the purchase of Tesco products found price as a strong predictor (Coefficient β= 0.186, P < 5%). High prices may imply quality for high-end customers, whereas lower prices enable affordability among low-end customers. Therefore, the pricing strategy as a function of marketing empowers the ability of Tesco to meet customers' needs with different budgets.
Marketers utilize product-focused and personalized communication to develop leads, which can shape and meet customers' needs. The goal of a sales team is to interact with consumers directly and learn about their needs, tastes, and driving forces (Ferrell, Hartline, and Hochstein, 2022). Tesco has implemented techniques such as upselling and cross-selling to enable customers to interact with the sales team to gain more information on the product features, offerings, and the value they can gain, thereby allowing them to make informed decisions (Tesco Plc, 2023). For example, through the interaction, customers can be well-informed about the health originality of the products and the growth approach used, and hence they can decide whether to buy or not. Through the use of market research and customer feedback, Tesco can identify customer needs that are not being met and develop new products or services to fill those gaps. This helps create a more personalized and tailored customer experience, leading to increased customer loyalty. Additionally, the sales team can help to educate customers about products and services, allowing them to make more informed decisions.
Promotion impacts customer needs through access to services and products. Through distribution, Tesco is able to deliver products to customers in a timely and efficient manner, ensuring that they have access to the products they need when they need them. As noted in the previous section, Tesco has over 4,752 stores spread across five markets and has a strong online presence (Tesco Plc, 2022). Thus, it can meet the needs of the customers within the mentioned markets through in-store outlets. In both cases, customers receive personalized experiences. Nevertheless, the advent of the online distribution channel has revolutionized the present landscape. Based on 100 respondents, findings suggest that Tesco’s e-commerce during Covid-19 significantly influenced social needs, product access, convenience, and business productivity and impacted consumer purchasing behavior and satisfaction (Utama et al., 2022). On the contrary, Singh and Rosengren (2020) warned that issues such as user interface simplicity, security issues, technical issues, and cost might impact consumers’ preference for online shopping. Clients may encounter difficulties with procured items, technical problems, and an impression of an excessive cost when engaging in customer service, thereby impacting the need.
4. [bookmark: _Toc129592076]Recommendation for 4Ps
Tesco Plc's seven marketing functions have significantly improved the firm's competitiveness. However, some areas of the marketing mix and marketing functions need some amendments. On the product development aspect of the 4Ps, Tesco should emphasize developing innovative products with cutting-edge features and advantages that will enhance customer satisfaction. From Pride and Ferrell's (2020) perspectives, products should reflect socio-cultural elements, as well as trends in the market. The use of lean technology will be valuable in developing new innovative products. In light of these, more research and development are needed to establish the current trends in the market and tailor these products to the requirements. However, the cost of production of these products should be feasible. This improves customer satisfaction and enhances the company's revenue performance. Also, increasing the product portfolio can create a new market segment which can translate to revenue. 
Competitive pricing works well for Tesco but with some net impairment implications. In this regard, the company should cautiously pursue competitive pricing coupled with discriminatory pricing for some products. The strategy can be applied in areas and products where competition seems stiff. Competitive pricing will assist the company in maintaining its customer base, whereas discriminatory pricing will attract more revenue that will compensate for the loss incurred in the former approach (Ferrell, Hartline, and Hochstein, 2022). Discriminatory pricing can be applied to non-basic needs and regions with high disposable incomes. Again, value addition can enable the company to charge a higher price for the same goods. To add value to food products, innovative changes can include vegetable freezing, green-tech packaging, door-to-door step deliveries, and more. A mixed strategy will accommodate the needs of both budget-conscious individuals, as well as more affluent customers.
On the distribution (place), Tesco should prioritize streamlining its distribution systems to reach customers in the most efficient manner possible. Globalization is taking rapid effect, and Tesco faces the threat of multinational retail chains such as ASDA, Sainsbury's, and Morrison's in the UK (Glover et al., 2022), as well as Walmart, Carrefour, Amazon, and Costco on the global arena (Hua, 2022). Again, its presence is strong in only five markets (Tesco Plc, 2022). For these reasons, the company should focus on expanding to other markets such as the US, Asia, Australia, and Africa. This can be achieved through partnerships with well-established companies in these regions, expanding online distributions, and using local suppliers as ambassadors and distributors of the company's products (Ferrell, Hartline, and Hochstein, 2022). In these, intensive marketing and using online distribution channels can be the cost-effective, viable, and rapid approach to expansion. 
Tesco employs a variety of promotional strategies. The most prevalent way is through loyalty programs, which include Tesco Clubcard, extra points and coupons, discounts, and more (Azan and Karimah, 2022). Although the approaches yielded £54.8 billion in sales and statutory revenue of £61.3 billion in the 2022 financial year (Tesco Plc, 2022), this can be further improved. Integrated and proactive marketing campaigns such as advertising campaigns, direct mail campaigns, and social media campaigns are necessary to deliver messages to customers. Iacobucci (2018) consent that the marketing message should be clear, concise, and tailored to the target market. For example, organic-based groceries should bear green elements, a well-labeled production process, and originality. For youths, the most viable approach to target this market segment is through online platforms such as Twitter, Facebook, YouTube, and so forth. 
5. [bookmark: _Toc129592077]Conclusion
This paper examined seven of Tesco’s marketing functions and their impact on customer needs. The reports established marketing functions such as marketing research, product development, distribution, pricing, selling, and promotions. Each of these functions plays a significant role in enabling competitiveness in the company. The company leverages this function for market research to scan the environment and establish business gaps and opportunities that can impact its performance. In product development, Tesco continuously improves its products from AI-generated information and produces innovative products. Tesco’s distribution is through online and physical stores and serves to widen the marketplace. Competitive pricing eliminates the challenges of competition while selling is leveraged to enhance customer-business interactions. While competitive pricing broadens the customer base, it can generate unintentional net impairment. This element should be cautiously applied.
The seven marketing functions impact customer needs in many ways. Market research establishes the changes in tastes and preferences of the customer and informs the new product development. Pricing impacts customer needs by accommodating budget-sensitive and affluent-class clients. Distribution elicits the need through convenient product access, while promotion creates a sense of urgency. More improvement should be geared towards these marketing functions to improve Tesco's competitiveness. Critical areas of improvement based on the 4Ps included distribution, promotion, and pricing. Mixed pricing and integrated promotion strategies are needed. This report has shown that Tesco’s marketing functions are essential to its success, as they are key to understanding how the company meets customer needs and enhances optimal satisfaction.
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