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[bookmark: _Toc12039]Executive Summary
This report uses the SOSTAC framework to analyze the current market environment faced by Tesco and the marketing plans that can be adopted to improve performance. This includes defining the environment, setting objectives, developing a 7Ps marketing strategy, implementing actions, and conducting control and monitoring. Tesco needs to conduct product demand insight and design for target customer groups, use 7Ps marketing to promote product development and promotion, and evaluate the deviation between the implementation effect and the established target during the project.

[bookmark: _Toc15923]1.0 Introduction
At present, Tesco's performance and profit growth are facing challenges due to the impact of fierce competition in the UK industry, financial scandals and supply chain issues, fluctuations in raw material prices and lower consumer spending (Woods, 2022). At the same time, British consumers have shifted from offline store shopping to online shopping, and the awareness of environmental protection has increased (Gupta & Mukherjee, 2022), which means that the transformation of consumers' shopping style and lifestyle has brought challenges to Tesco's operating model and business growth. It needs to grow its online business and launch innovative sustainable products. Therefore, this report will utilize the SOSTAC model to develop targeted marketing plans and make recommendations.

[bookmark: _Toc4744]2.0 SOSTAC Analysis
[bookmark: _Toc31344]2.1 Situation Analysis
According to the TOWS analysis model, from the threat point of view, Tesco's performance and profit declined due to intensifying competition, uncertainties in the British economy and fluctuations in raw material prices. Tesco is also facing competitive pressure from other UK supermarket chains and online retailers (Ocran, 2023). However, from the perspective of opportunity, Tesco can optimize online sales, improve operational efficiency and enhance market competitiveness through digital transformation and marketing innovation, and launch new products and services to seek growth opportunities. At the same time, the propensity of consumers to buy online and the increased demand for sustainable and environmentally friendly products means that Tesco can launch environmentally friendly products and expand its online business to seize market opportunities. From the perspective of weakness, Tesco's business is mainly concentrated in traditional physical stores, and there are shortcomings in expanding online sales business. From strength's perspective, Tesco has a wide range of product categories, an efficient and responsive supply chain, and an industry-leading e-commerce platform.

[bookmark: _Toc5294]2.2 Objectives
[bookmark: OLE_LINK12]Tesco's mission is to create a better life for our customers through innovation and exceptional customer service (Meng, 2024). Based on the analysis of TOWS, Tesco's marketing goal is to increase the sales of its online business in the UK market and take the lead in bringing its own brand sustainable and environmentally friendly products to the market in an innovative way. According to the SMART marketing objectives theory, from a specific point of view, the objectives include the increase of 10% in the online channel of Tesco's TescoFinest high-end product line in the UK market. And achieve £50 million in monthly online sales for the newly launched Tesco Green private label sustainable product portfolio. Once measurable, the goal can be measured by the growth rate of sales and the number of new product portfolio sales. According to preliminary results 2023/24 published by Tesco, its retail sales grew by 6.8%, with a strong UK online market share of around 34% (Tesco, 2024). From assignable's perspective, Tesco's track record and its strengths in e-commerce, supply chain, marketing and other areas mean that it has the resources and capabilities to achieve this goal. At the same time, Tesco's professional marketing, sales and operation teams can be responsible for this goal in all aspects. From a realistic point of view, increasing the sales of online businesses and launching new products need to be achieved through allocated resources. At the same time, it is consistent with the current market environment of Tesco, which is conducive to Tesco to seize opportunities and cope with threats. In time-bound terms, the objective starts in September 2024 and ends in August 2025, a total of 12 months. In short, according to the SMART framework, Tesco's marketing objective is: the marketing team will increase the sales share of Tesco's TescoFinest high-end series products in the UK online business market by 10% in the next 12 months. And achieve monthly online sales of £10 million from a sustainable portfolio of own-brand products.

[bookmark: _Toc3584]2.3 Strategy
Tesco can provide consumers with a variety of product choices, among which, Tesco Finest product line is its high-end private brand line. According to Ansoff's growth matrix, in order to further launch an innovative sustainable product range in the current market, Tesco needs to adopt a product development strategy (Henry, 2021). This means it needs to focus its marketing on R&D and innovation, understand customer needs in detail, and be the first to enter the UK premium market.

According to Porter's Generic Strategies, in order to occupy the online market and increase potential customers' purchase of new products, Tesco needs to adopt the differentiation Strategy. This means that it differentiates its product or service from its competitors through this strategy (Islami, Mustafa & Topuzovska Latkovikj, 2020). Therefore, Tesco can use creative advertising, unique product features, higher quality, better performance, superior service or new technology to achieve a product that is considered unique. For loyal customers, differentiation strategy is conducive to reducing competition with competitors.

[bookmark: OLE_LINK14]From the perspective of STP strategy, market segmentation means dividing a wide range of consumers into consumer subgroups based on some common characteristics (Schlager & Christen, 2021). From the perspective of geographic segmentation, Tesco's target customers are located in the UK, including offline and online user groups. From the perspective of demographic segmentation, the target customers are 20-45 years old, have an upper middle income, and have certain consumption power. From the perspective of psychographic segmentation, Tesco's target customers have values and lifestyles that attach importance to environmental protection and pay attention to the quality of life. From the perspective of behavioural segmentation, the target customers have the habit of online shopping and have high brand loyalty. In terms of targeting, for the high-end Tesco finest series of environmentally friendly products, Tesco needs to target the middle and higher income groups in the UK who have the habit of online shopping and sustainable lifestyle. Therefore, Tesco positioning is a premium brand with high price and high quality, and it needs to create a high-end and high quality brand image for target customers.

[bookmark: _Toc20504]2.4 Tactics
Extended marketing mix (7P) is a combination of marketing elements designed to work together to achieve the goals of a marketing strategy (Jain & Jain, 2022). A product is a customer's overall experience with Tesco that provides a valuable or desirable tangible attribute (Gielens et al., 2021). From the perspective of product, Tesco needs to adopt new product development strategies and commit itself to providing high-quality and environmentally friendly products. Due to the intensified competition in the British supermarket industry, the upgrading of the consumer market and the change of consumers' environmental protection preferences, Tesco needs to introduce new environmental protection and green products to the current market through new product development. The product is one that Tesco has never sold before but has been brought to market by other companies, such as Sam's MSC Blue Eco-label seafood.

The price is the return a company gets for all the effort it puts into producing and marketing that product (Cakranegara et al., 2022). Pricing strategy deals with the long-term issues of market positioning and achieving company and marketing goals (Sudirjo, 2023). Since the new Tesco Green range is aimed at the high-end of the UK consumer market, it will be priced as a skimming strategy, which is to appeal to the most price-insensitive high-income segments of the market through high prices. Therefore, based on cost and target market considerations, the new sustainable products in the Tesco Green range will be around 20% higher than the current price of ordinary products.

[bookmark: OLE_LINK17]Place is the process of making products available to consumers when and where they want to buy them (Blank, 2020). Tesco sells directly to consumers through its own online website. In order to expand the sales volume of its online business, Tesco's sales channels are mainly online ordering and Click+Collect. Customers will be able to place an order online and pick it up a few hours later at the nearest Tesco service to their home.

Promotion is a way for a company to communicate its business and the services it can provide to its customers (Infante & Mardikaningsih, 2022). Tesco's promotion strategy can include social media marketing and special offers. In terms of social media promotion, Tesco can launch #Tesco Green# activities on social media such as Facebook, publish sustainable product information and pictures, and add purchase links on the pictures. In terms of special offers, Tesco's online website needs to show potential customers the product information of the latest environmentally friendly products, and publish discount information in the page position that is most easy to attract attention. This helps create brand awareness for Tesco's environmentally friendly products, as well as educate target customers and reinforce sustainable lifestyle attitudes.

People are those who provide services to customers, including customer service and customer interface personnel (Grewal et al., 2021). Tesco needs to provide one-to-one private customer service for online shopping customers to solve their problems in the pre-purchase, purchase and post-purchase process in a timely manner. This improves customer satisfaction and loyalty.

Process is the process by which an organization delivers goods and services to customers (Miao et al., 2022). Tesco needs to optimize the order processing and payment processing of the online website. It needs to realize the service process that customers can immediately pick up goods in offline stores after completing online purchases. At the same time, customers can also re-order details to see the product store address and inventory information. For customers with delivery service needs, Tesco also needs to provide delivery services within 24 hours.

Physical evidence is the physical aspect of the customer experience, including the web design, layout, ease of use of the online sales environment, and the decor and atmosphere of the retail environment (Guo, Zhang & Xia, 2023). Tesco's online shopping website needs to provide a clean, tidy and well-decorated shopping environment.

[bookmark: _Toc11546]2.5 Actions
[bookmark: OLE_LINK1][bookmark: OLE_LINK2][bookmark: OLE_LINK5]Stage1: Demand research. This phase will last for two months (September 2024 - October 2024), with Tesco's Market Research team providing insight into the demand for sustainable products in target markets.

[bookmark: OLE_LINK3]Stage2: Sustainable product development and testing. This phase will last for four months (November 2024 - February 2024) and will be developed and designed by Tesco's Product development team for sustainable products, including product range, packaging and pricing.

[bookmark: OLE_LINK7][bookmark: OLE_LINK8]Stage3: Product marketing, social media advertising. This phase will last for 3 months (March 2025 - May 2025) and will be marketed by Tesco's marketing team on social media such as Facebook, launching the #Tesco Green# social media campaign. At the same time, the e-commerce operation team needs to complete the promotion activities of the online website.

[bookmark: OLE_LINK6][bookmark: OLE_LINK9]Stage4: Website operation and after-sales service. This phase will last for two months (June 2025 - August 2025), Tesco's website design team to complete the online sales site design, offline store staff to process orders, after-sales team to deal with customer issues.

[bookmark: OLE_LINK4]The Gantt diagram for specific actions is shown in Figure1.
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Figure1: Gantt diagram of the actions
[bookmark: _Toc25574]2.6 Control
To monitor and assess the implementation of the objectives, key performance indicators include monthly sales of Tesco's Finest premium range in the UK online business market and monthly sales of its own-label sustainable products. These indicators will be measured once a month to assess the gap between reality and goals. At the same time, in order to evaluate the effectiveness of marketing and promotional campaigns, Tesco also needs to measure the number of engagements and comments on #Tesco Green social media campaigns, as well as sales conversion rates. This will be measured every half a month during the marketing campaign, thus helping Tesco to adjust its marketing plan according to the actual situation (Dekimpe & van Heerde, 2023).

[bookmark: _Toc28414]3.0 Recommendations
In order to effectively implement this innovative strategic marketing plan, first, Tesco needs to conduct product demand insight and design for target customer groups. For the middle and higher income groups targeted by TescoFinest series, Tesco needs to meet their needs in terms of sustainable product design, function, quality and after-sales service. This will help promote the success of new product development and promote the growth of market sales (Cooper, 2019). Before the marketing plan is launched, it can optimize social media strategy by focusing on social media data analysis, such as user profiles and behavior paths to understand the consumption habits of target customers in the online community.

Second, Tesco needs to use 7Ps marketing to promote product development and promotion, especially to use social media channels to complete the growth of online business. When producing social media content, Tesco can attract online users' attention by publishing fresh and delicious food pictures and videos, and at the same time, it can also publish some life tips and health knowledge to increase product attention (Bordewijk & Schifferstein, 2020). At the same time, marketing content should be interactive. Tesco can attract the participation of online users and achieve sales conversion by releasing some interactive content, such as voting and lottery.

Third, in order to make timely adjustments during the implementation of the plan to support the continuous improvement of marketing, Tesco needs to evaluate the deviation between the implementation effect and the established target during the project. For example, it needed to measure the gap between monthly sales growth of its TescoFinest premium range in the UK online business market and its target growth rate of 10 per cent. At the same time, it needs to evaluate the effectiveness of the marketing campaign by measuring the sales conversion rate of the #Tesco Green# promotion on social media, so as to achieve the marketing objectives. For example, it can assess the popularity of social media content by looking at the number of social media followers, likes, comments, and evaluate the effect of social media promotion by the proportion of social media attention translated into actual purchases (Aydin, Uray & Silahtaroglu, 2021). In addition, it can also pay attention to online user feedback, such as comments and private message, to understand the community's views on new products and improve strategies.

[bookmark: _Toc13426]4.0 Conclusions
In conclusion, according to SOSTAC's analysis, in view of the current market environment Tesco is facing, it needs to increase the sales share of Tesco's TescoFinest high-end series products in the UK online business market by 10% in the next 12 months, and achieve online sales of £10 million per month in the sustainable product portfolio of its own brand. From the perspective of strategy, it needs to adopt the product development Strategy and differentiation Strategy, target the middle and higher income groups in the UK who have the habit of online shopping and a sustainable lifestyle, and target the premium brand with high price and quality. In terms of tactics, according to 7Ps marketing, Tesco needs to adopt new product development strategies and launch environmental protection and green products. At the same time, its new sustainable products will be around 20% higher than the current price of ordinary products. It can sell directly to consumers through its own online website, offer a Click+Collect shopping model, and achieve promotion through social media marketing and special offers. In addition, it needs to optimize personnel services and processes to improve customers' online shopping experience. Judging by the actions, The plan includes Demand research, Sustainable product development and testing, Product marketing, The four phases of social media advertising and Website operation and after-sales service will last for 12 months. The plan's key performance indicators include online business market sales growth and new product sales, as well as social media sales conversion rates.
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