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[bookmark: _Toc122384976]Introduction & Company Brief of TESCO
The marketing process is often regarded as one of the most essential aspects of running a company. Participation in this specific event is required for businesses in order to properly target the potential audience. In addition, marketing may play a role in the success of the research and development element of both the goods and the services. Marketing has the most important function in ensuring that a company's sales problems are effectively mitigated since it is responsible for sculpting the necessary actions so that they are in sync with all of the other sales operations. This study will discuss marketing, including its significance as well as the stages that comprise the process. After that, the analytical methods that are used to study the surroundings in which businesses operate will be developed. After that, a TESCO PESTEL analysis will be presented to you. Following that, an examination of TESCO's version of the five forces model and a S.W.O.T. analysis will be offered to the audience. After then, the company's segmentation, targeting, and positioning will be presented to the audience. In conclusion, TESCO's marketing mix will be presented, and appropriate suggestions will be offered on the basis of the study. TESCO is an international grocery store business that was founded in 1919 by Jack Cohen in the United Kingdom. Over three hundred thousand people are employed by the business, making it one of the largest supermarket chain stores in the United Kingdom. It has 28.4% of the total retail market.
[bookmark: _Toc122384977]Marketing & Its Importance
The term "marketing" refers to the operations that are carried out by a commercial enterprise in order to arrange and promote the goods or services that it offers to potential customers in an effective manner (Silk 2006). The marketing process relies heavily on a mixture that is known as the "Marketing Mix." Within this mixture, several processes are included, and the marketing department of the organisation strategizes in order to carry out the operations properly. Marketing is fairly important for any business organisation that wants to be successful since it enables the firm to attract the necessary attention to its various goods and services (Kotler et al., 1990). In addition, marketing guarantees that the demand for goods and services and the supply of those things are in accordance with what the target audiences desire.
[bookmark: _Toc122384978]Marketing Process & Steps of It
The ability of a business to provide something of value to its clientele and to take steps that may assure the development of enduring relationships with those clients is achieved via marketing (Morgan 2012). Although different marketers' perceptions on marketing processes and steps are possible, there are some fundamental steps that are included in the marketing process. These steps include: understanding the marketplace as well as the needs and wants of customers; designing marketing strategies that are customer driven; developing an integrated marketing plan that can assist with goal achievement; building relationships that are profitable; and finally, deriving value from the customers (Westwood 2002). In the course of the marketing process, these phases ensure that the organisation is providing what is necessary for the firm to achieve development.
[bookmark: _Toc122384979]Analytical Techniques to Analyze Business Environments
It is essential to acquire knowledge about the many aspects of the environment in which a company operates before attempting to comprehend the elements that influence the level of that organization's success. However, a number of different analyses will need to be carried out in order to have an understanding of the underlying issues that are impacting the firm. When it comes to analyses, a company has a wide variety of options to choose from. Analysis of the Environmental Threat and Opportunity Profile (ETOP), analysis of the Quick Environmental Scanning Technique (QUEST), analysis of Strengths, Weaknesses, Opportunities, and Threats (SWOT), analysis of Political, Economic, Social, Technological, Environmental, and Legal factors (PESTEL), etc. (Urbonavius et al., 2007) are the most prominent analytical techniques for analysing business environments.
[bookmark: _Toc122384980]PESTEL Analysis of TESCO
Using PESTEL analysis, TESCO can understand the external factors affecting the operations of the company. The PESTEL analysis of TESCO is provided below.
Political
The day-to-day operations of a business may be significantly impacted by political issues such as tax rates, legislative constraints, and other such concerns. Given that the political elements in question do not have a negative effect on TESCO's activities, it is possible to conclude that the political variables in question are beneficial. In addition, since TESCO is such a significant employer in the nation, the company has access to a wide variety of chances to acquire the necessary resources.
Economic
TESCO is a grocery chain, hence the economic aspects are one of the most significant elements that impact the company. In the case of TESCO, the United Kingdom has an impressively well-developed infrastructure. In addition to that, there is a significant amount of economic stability in the nation (Ayodele et al., 2018). Because of this, the firm is now in a position to take advantage of the economic prospects that will have a favourable impact on the organisation. To reiterate, the corporation has moved its emphasis away from expensive things and toward value-creating companies. This might also lend credence to the company's capacity to meet its financial obligations.
Social
The current trends in the market may play a significant part in determining the level of success that a business has, and as a chain of supermarkets, TESCO is required to be aware of the implications of these trends. To begin, TESCO will never experience a situation in which the changes in the social variables are in their favour; yet, the firm is quite adaptable. As a direct consequence of this, the corporation has been highly successful in its use of social variables.
Technological
The advent of internet purchasing during the pandemic was the first technological component that proved to be a blessing for TESCO. Other technological reasons have also shown to be beneficial. This resulted in the establishment of an effective method for running the company (Ayodele et al., 2018). In addition, the use of modern technology may assist the firm in cutting expenses and increasing the efficacy of processes, both of which can contribute to the reduction of the carbon footprint that the company leaves behind.
Environmental
Environmental In the modern world, individuals and governments place an excessive amount of importance on the results that a corporation generates in terms of the environmental repercussions it leaves behind. As a consequence of this, businesses of every sort are required to abide by laws and regulations in order to fulfil the fundamental prerequisites. Concerning TESCO, the corporation has already pledged to reducing its carbon footprint by fifty percent by the year 2020, a goal that it has been extremely effective at achieving so far.
Legal
It is of the utmost significance for any business to properly function in a given location, and this includes adhering to all of the guidelines, rules, and laws that are associated with that region in all of the operations that the firm engages in. In the case of TESCO, the business is required to comply with the stringent employment statute of the UK. Additionally, the laws regarding taxes in the UK are rather strict as well. As a consequence of this, the organisation has to have an unwavering dedication to performing its commitments in order to eliminate any possibility of ambiguity.
[bookmark: _Toc122384981]Five Forces Model of TESCO
Porter’s five forces model can provide five aspects that an organisation should be wary about so that it can be ready for future endeavours. The five forces model analysis of TESCO is provided below.
The threat of New Entrants
TESCO is one of the most well-known and successful grocery chains in the United Kingdom, and it has been in business for a significant amount of time. In order to increase the likelihood of the danger posed by new entrants, such new entrants will need to have sufficient financial resources and sales tactics to compete with those of TESCO, who have more financial capabilities and sales techniques (Alkhatib 2015). Because of this, it is quite unlikely that a new competitor will give TESCO a lot of problems.
Threat of Substitutes
The majority of what TESCO sells are things that are considered to be "generic," such as food and beverages, gasoline, electronics, clothes, and other articles of need that are not considered to be "creative." Because of this, the replacement of these items is very unlikely to take place; nonetheless, the cost of these products might be a significant source of confusion in this respect. If new entrants or rivals begin selling the same items at a lower price, then this might be a subject of worry for the existing business. Because of this, the competition that TESCO has from other retailers is likely to be quite low.
Bargaining Power of Customers
There are a significant number of participants in the grocery store business in the UK. As a consequence of this, the majority of the negotiating power is transferred to the consumers since they are provided with an adequate number of options to choose from. However, in order for it to take place, the other shops who are competing with us must also produce goods of the same quality. In addition, the clients can't put their confidence in the competition if they do not have an adequate reputation. The amount of effect that this component will have will remain minimal since there are a number of other factors that involve the bargaining power of consumers.
Bargaining Power of Suppliers
Again, the product categories that TESCO sells fall under the general category of "generic," and as a result, TESCO has a very extensive range of potential suppliers from which to pick when purchasing its goods. Additionally, switching to a new provider from an old one is not the most difficult activity to do; in fact, it is one of the easier tasks. This is the reason why retail establishments like TESCO might be in the driver's seat in relation to this matter. This suggests that TESCO's suppliers continue to have little negotiation influence over the company.
Competitive Rivalry
The market that TESCO competes in is a significant one, and there are many well-known companies operating within it, such as Walmart, Sainsbury's, ASDA, and others. These retail establishments all operate utilising more or less the same game plans and methods. Therefore, even if TESCO attempts to introduce anything new in the operations of the firm, there is a significant probability that it will be replicated by the company's rivals at a later period. This is because of the reasons stated above. Because of this, TESCO faces a particularly fierce level of competition from its rivals.
[bookmark: _Toc122384982]SWOT Analysis of TESCO
SWOT analysis can provide insights on a company’s existing internal and external factors which can be of help in the development of the plan and development. The SWOT analysis of TESCO is provided below.
Strengths
· TESCO’s financial standings currently are quite strong in terms of profitability as the company turned around its loss of 6.4b Pounds into 1.9b Pounds of profit from 2015 to 2020 (Shaw 2020).
· Even during the COVID-19 pandemic, the company showed a steady growth of 10.5% in 2021.
· TESCO has great adaptability skills using which the company has been able to survive and sustain its operations throughout the dire times of COVID-19 pandemic.
· As a company, TESCO is innovative for which the company has already been awarded Advance NoSQL Architecture for the delivery scheme presented during the COVID-19 pandemic.
Weaknesses
· Although the company boasts for high quality products, still there are many complaints on quite a lot of products of the supermarket chain.
· TESCO have a long range of products that the company regularly sells. But adhering to all the health regulations can be challenging for the company which has already transpired. The company has been in cases where it has been found guilty of safety issues.
Opportunities
· Due to the COVID-19 pandemic, TESCO has greatly bolstered its online grocery sales and it can be turned into an opportunity for the company if it can keep growing its sales figures through its online channels.
· As the economy of the UK is facing a tough time, unemployment rate is also soaring high. TESCO can capitalize on this particular aspect to gain the necessary workforce for its huge number of chain stores.
· TESCO can extensively utilize AI and Machine Learning for its supermarket chain in order to improve its efficiency and productivity in all the running stores.
Threats
· Currently, the relationship between the EU and the UK is not the finest of all times which exudes in the recent BREXIT decision of the latter. Due to this, the company is bound to face issues including taxes and tariffs.
· After the COVID-19 pandemic, the economic recession is just looming around the corner and TESCO is bound to be hit by it, too.
[bookmark: _Toc122384983]Segmentation, Targeting & Positioning of TESCO
There are four primary foundations that may be recognised for the purpose of TESCO's segmentation, and these are geographic, demographic, psychographic, and behavioural factors. In terms of geographic segmentation, TESCO places an emphasis not just on major centres but also on rural areas. In addition to this, the presence of TESCO shops in countries other than the UK is still another factor that the company takes into careful consideration (Martin 2011). In terms of demographics, clients of any age and of either gender are sought; but, when it comes to money, the low and moderate-income categories are prioritised. Furthermore, with relation to occupation, students, workers, and professionals make up the majority of the target market, and the items are designed with this demographic in mind. Because of the importance of socioeconomic status, the items are marketed in a way that is directed at members of the working class, skilled working class, lower middle class, and middle-class sections of society (Geektonight 2021). When it comes to the psychographic component, the greatest emphasis is placed on traditionalists and contented conformists. When it comes to personality, the corporation is more interested in marketing to individuals who are laid back yet are nonetheless motivated to purchase the things they provide. Lastly, with regard to the behavioural aspect, the products being essential consumable ones, the occasion is positioned to be regular, and the benefits derived by the customers are set to have cost advantage and variety in the product lineup. Because the products are essential consumable ones, the occasion is positioned to be regular. Concerning the mentality of the consumers, the business targets those with an open mind but a healthy dose of scepticism who are open to being convinced to become consistent clients of the enterprise.
[bookmark: _Toc122384984]Marketing Mix for TESCO
Product
In the product lineup, TESCO follows strategies that comprises a variety of goods that can be availed by the customers. As the products are segmented to be essential ones, the products are made available on the basis of market demand and supply. As for the statistics, the company already possesses 40,000 product lines intended towards satiating the customer demands for any given moment. Again, it also has its own labelled products on sale, too.
Price
The major advantage that TESCO has over its competitors is its pricing strategy. Its pricing strategy always has been to keep the price tag as low as possible in order to provide the customers with not only the goods but also value (Xaif 2021). This helps the company to attain long-term customers and even in the current dire times, the company is trying to keep the prices low which goes to show that providing products at low costs is TESCO’s priority.


Place
TESCO has a wide range of specialized as well as generic stores all around the globe and especially in the UK. Although the number is staggering at 7,000, all of them do not operate in the same way and have been labelled under different name tags in regards to their size. Some sell non-food products while some comprise a wide range of products in order to provide the customers with all the required product lineups.
Promotion
TESCO capitalizes on its greatest strength which is its low price tag for the products it sells. In the promotional strategies, TESCO tries to provide the customer with the sense of it thoroughly by communicating the idea of low cost products. Moreover, it also uses billboards, TV ads, and other campaigns in order to gain the necessary promotional advantages.
[bookmark: _Toc122384985]Recommendations
As a grocery chain, TESCO has been performing very well in the United Kingdom as well as in the other countries in which it is active. However, the corporation should place a higher priority on the core principles that it already has, which are the inexpensive price tags of its items. However, this may become more challenging as a result of recent increases in the cost of electricity as well as inflation after the COVID-19 epidemic. Regardless, the firm must prioritise its plans in a manner that is congruent with the expectations of the clients so that it may continue to thrive despite the intense competition that it encounters in the market.
[bookmark: _Toc122384986]Conclusion
Every company has to place the attention that is due on marketing since it is an essential part of running a successful firm. However, moulding the actions is not the most straightforward activity that can be accomplished. Once again, the marketing practices that a firm chooses to use are not always the most successful ones in every circumstance. The purpose of this study is to get an understanding of what marketing is and the significance it has to any organisation by using TESCO as an example. The PESTEL, five forces mode, and SWOT analyses of TESCO have also been expanded upon. In addition, the firm's segmentation, targeting, and positioning have been shown so that the marketing tactics of the organisation may be comprehended. After that, a description of TESCO's marketing mix has been provided.
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