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This is an MBA marketing management assessment report based on research and empirical views about “Tesco UK” innovative marketing strategies and the appraisal of its environment. But before proceeding, it is worthwhile to define the subject for a better understanding therefore, it is aimed at improving investment choices and access to higher yielding securities (Mougin, 2017) the report will hinge on innovative marketing strategy as the part one of the assignment and unfold the effects of “Green Marketing Techniques and innovation to its advantage for good option to raise awareness of brand of products and services. The part one of the assessment also contains communication model and integrated marketing communication of Tesco and shares and shares into the company’s promotional strategy that raises the awareness of brand and brand equity. The customer journey and touchpoint of the company will be disclosed in this report and total engagement model will be related to the organisation.  The part two of the assignment is all about internal and external marketing analysis through the use of five porter’s forces, Swot analysis, segmentation, targeting, positioning of the company and macro environment to justify the role of a project manager within the organisation. It contains how the customer journey is managed and evaluated pointing towards the improvement of communication channel across variety of the entire customer journey. There will be mapping that will assess the stakeholders’ expectation and a lot of practical proof based on models and theories will be disclosed as the “Tesco strategic option” and the report will highlight the marketing mix element.  
Tesco Overview:
Tesco is a multinational British grocery and merchandise retail company. The head office at the moment is in Welwyn Garden city Hertfordshire, United Kingdom. In terms of Net profit, it is the third largest grocery shop in the world and viewing it in terms of Gross income, Tesco is the ninth largest retail outlet in the world. Founded in the year by Jack Cohen who started selling surplus food stuff from a stall in East London, the first Tesco brand was launched five years after its inception in 1924 when the founder Jack Cohen bought a load of tea from Mr T.E. Stockwell and the initials were coined to form TESCO and in 1929, Jack Cohen flagged off Tesco store in Burnt Oak North, London. Mr Cohen built head office and warehouse in North London in 1930 as the brand kept rising followed by the expansion of the company and in 1932 Tesco grocery retail shop became a private limited company as well as starting “Self-Service first in 1940s and in 1947, it was floated in stock exchange with a share price of 25p and in 1960s Tesco started placing the company’s stamp on all Tesco items but unfortunately, the founder Mr Jack Cohen passed away on march 24 1979. The death of the founder could not disorganise the company because of the management set up.  Since the early 1990, Tesco has diversified into areas like financial services, telecom, internet, clothing, electronics, books and the diversification has not affected the brand up till date and resulted in Tesco having more than 2500 stores helping the company account for over £72bn in sales  and £2bn in pre-tax profit in 2012/2013  before the company reported its first net profit drop since 20 years, consequently, started profit drive in 2014 after there was massive drop in Christmas poor sales leading to the changing of the main executive (Wood, 2017)
Communication in marketing
The enormous increase in communication technology has strengthened the chances for the consumers to engage with brand at any point in time and this has given rise to diverse provision of personal and electronic touchpoint to integrate message strategies across different mediums and customer life circle therefore, communication subjected to marketing can be defined as the different ways consumers learn about, interact with and share evidence about the brand (Payne, 2017) for example, 
Personal:  charting on social media
Electronic touchpoint:  assessing and sharing information
Word of mount:  formal and informal communications
Customer service centre: Reporting issues and getting answers
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In order to minimise the destructive impact of any marketing firm and for an effective marketing outcome, there are six interlaced communication circle that can be very helpful and these six steps are the stakeholders’ communication theory that identifies key market interactive areas for example these variables are interlaced and likely to give positive recommendations that can influence good public relationship for Tesco retail shop (Isoraite, 2016)
Integrated marketing communication/Promotion strategy

Definition:
Integrated marketing is an insight into the latest styles, strategies and schemes that can be used to build basics for fruitful commercialisation (Santos, 2019)
Promotion Strategies for awareness of brand
                         Promotional Mix
	Internet Tools
	Sales Promotion
	PR: Public Relations
	Personal Selling
	Free Delivery Option
	Discount



Internet Tools
Basically, brand awareness can be raised through social media such as Facebook, Instagram and other internet tools. Using Tesco for example, it can raise the brand awareness of its product and services in highly applicable circumstances every time people use applications made by or about the company (Isoraite, 2016)  analytically, brand awareness is capable of raising the value of product and services for example, and it can bring intangible benefit to the company through word of mount recommendation or referral. It can be a psychological means of encouraging impulse buying because there are people who rely so much on what can be termed “Tacit” knowledge.
Sales promotion
In furtherance of the critical analysis, sales promotion is another way to raise awareness of brand for example, sometimes, Tesco conducts promotional and psychological sales of “Buy two items and get one item for free” since marketing communication is the first contact that the consumers have with a service, instituting promotional sales can bring in segments of customers who will have the opportunity to see other brands of the retail shop for instance, when Tesco is doing promotional sales, a lot of customers flock in while some resort to impulse buying thereby raising the awareness of their brand. Promotional sales have an intangible benefit of arousing customers confidence which can go a long way of making them refer other customers since trust matters a lot in business and in case of Tesco, it can give competitive advantage over other shops like Aldi, Asada, or Lidle. (Isoraite, 2016)
Public Relations
The issue of public relation is subject to a lot of empirical diversity in terms of using it as a tool for brand awareness, however on the balance of probability it is high on the scale to use as a tool for brand awareness. The argument on side prefers an actionable matric and perceptions as opposed to random matric to raise awareness of brand (PR News, 2016) comparing and contrasting both arguments regarding public relations as a means of raising awareness of brand, it cannot be ruled out as a favourable means in this context because (PR) can be guided and streamlined to suit the marketing environment of any retail shop for example, some retail shops use edited social media to raise awareness of its brand.
Personal Selling
There is no doubt about personal selling as a means of raising the brand of any company because it is very common these days for example, so many herbal for life companies are using promote and raise the awareness of their brand. It saves money and time since there is no contract of employment. People being used to sell the products are on commission and that is the reason they work hard to sell while same time raising awareness of the company’s brand through different strategic means. Personal selling has its disadvantage to dent the image of the company if there no proper training however, it is a strong means to position the brand of any company through celebrity endorsement for example, a lot companies in the united kingdom are placing the world heavy weight champion “Anthony Joshua” on their products, though not every celebrity can be used as an endorsement if there is no good image because it can affect the company
Branding:
Branding is a plan to create brands that are unique from the competition in order to reduce quite a number substitute in the marketing environment, increase price elasticity and improve incomes (Sammut-Bonnici, 2015)

Brand equity:
Brand equity can be defined as a set of assets and liabilities linked with the product, its name and sign that contribute to the worth of a product, service of the company, and clients (Vaselinova, 2020)  In furtherance to this objective, it is very important to note that for an asset or liability to be considered as part of the base of the brand equity, it must be associated with the name or the mark of the product and if the name or emblem of the brand is transformed, all the assets and liabilities may be affected or gone and can be reassigned to the new name or mark. Furthermore, the assets and liabilities on which the equity is based differs from framework to framework, however in general terms, they can be assembled into five groups namely: Brand Loyalty, Brand Awareness, Perceived Quality, Brand Associations and Other Branded assets like Copyrights, Logo and Distribution Networks (Vaselinova, 2020) 
Keller’s Brand Equity Model
	(No1)Salience= Identity
Who are you?
	(2) Meaning:
Performance/Imagery
What are you?

	(3)Judgement/Feeling
Response:
What about you?
	(4)Relationship
What about you and me?




Who are you?

The first move of any business venture is to create brand identity and raise the awareness of such brand, so there is need to make sure that the branding process or strategy is of the capability of creating the brand that can be unique as well as making sure that customers are aware and have no problem to recognise it. Evaluating this theory, it is intended to divert the customers’ attention towards your position and a protective measure against competition and differentiate yourself from rivals for example, branding strategy creates brand that is within unique selling point just like Tesco that has “E45” cream which is more expensive than “E45” cream in Wilko. In the branding process that produces your brand, it is imperative to really understand your customers and this can be done by applying Porter’s 5 forces to comprehend the bargaining power of buyers and the intensity of competitive rivalry. Using this model will make it possible to understand the way your clients make their choices and to resolve between your product and your competitors brand.
What are you?
The aim in the step 2 points towards the meaning of one’s brand. At this juncture therefore you need to be able to find and communicate the significance of your brand. The performance in this step two signifies how well your meet the expectations of your customers and performance can be grouped into five categories: main characteristic and features, product dependability, Stability and serviceability, Service efficacy, efficiency and empathy, style and design Imagery in this context means the extent your meets  your clients expectation on a social and psychological level because your clients experiences  of the brand are the direct result of the performance of your product.
What do I Think or Feel about you?
There are two ways your customers respond to your brand that is Judgement or feeling. It is without doubt that your customers pass judgement about your brand and this is done by four means: 
· Quality: Customers assess and judge the quality or brand of a product taking into consideration “The Perceived Quality”
· Credibility: The credibility of a product or service is judge by customers using the measure of modernisation, dependability and likability.
· Considerations: The unique need of your product is being judged by the customers who mean that the quality of the product is supposed to be enhanced to suit the test of time.
· Superiority: The feeling your customers get about your product has a psychological impact on their brand loyalty and their decision to buy from you or your competitor is based on the balance of probability (Malhotra, 2015)
Customer journey and Touchpoint of Tesco UK
The purpose of customer journey is to enhance positive customer experiences because customer experience is what differentiates competitors and customers in today’s competitive marketing environment while customer touchpoint is an internal arrangement within the organisation to relieve customers’ pain point for example; self-service machine if user friendly reduces the amount of time customers spend in the queue.  Customer journey is better influenced by customer mapping which is normally carried out as an organisation decides to change their way of operating from business centred to customer centred since client loyalty is the foundation of business survival 

Customer journey mapping:
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Wayfinding:
The structure of Tesco enviroment has been redefined that setting the journey to the shop does not have any hinderance to locate the shop for example; these days, the tesco enblem is displayed in such a way that it makes wayfinding very easy to get into the shop.
Signage:
The signage at the entrace makes easy for customers to follow the right footpath and its interaction extendes into the shop thereby directing customers to the right units to pick the right items for example, the food items are stocked on the lines as they relate and each line has a signage for the customers to notice what they want.
Parking Design:
The parking is designed in such a way that even the disabled have their section and it is regulated to only the disabled. There is also a bay for those with under age Children and from each section, an arrow leads the customer to the main shopping ground.
Branding and printing:
Displaying the product brands and printing can influence the customer journey as well as encoraging impulse buying. It is a reminder to shop inTesco and it is capable of luring shoppers away from other shops for example, branding and printing posted into peoples’ houses are good enough to make the customer set the journey to the shop.
Retail and environment
Understanding how customers’ interact with space and innovating the environment to suit the test of time is a good strategy to influence customers’ journey. Customers are the main reason the shop is surving and making every plan customer centric is a good strategy against competitors.
Copywritting and Tone of voice:
It is very important to help brand find their voices and this can be done by getting it across to customers through imprints. This can be a strategy for impulse buying as well as creating brand awareness and the tone of voice when attending customers matters a lot for loyalty and retention.
Customer Touchpoint:
Cuctomer touchpoint is the contact customers make after setting off the customer journey for service offering and these are different combinations multiple un-satisfying process, servicecap, and people related touchpoint that determine the customers overall  satisfaction with the service offering (Wunderlich, 2019) for example; 
· Customer service
· Customer Assistant
· Self-Service pay point
· Online phone nummer

MBA  MKM
Part 2 Assignment
 This second part of the assignment hinges on a project that requires  internal and external marketing analysis for competitive advantage. The two elements of environmental  marketing analysis to discuss in this report will concentrate on Tesco retail shop United Kinghdom. The analysis will contain empirical evidence showing facts and fiqures to guide it against hypothesis. It also contains the segmentation, targeting and positioning strategy of the retail shop coupled with the description of marketing mix elements as they are related to the business environment while the conclusion of the report will contain the  environmental scanning of the key issues highlighting the areas that need improvement.

Pestle analysis for Tesco Retail shop
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It is imperative to define this emergent concept “Macro environment” for better understanding  and address how it can affect the business growth. In relation to marketing, it means all the external forces that are beyond the control of any organisation which pragmatically requires analysis to realign business and marketing  plan to shifting business environment (Phadermrod, 2019)
Demograghics forces:

Political forces:
Since tesco is an international retail shop, located in 12 countries for intance, there is Tesco in Scotland, Northern Ireland, Republic of Ireland, the political upheaval in those countries will have spill over effect on each of the Tesco retail shops. These factors can have positive or negative effects on the performace of the retail shop for example, tax rates, acts of legistration or the stability of the country. On the other hand considering the positive effect of political factors to Tesco retail shop, the monetary problem of every country in the world has necessiated the government to encourage the retail shops to embark on creation of jobs for the domestic population in order to create aggressive demand for its products and diversify the workforce.
Economics forces:

The main concern for Tesco lies on the economic strenght and in order to leverage demand, prices and profit, the company needs to be aware of  any reform in government plan conerning financial access. It is unequivocal that the retail shop is doing well internationally, it still depends on the United Kingdom market even though it has a market share of 30%. However, there are other sources that the retail shop can access finance apart from the government or public sector for example, venture capitalist or Angel sponsors (Phadermrod, 2019) 

Social forces-Cultural forces:

Considering the different social changes in the United Kingdom especially the multi-social cultures integration, Tesco has started bringing in different multi national food stuff for example, Asian, african and caribean food items though the type of food being  demanded by the people under this category depends on their religion or and attitude. This aspect of social force is favorable to Tesco and it is capable of increasing the market share however, customers are now aware of health related issues that should be considered about certain food consumption, Tesco need to adjust its operational tactics regarding customer profiling.

Technological forces:

There are many opporyunities for Tescco because of emerging techonogies for example, the most unique  and friendly one is the growth and introduction of online shopping which is favorable in this case as it helping the retail shop engage and service their customers at their  comfort zone.  This self-service is vitual and has provided convenience ans ease for the customers with structural implication of reducing the number of empolyees to work on the counter.

Ecological forces:

 There is increasing pressure on the retail shop to address environmental issues and adopt measures of operation which can benefit the society. For example, avoiding  literring, or poluting the environment.Tesco has spent reasonable amount of money on energy efficiency projects  in order to achieve its long-term plan of minimising  its carbon footprint and protect the environment. In 2020, the retail shop  was determined to minimise its waste footprint by 50% and the measure contributed to t raising the awareness of its brand (Phadermrod, 2019)

Porter’s Five forces Model for Tesco:

Definition: This is a hypothetical model to analyse and assess an industry or business organisation with aim of distiquishing and determining the competitive advantage (Yamuna, 2016)
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Rivalry Among 
Existing Competitors:
Using the United Kingdom as a point of analysis for Existing competitors for Tesco, there are many chain stores competing with each other for example, Asda, Aldi, Morrison and so on. The competition among them is high but their strategies are not the same because they all have unique selling point as the basis of competition for customer satisfaction because it increases retention that results in profitability (Khan, 2020) however, the most important driver for the unique selling point are the core products or services, superlative performance, customer service in relation to the tone of communication.  for instance, Tesco’s  has  “Click and Collect service” whereby customers shop online, let Tesco the time they are coming, arrive and wait outside in the bay provided for click and collect service. In this case, the competition force is high since all  the chain stores target same customers and in most cases located within the same city (Khan, 2020) In terms of switching cost, both Tesco and Aldi have equal capacity to delve into any brand since they are large companies located in more than one country.

Threat Of New Entrants:
The emergemce of innovation of technologies or  artificial intelligence per se has given unlimited access to information regarding the entry criteria into any venture. However, there can be impedement even though there is  revealation about entry for exmple, entry into the Tesco kind of business is not only capital intensive, the economies of scale and existing brand equity can be difficult to break. Being one of the biggest retail shops in the world is a huge advantage that it can become an upstream and get rid of middle men suppliers who make things expensive. Having been existing a long time has given it a lot of tacit knowledge which is not easy to contend by the incoming retail shops coupled with cumulative experience as a result of inevitable ups and down. The switching cost is a real barrier to entry for Tesco competitors because of the varieties of goods displayed on the shelve and Tesco bulk purchase that the unit cost of the product cheap (Khan, 2020)

Bargaining Power of suppliers:
Bargaining power can be high or low depending on the circumstances. In the case of Tesco, the suppliers have low bargain power because, the retail shop is large and located in many countries and as such there are a lot of suppliers wanting to associate with it. This gives Tesco  psychocological leverage to negociate and choose amogst suppiers thereby having the opportunity to give the suppliers terms and condition. However, Tesco might have an upper hand but there could be a time that the suppliers are highly on demand especially when there is scarcity of a particular products, so there is blind spot in conclusion about low or high bargaining power.

Bargining power of Customers:
Bargaining power of a customer depends on the balance of probability for example; if a customer likes the taste of  a particular product, the retail shop might take  advantage and insist on the existing pattern since the customer is attracted. However, a customer with a large order might seek to renegociate the price arrangement in order to  have advantage of bulk purchase. Cutting down prices may not influence all customers because they have different preferences regarding low price that can lead to low quality but one thing that gives the customers bargaining power is  to substitute is product differentaition meaning that the customers have the chance to choose from variety. So, the over all assessment in this discusion is that the customers’ bargaining power is medium espcially if the  switching cost to substitute is low for example, one item sold in Tesco at a given price is found cheaper in a competitive shop.
Threat of substitute product:
Relative prices of substitute products can change customers’ preference for example, if a bottle of coke is selling for £5 and the substitute is selling for £4, the switching cost is notting to worry about by the customers. The quality of the substitute goods matters a lot in determining customers’ switching loyalty and the innovation of goods and services is another factor that influence customer to turn to substitute. Judging the scenario of United Kingdom, people are cautious and knowledgeable about hygene especially when it comes to food and diet and because of that there is caution about food intake, so hygenic food is now threat of substitute to non-hygenic food (Yamuna, 2016)

SWOT analysis for Tesco UK
Definition: Swot analysis is a commonly used tool for analysing an organisation with regard to its internal and external environment (Krupka, 2018) logically, this internal and external scanning is aimed at identifying weaknesses that needs strategic mitigation and to improve on the identifiable opportinities over the competitors and without this evironmental scanning it will always be difficult for Tesco adopt to changing trend or be able to make meaningful market forecast.
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Strenght: Tesco is one of the largest retail shops in the world and this makes it an icon in terms of retail shopping. There is much more consumer confidence in Tesco products than the competitors because of the existing strong brand name that influences a lot in flow traffic. Being an international retail shop, It has penetrated all the cities in the UK as a home market and even extending the chains to “Tesco express” and the extension of tesco has availed the opportunity to engage the neighbourhood in retail shopping. This gives it the advantage of catching many customers who have become aware of tesco brand. Tesco management beliefs in continous improvement of their staff and this has raised the bar of the staff performance due to good technical skills that has added value to Tesco (Krupka, 2018)
Weakness:
Intermittent change in rules and regulations pertaining retail management especially here in the United Kingdom is a major concern to Tesco for example, changes  in rate and immigration lawa that affect tesco foreign workers. The Brexit disruption has brought uncertainty and elasticity of the prices of Tesco ptoduct. The trade deal between United Kingdom and European Union will never have a balance and this will continue to pose danger on the distribution channels of Tesco products for instance; the case of Northern Ireland is a case of reference in this circumstance. Both United Kingdom and the Republic of Ireland have stake in Northern Ireland where there are a lot of Tesco retail shops and irregularity in trade deal will certainly affect Tesco shops located in these countries. People are now knowledgable and conscious of health issues that they select food items based on hygene related matters. The availability technology has made it possible for people to access other competitive shops and be able to compare prices and qualities, Tesco can no longer rely on their brand quality because there are so many good brand names that compete and high landing cost also affects the prices of Tesco product.

Opportunity:
Horizontal integration adopted by Tesco has paid off and it is a good market strategic choice to improve the sales. The expansion is within the market line of Tesco though located in different countries for example, Tesco India, Ireland or Malasia.  The market expansion has given Teasco the opportunity to create more awareness of brand. Tesco has also recapitalised their revenue by diversifying into unrelated business ventures probably through strategic alliance as the market entry method for instance; Tesco petrol station, Tesco mobile and so on and this a good chance to grow net profit however, a lot of continous market research is required to keep the business going. Investment in technical skill is a good opportunity to enhance efficiency and increase the confidence of their staff.

Threat:
Comparative cost advantage  and variations in currency are major challenges facing Tesco for example;  a retail shop like Aldi a German UK based company orders its products from abroad in weaker currency and this is one of the reasons the products are cheaper than Tesco. The retail shop has its production line in Germany that uses weaker currency while operating as an upstream company  and this disparity affects Tesco prices. Furthermore, strict immigration laws hinders Tesco from employing the most qualified staff from overseas for instance; Tesco must advertise positions in the UK and making sure that no one fits inn before thinking of employing from overseas though, some of the staff from abroad are difficult bto management because of deficiency in English.
Segmentation, Targeting and Positioning 

Tesco retail shop Segemetation Strategy
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In order to win the loyalty of Customers and the sustainability of the company, the above is Tesco’s segmentation strategy. These segmentation variables are not generic but it is  an internal arrangement based on Tesco’s organisational capability. Discussing the segmentation strategy, it can be viewed in two distinct precepts for example, from the suspect to first time customers are the traditional marketing while from clients to partners are called relationship marketing (Khan, 2020) Logically, traditional marketing is an internal format and based on the organisational ability while relationship marketing  is complimentary based on good customer relationship. In view of Tesco’s audience, it is conceptualised as suspect and this is identified through marketing and targeting . The prospective customers are the group who are likely to buy the goods and services and it takes an investigative approach to identify the suspect for example, former buyers are likely to come back and this is reason to follow up customers. Enquirers who have sought information about the product and referrals who are seeking information from the current customers are all likely to patronise depending on good customer relationship in place. (Khan, 2020)

Tesco’s Targeting
A cue of differentiation from porter’s five forces can be borrowed to explain the Tesco’s PLC targeting strategy for example; there is Tesco “T” mobile which only the retail has to differentiate its self from other competing retail outlet such as Aldi or Lidle that uses price reduction to compete. The essence of differentiation is to enable the organisation introduce a unique brand product siutable to its value because all the retail shops do not compete with the same strategy for example, Aldi competes on price while Tesco competes on quality however, it is an easy thing to use a differentiation strategy therefore the company needs to widen the organisational ability in terms of research and development to improve on transfer of knowledge (Khan, 2020)

Tesco’s Positioning:
In terms of positioning, Tesco uses functional positioning which is related to increased range and quality of functionality of its product and services for example, its finest range of products are sold through funtional positioning (Dudovskiy, 2016) The quality of Tesco products are used as advertisement for selected customer segment unlike Aldi and Lidle that target the customers who are willing to compromise quality for the sake of competitive price strategy. However, Tesco has basic price range  straddling tactics against its competitors as a market leader in the retail outlet since high quality and enhanced funtionality can only be achieved for additional cost. 

There is also symbolic postioning used by Tesco in relation to its fair trade range of products in food and grocery. It is also used in clothing by refusing the use of cotton grown in countries where child labour is used in cotton production. This is a way of showing psychological and emotional support against child labour in order to enhance the confidence of their narrow customer segment.

Price Positioning: Tesco is really a masterclass in terms of retail shopping managemennt. Though, the core strategy of Tesco is not price competition, an element of it is applied to its special items for example, 18.5 inch Widescreen HD Ready LCD TV  is far well cheaper in Tesco than the common market place. This is a ploy to experiment market share while targeting specific customer segment who are more interested in price cut than any other marketing mix element (Dudovskiy, 2016)
 
Experiential positioning:  As the name implies, this is about sensory or cognitive stimulation to attract customers. Tesco  uses this strategy to target customers especially  for its health and beauty range of product in order to compete with famous brand like “Marykay” products and this method is also used as a market testing to unvail new health and beauty products in the market however; experiential positioning may as well expose the business strategy or secret of an organisation because it attract a competitor who might plan to copy the template to unseat the firm in the business leadership.



Marketing Mix Elements:

Product: A comprehensive range of products are offered by Tesco. Specifically, together with food and grocery products, a number of items can be purchesed from the supermarket chain such as: 
· Clothing & Jewelry
· Technology and gaming
· Health & beauty
· Home & electrical
· Entertainment & books
· Home appliances
· Baby & toddler
· Garden
· Toys
· DIY & Car accessories
These ranges of products sold in Tesco depend on the arrangement  and management of different  Tesco stores (Dudovskiy, 2016)

Place: Place marketing mix element is all about location or localisation and the necessary consideration to make before locating a store at a particular place. This means that the store is supposed to be located where there are customers to buy the products and in the case of Tesco,  the stores are all located at strategic places and it uses two  channels to its products and services for example, Online and Offline.
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In spite of the finanacial and economic challenges of 2007 - 2009  that troubled the company, the candles above shows an incremental addition of Tesco stores from 2008 to 2015 representing 7,817 stores and this is as a result of revolutionalised marketing strategy that made the company a leader amongst the competitors however; Tesco has stores in 11 countries as at the end of 2015 but a good number of the company’s sales are made in the United Kingdom through the following format: Metro, Express, Extra and Superstore (Dudovskiy, 2016) this is an evidence that Tesco has leveraged an opportunity of the United Kingdom civilised society, furthermore the existence of tesco express is a threat to neighbour convenience shops that relies so much on local customers.

Price: The price of Tesco products is what can be described as “Cost Leadership” this means the price is based on the value of the product that dipicts the marketing strategy of the company. Tesco management reduces  the cost of purchase and operational cost through its leveraged economies of scale and other ways in order to pass the cost advantage to customers as the core brand value and it also uses economy pricing, psychological pricing, product line pricing and geographic pricing strategies to capture the customers who are willing to compromise on quality. (Dudovskiy, 2016) this kind of pricing strategy is an evidence of tesco’s revolutionalised management system to compete with other retail stores at all levels using value and competitive pricing method.

Promotion: Apart from a very strong brand image, Tesco has many techniques for the promotion of its goods and services. Television ads and charitable events are some of the retail shop promotional activities. Furthermore, to a large extent, it uses promotional discounts and offers as a psychological marketing strategy for promotion to encourage impulse buying for example, sometimes, it does buy one item and get the other one for free and it has a loyalty card named Clubcard that contains the customers details. The mangement is able to monitor the buying behaviour of the customer. The clubcard even helps Tesco to assaess their marketing trend in terms of determining the particular item that sells faster than the other and it sells good through the internet because online service is a promotional strategy (Dudovskiy, 2016)

Conclusion:  The assignment is in report format distinct from an essay and it is divided into two parts. The first part contains the structure of the body. The structures include definition of communication, the diagram of communication model, highlight on integrated marketing communication, Tesco’s promotional strategy for brand awareness and the difference between brandindand brand equity. It also contains Keller’s brand equity model and goes a long to discuss customer journey and touchpoint however; there is customer mapping and total engagement model is related to Tesco as the chosen casy study. Part two of the assignment  contains among other things the pestle factor of Tesco retail store, Porter’s five forces and swot analysis. It also includes STP segmentation, targeting and positioning of the specific firm coulped with the marketing mix element.
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