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[bookmark: _am15ux2ivr0j]Executive summary
This paper examines marketing theories, internal and external aspects influencing Tesco PLC's quality systems and controls for clients and approaches adopted by the organisation to attain business goals. It demonstrates Tesco's marketing mix concept entailing four critical elements: product, price, promotion, and place. Ansoff Matrix is a strategic planning tool that helps organisations analyse and identify growth opportunities. Concerning aspects affecting Tesco's operation, they are categorised into internal and external. Some former factors include internal resources, corporate culture, and leadership, while the latter entails a competitive landscape, economic conditions, and technological developments. Customer relationship management (CRM) system and online shopping platform are some of the technologies identified to support processes and delivery of high-quality customer service at Tesco PLC. Maintaining an excellent customer relationship leads to improved brand reputation and customer satisfaction. Nonetheless, adapting continuously to changing customer needs and preferences is challenging. This paper recommends companies should adopt effective marketing models/strategies to ensure smooth business operations.
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[bookmark: _fob9te]Part 1
[bookmark: _znysh7]Introduction
Tesco PLC is a British multinational retailer of general merchandise that provides a broad array of non-food and food products like groceries, drinks, bakery, and household appliances via online and multi-format stores. The corporate envisions serving "clients, communities and planet," prioritising customers' needs, simultaneously reflecting its responsibilities to society. Its mission focuses on creating value for clients to meet their daily requirements and needs, making life easier for them (customers). The company has over seven thousand stores and 500,000 employees across twelve countries, including the UK and Ireland. The organisation strongly focuses on customer service, offering effective service to clients. The online shopping model –enables the company to provide good delivery slots for clients with a higher rate of picking, hence improving efficiency in fulfilling various online demands. The firm utilises marketing strategies such as advertisement via media and prints to help deliver information to a targeted market audience. In 2020 online participation doubled to fifteen percent, reaching a peak of eighteen percent. 
The marketing mix, Ansoff Matrix, communication mix, stakeholder map, and porter's 5 forces are some key aspects influencing Tesco's ability to maximise customer value. Investing in the training and development of employees and adopting new technology and digital platforms can help the company achieve critical business objectives. Advertising, public relations, personal selling, and deploying sales promotion are channels the organisation uses to communicate with diverse customers. Using the CRM system allows Tesco PLC to identify trends and patterns in customer behaviour. Developing and maintaining good customer relationships helps build a positive brand image, which can be beneficial in attracting new customers and retaining existing ones. This paper explores marketing models, internal and external aspects influencing Tesco PLC's quality systems and controls for clients and approaches adopted by the organisation to attain business goals.

[bookmark: _et92p0]Marketing Theories
Marketing theory posits that to increase sales, an organisation needs to position its services and products in the marketplace in such a way that clients consider they require them due to various benefits exhibited by the goods/services (Chaudhary, 2022). The model ensures the organisation builds an excellent brand image, such as differentiating the company products and helping find a unique selling proposition. The marketing mix, Ansoff Matrix, communication mix, stakeholder map, and porter's 5 forces are some key aspects influencing Tesco's ability to maximise customer value.

[bookmark: _tyjcwt]Marketing Mix
Tesco's marketing mix concept entails four critical elements: product, price, promotion, and place. This model is crucial for assessing the marketing of services and goods. The company deploys them, helping create a marketing strategy that meets the requirements and needs of the target market, enabling the company to achieve its desired objectives. The former element entails a range of goods and services the business offers customers. Research shows that Tesco PLC Company has expanded from its inception and offers a broad range of products in categories entailing apparel, food, health, home and décor, electronics, party and gifting, bay products, sports and fitness equipment, and books (Shastri, 2021). The organisation caters to different requirements of clients from across sections and is a retail giant. Tesco Lotus, Tesco Loves Baby, Tesco kipa, Tesco Value, and F&F Clothing are some of the brands owned by Tesco Company, helping sell more products to a broad market. Tesco also offers a range of services, such as home delivery and in-store pickup options, which can be considered part of its product mix. During the pandemic, businesses across the globe were affected; thus, Tesco improved its online strategies. Home delivery services were improved, boosting Tesco's UK online sales to £6.3 billion, which was 77% more compared to the previous year (Mari, 2021).
The price element revolves around the cost of products and services offered by Tesco. Pricing strategy focuses on three key aspects: cost and profit goals, competition, and consumer demand. The company rivals on price with other retailers like Sainsbury's and Morrisons, offering competitive pricing on its products and services. Study shows that Tesco has adopted an effective supply chain network enabling the company to take advantage of the economies of scale and provide affordable products (Shastri, 2021).  Correa et al. (2022) note that Tesco Company does not compromise its product and service quality for lower pricing. In addition to traditional pricing strategies, Tesco also provides price-match guarantees and apps, allowing customers to compare prices and receive the lowest price. The company relies on a cost leadership strategy as it uses customer feedback to cut down irrelevant costs lowering prices for goods.
Rukmani (2022) acknowledges that the promotion element consists of unique techniques diversified by Tesco to create awareness of new and existing products and services. This entails advertising, sales promotions, and loyalty programs. The company has a solid online presence, with a website enabling it to reach a broad audience. This allows the company to offer promotional strategies like "buy one get one" and discounts. Regarding loyal clients, the organisation has implemented club cards, allowing buyers (owners) to receive points on purchasing products that are redeemable over time (Azan, 2022). There are extensive media and print advertisement deployment as a tested channel to relay promotional information to potential and current clients. Statista Research Department (2023) acknowledged that in 2020, Tesco spent approximately 81.5 million British pounds on advertisements across the UK. Zhang et al. (2022) postulate that the place element refers to the locations where Tesco's products and services are sold, including both physical stores and online platforms. The corporation has more than 6,900 stores in the UK, Slovakia, Hungary, Japan, and France. The company has over 310,000 employees in more than thirty-four hundred stores in the United Kingdom. The company strongly focuses on convenience, with options such as home delivery and extended opening hours at many of its stores. Some stores include Tesco Express, Tesco Metro, Tesco Superstore, and Tesco Extra. For instance, Tesco supermarkets are extensive supermarkets that sell a wide range of non-food products and groceries. Regarding Metro, there are lesser stores situated in city centres and towns. Tesco Express is a smaller store dealing with high-margin goods, though the products are costlier compared to Tesco stores (Magnani, 2022). The figure below shows the components of the marketing mix:
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Figure 1: Tesco Marketing Mix component

[bookmark: _dy6vkm]Ansoff Matrix
The Ansoff Matrix is a strategic planning tool that helps organisations analyse and identify growth opportunities (Banka, 2022). The model ensures that organisations grow through available products in current or new markets. Deploying the Ansoff matrix in the company's activities enables development and growth via product development and new markets. The model determines various combinations of products and markets, helping increase company sales. Concerning Tesco PLC, the company deploys the Ansoff Matrix to identify potential growth opportunities by analysing the organisation's current products, markets, and capabilities. Helmod et al. (2022) note that the Ansoff Matrix consists of four quadrants: market penetration, market development, product development, and diversification. Each quadrant represents a different growth strategy integrated by the company to help attain its objectives. Market penetration involves increasing sales of available products to customers in the same market. Tesco Company began increasing its market base (share) using "Tesco Club-card points." Deploying the card scheme has enabled the company to gain client loyalty.  Market development is a crucial force model involving introducing existing products to new markets. Monte (2021) posits that Tesco's plan revolves around expanding its current business activities, and it is encouraged with new goods in the market. Most of the company's suppliers are from the UK, meaning they comprehend consumer segments. This helps assess new markets for the organisation's available goods and services. A great example involves the availability of Tesco's stakes in Associated British foods and the "Crazy Prices." Product development is a significant aspect involving introducing new products to existing markets providing the company with an opportunity for growth. Tesco UK relies on this strategy to identify opportunities and introduce new goods (Kar, 2021). For example, the organisation is introducing organic products resulting from the change in client preference. Also, the corporation provides insurance, credit card insurance, electronics, and mortgages. The diversification aspect of the Ansoff model focuses on introducing the company's new products to the market. This enables risk diversification to various goods and markets. Regarding Tesco, the company began as grocery retail; with time, it evolved, diversifying its operations such as introducing non-food items. The company also diversified its beauty and health products, helping minimise the risk of loss in one division.

[bookmark: _t3h5sf]Communication mix
Muhammedrisaevna et al. (2021) note that a communication mix is a marketing tool that integrates different techniques and channels to communicate information to a target audience. This technique is crucial in ensuring that Tesco delivers products to the customer. Advertising, public relations, personal selling, and deploying sales promotion are channels the organisation uses to communicate with diverse customers. Advertising is a paid form of communication that integrates various media channels, like television, radio, print, and online, to reach a large audience (Oltarzhevskyi, 2019). Tesco PLC uses advertising to promote different products and services and to build brand awareness. The company has a robust presence on social media platforms, such as Facebook, Twitter, and Instagram, enabling engaging with customers and promoting its products. Research shows that in 2019 Tesco Company allocated a £3m budget to help advertise with a forecast sale of £30m (Hart, 2020). The company deploys advertisements via newspapers, billboards, and TV. This approach ensures that no segment of the generational gap lags.
Public relations focuses on managing the relationship between an organisation and outsiders (Thelen, 2020). This approach has allowed Tesco PLC to bring the notice of the public to a marketing campaign. For instance, in 2019, the company organised a charity event to help raise cash for needy courses on the sideline; this enhanced brand awareness, building relationships with stakeholders, such as customers, employees, and the media. The company has a dedicated press office that handles media enquiries and manages its reputation. Personal selling is a face-to-face communication method involving selling products and services to individual clients. The strategy entails recruiting sellers and helping market goods to clients by deploying their attitude, appearance, and specialist product skills. Study shows that in 2017 over 39.2 million overseas visitors went to the UK yearly, spending around 24.5 pounds (Silva, 2019). This provided an opportunity for the company to utilise a personal selling approach. Sales promotion is a marketing tactic that uses discounts, coupons, and contests to raise sales and develop brand awareness. The approach also uses media and non-media-based communications to enhance customer demand and boost sales. Tesco PLC uses sales promotion to attract new customers and encourage repeat purchases (Chen, 2022). The company frequently offers promotions and discounts on its products and services through TV and billboard ads. 

[bookmark: _d34og8]Stakeholder map
A stakeholder map is a tool that helps the organisation identify and analyse the different stakeholders with whom they interact (Serravalle, 2019). Employees, shareholders, suppliers, government agencies, and local communities are examples of stakeholders within Tesco's operational market environment. Study shows that implementing the approach helps organisations comprehend the needs and expectations of their shareholders, suppliers, and employees. The tool also enables the organisation to determine the effects of its decisions. It enhances the organisation's ability to identify potential conflicts of interest hence developing effective strategies for smooth operational activities. Tesco's customers are a key stakeholder group, as they are the company's primary revenue source. The corporation is committed to offering high-quality products and services to its clients, and it regularly surveys customers to collect feedback helpful in identifying weaknesses hence business improvement. Tesco has over 500,000 employees –an important stakeholder group for the organisation. The company values its staff and seeks to develop a positive work environment that promotes teamwork and collaboration. Training programs improve diversity and inclusion in the workplace. Shareholders such as investors are also vital stakeholders for Tesco PLC. The company is publicly traded and is committed to maximising shareholder value via robust financial performance. It focuses on cost-cutting measures and investment in new technologies and innovations. Suppliers are an important stakeholder group for Tesco PLC. The company works with an extensive network of suppliers like Premier Foods and Booker to source the products and services for sale. Tesco PLC has a Supplier Code of Conduct that outlines different expectations for the suppliers and requires them to meet high standards of ethics, quality, and sustainability (Mai, 2022). Government agencies and local communities are also stakeholders for Tesco PLC. The company is subject to various regulations and policies and works closely with government agencies to ensure compliance. Tesco PLC also values excellent relationships with local communities and seeks to be a great corporate citizen by engaging in community initiatives and supporting local charities.

[bookmark: _s8eyo1]Porter's 5 Forces
Porter's Five Forces model is a valuable tool for organisations to analyse the competitive forces in their industry and identify the aspects that determine the industry's attractiveness (Isabelle, 2020). In the context of Tesco PLC, the company has a high threat of new entrants, a heightened threat of substitutes, high bargaining power of buyers, and varying bargaining power of suppliers. The organisation faces intense competition from large global retailers and smaller local players. In order to maintain a favourable profit margin, the corporation continuously innovates unique equipment, helping develop high-quality products and services to retain customers. The company has a high threat of substitutes, as several alternative products and services are available to consumers. This has necessitated the company to build strong relationships with customers, competitive prices, and high-quality goods /services, helping retain the market share. Mondiliwa et al. (2021) note that the bargaining power of buyers is relatively high in the retail industry, as many options are available to clients. The bargaining power of suppliers varies depending on the supplier's size and availability of substitute products. Tesco PLC works closely with critical suppliers to ensure access to high-quality products and services at competitive prices. The rivalry among existing competitors in the retail industry is also intense, as companies are constantly seeking to outdo each other and gain market share. 

[bookmark: _dp8vu]Internal and External factors influencing Tesco 
There are two aspects affecting Tesco's operation, namely internal and external factors.  The former significantly impacts an organisation's ability to deliver high-quality customer service and achieve business objectives. Some of the internal aspects include internal resources, corporate culture, and leadership. Regarding the former aspect, Tesco has invested in the training and development of employees, ensuring they can handle customer inquiries and complaints effectively (Sulathiyan, 2022). This has enabled building a helpful customer service team in diversifying timely and helpful assistance to various clients across the nation/globe. Corporate culture is the values, beliefs, and behaviours shared by administrative staff and management, helping shape the internal environment. A positive corporate culture helps foster a sense of teamwork and cooperation, leading to improved customer service and better business results. Tesco's culture of continuous improvement plays a critical role in enabling the company to deliver high-quality customer service. Regularly reviewing and assessing the quality systems and processes allow the organisation to identify and mitigate different weaknesses within the company's operations, enabling the company to meet customer requirements. A practical focus on customer service has helped the company build a strong client service team offering timely and helpful customer assistance. Leadership is a crucial internal factor that can significantly affect the company's ability to deliver high-quality customer service (Ali, 2021). Effective leadership focuses on setting clear goals and expectations, offering direction and support, and inspiring and motivating team members to work toward achieving specific objectives. Tesco has adopted effective leadership approaches enhancing the company's ability to deliver high-quality customer service. The management team enables adopting SMART objectives and expectations for staff (Chowdhury, 2023). This entails investing in the training and development of employees, helping them handle customer inquiries and complaints effectively.
On the other hand, some of the external factors encompass the competitive landscape, economic conditions, and technological developments. The competitive landscape refers to the market conditions in which an organisation operates, including the number and type of rivals, market share, and relative strengths and weaknesses. Tesco faces intense competition from international companies like Morrisons and ASDA. To differentiate itself from its rivalry, the company has focused on offering high-quality customer service, building robust relationships with various customers and thus maintaining market share. Economic conditions consist of factors such as GDP growth, unemployment rates, and inflation. These aspects minimise consumer spending, affecting the organisation's sales. Economic solid conditions increase consumer spending, benefiting the company's profitability. Study shows COVID-19 pandemic led to economic downturns across the globe, impacting Tesco's sales (Verhoef, 2022). Nonetheless, the company adopted unique strategies focusing on online operations and investing in effective digital capabilities. Lastly, technological developments consist of advances and innovations in the digital section, helping organisations' operations and competitiveness. These can include new software and hardware tools and company operations changes. Tesco has invested in digital capabilities, encompassing an online shopping platform and home delivery services, ensuring it meets the changing needs of clients hence maintaining market share. Also, the organisation has adopted new technologies, such as artificial intelligence, helping improve operations and customer service.

[bookmark: _rdcrjn]Part 2
[bookmark: _in1rg]System supporting Tesco Company
Tesco PLC has implemented a range of systems to support quality processes and delivery of high-quality customer service. One of the critical systems integrated by the organisation includes a customer relationship management (CRM) system (Kim, 2019). Using the CRM system allows Tesco PLC to identify trends and patterns in customer behaviour. Deploying this information helps improve the company's marketing strategies and customer service. For instance, the company uses CRM data to send personalised promotions and recommendations to customers based on their past purchases and interests. Integrating CRM to manage customer interactions and relationships allows Tesco PLC to meet buyers' needs and maintain good customer relationships 24/7/365. The company also leverages Artificial Intelligence (AI) to enhance CRM efforts and improve customer relationships. For example, the company uses AI-powered chat-bots to offer quick and efficient customer service via website and mobile app. Using AI to support CRM efforts enables Tesco to deliver high-quality client service and maintain excellent buyer relationships in a 24/7/365 environment.
Another system that supports Tesco PLC's quality processes includes an online shopping platform. The platform allows customers to shop online and choose from various delivery options, entailing home delivery and in-store pickup. The platform also provides a range of features and services, such as convenient and flexible shopping options, personalised recommendations and experiences, and convenient customer service options. This enables maintaining good customer relationships on a 24/7/365 basis. Clients can shop when convenient for them rather than being limited by store hours. This builds customer loyalty and satisfaction, as they can shop in a way that fits their schedules and preferences. The online platform enables the company to support customer relationships as it provides personalised recommendations and experiences (Saxena, 2021). It offers online customer service options via chat rooms and social media accounts; the company can provide customers with immediate assistance when they have questions or concerns. This helps build trust and satisfaction with the company's customers and resolve issues more quickly and efficiently. CRM and online shopping platform systems effectively meet customer requirements and maintain good customer relationships 24/7/365. 

[bookmark: _lnxbz9]Level of critical understanding 
Tesco PLC is demonstrating an appropriate level of critical understanding of the quality process concerning customer service via several initiatives. First, the company has focused on implementing training and development for the staff. Qing (2019) notes that training Tesco's employees help provide high-quality customer service. This ensures excellent customer experience and satisfaction when interacting with the company. Second, Bravi (2022) acknowledges that Tesco PLC is utilising relevant marketing theories and models to help analyse the customers' experience of the organisation. For example, the company may use customer journey mapping to understand the various touchpoints that customers have with the company and to identify areas for improvement. The company also uses customer segmentation to comprehend the needs and preferences of various customer groups, tailoring the marketing efforts accordingly. This allows Tesco to maintain good customer relationships and maximise client value.

[bookmark: _nkun2]Marketing theories/models/methods 
Tesco PLC is utilising several relevant marketing theories and models to help analyse the client's experience of the organisation. Keiningham et al. (2020) postulate that Tesco has integrated a customer journey map essential in helping the company understand the unique touchpoints clients have with the company. The model enables the organisation's management to understand the customer experience and identify opportunities to enhance the experience. Tesco PLC is utilising a customer segmentation model to help understand the needs and preferences of different customer groups and to tailor its marketing efforts accordingly. For example, the organisation segments their clients based on demographic characteristics such as age, gender, and income level. This is useful in developing targeted marketing campaigns to appeal to different segments. Another marketing theory that Tesco uses to analyse the customer experience is the customer value proposition, which helps the company to understand the value that it is offering to the customers. By analysing the benefits, features, and costs associated with various products and services, the company can understand the value offered to customers and the opportunities to enhance them.

[bookmark: _ksv4uv]Benefits and challenges of customer relationships
There are several benefits and challenges exhibited by developing and maintaining excellent customer relationships. Regarding benefits, the approach leads to improved brand reputation and customer satisfaction. This is achieved via effective communication with customers, prompt resolution of challenging issues, and consistently delivering high-quality products and services. This helps build a positive brand image, which can be beneficial in attracting new customers and retaining existing ones. The approach also leads to increased sales and revenue for the company. By building solid relationships with customers, Tesco can encourage repeat purchases and potentially upsell to clients. This can be achieved through personalised and relevant communication with customers, offering loyalty rewards, and providing excellent customer service. On the other hand, some challenges involved adapting continuously to changing customer needs and preferences. With the rise of e-commerce and digital technologies, customers expect a seamless and personalised shopping experience, and it can take time for an organisation to meet these expectations. Another challenge is the need to balance the use of technology with a human touch, as customers can value personalised interactions with company representatives. To address these challenges, Tesco PLC has focused on investing in training and development for its employees and adopting new technologies (Soltanifar, 2021). The company has also focused on developing its corporate culture to support quality processes and customer service. 

[bookmark: _sinio]Conclusion
Tesco PLC is a British multinational retailer of general merchandise that provides a broad array of non-food and food products like groceries, drinks, bakery, and household appliances via online and multi-format stores. Marketing theory posits that to increase sales, an organisation needs to position its services and products in the marketplace in such a way that clients consider they require them due to various benefits exhibited by the goods/services. Tesco's marketing mix concept entails four critical elements: product, price, promotion, and place. The price element revolves around the cost of products and services offered by Tesco. Pricing strategy focuses on three key aspects: cost and profit goals, competition, and consumer demand. The company rivals on price with other retailers like Sainsbury's and Morrisons, offering competitive pricing on its products and services. The Ansoff Matrix is a strategic planning tool that helps organisations analyse and identify growth opportunities. The model ensures that organisations grow through available products in current or new markets. Advertising, public relations, personal selling, and deploying sales promotion are channels the organisation uses to communicate with diverse customers. Porter's Five Forces model is a valuable tool for organisations to analyse the competitive forces in their industry and identify the aspects that determine the industry's attractiveness. Tesco PLC has implemented a range of systems to support quality processes and delivery of high-quality customer service. Using the CRM system allows Tesco PLC to identify trends and patterns in customer behaviour. Developing and maintaining good customer relationships helps build a positive brand image, which can be beneficial in attracting new customers and retaining existing ones.
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