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Marketing Fundamentals Analysis and Evaluation


Marketing strategy and fundamentals are the key areas for every business organisation to enhance productivity in the marketing operation. In addition to this, marketing strategy is very much beneficial for accelerating the overall growth of the company. Furthermore, marketing plays an important role in the growth segment and the potential development of a company. This assignment will illustrate stages of marketing in the context of Tesco plc. In addition to this, the assignment also demonstrates an understanding of the marketing environment and situation analysis models in the context of Tesco. Furthermore, the assignment also shed lights on the STP and marketing mix of the chosen organisation. The main motive of the assignment is to demonstrate the marketing performance of the company with a critical effect on analysis. 
Marketing in any organisation creates value and also builds a strong relationship with the customers and attract them towards it. Furthermore, there are five significant processes of the marketing framework that creates value in the minds of the customers and enhance the profitability in return. The first step is to understand the marketplace and needs of the customer and further implement those changes in the strategies in order to grab the attention of the customer. In addition to that, this understanding supports increasing customer equity for the organisation in the long run (Weller, 2017). The second step, designing a marketing strategy for attracting a customer driven market. This can be done by identifying the needs of the customer and formulating a value proposition of the product in the market. In step three, the marketers’ needs to construct an integrated marketing plan in order to deliver superior value product and services to the client. For example, Tesla uses viral media that is social media and develops video to attract customers towards its products. Furthermore, it demonstrates the 4 Ps of marketing mix where the marketing tools are set up in order to implement the required marketing strategy. In step four, the building of a profitable relationship with the customers to maintain trust and loyalty with them in return for value added services and high satisfaction (Wells, 2020). Investing in customer relationship management is very effective for expanding the customer base and maintaining a high level of satisfaction among customers. In step five, capturing the value from the customers are utilised to earn profitability. Furthermore, the loyalty and trust of the customers cannot be built overnight prolonged efforts and strategies are required to retain the existing customers along with gathering new ones. In addition to that, to determine the strategies effectively, the customer needs to measure the performance through the customer feedback and its impact on the current sales (McIntyre, 2016). These processes are evaluated further on the various stages of marketing, such initiation process, where the problems are determined. For instance, Tesco has huge competition in the market; therefore, they need to implement strategies to maintain their USP in the market. Then come to the reconstitution phase, where the market is analysed, and panning is constructed and presented for the transformation.  After that institutional phase comes into practice which involves various aspects of the business which are aligned with the planning and initiation stage. Furthermore, in this stage, training and development, appraisal, the performance of the organisation are determined to implement the plan effectively. In the last stage, maintenance is performed where after implementing the strategy or new transformation in the market, monitoring and evaluation of the plan is carried on. It is crucial to maintain the changes and also enhance the value of the organisation in the market.
The marketing activities of an organisation are affected by various environmental factors or situational analyses based on which decision are taken surrounding the firm. Furthermore, the influencing factors collectively build up a marketing environment (businessjargons, 2021). There are various forces that affect the marketing activities of a company, and the strategies are needed to operate within the marketing framework of the environmental forces. Furthermore, it is essential for marketers to understand the marketing environment in order to understand consumer behaviour. For example, in the retail sector, the competition is very complex as the consumers have innumerable choices of products with the same value and quality of products available in the market. Therefore, understanding the marketing environment will support the marketers to understand the requirements of the consumer through their purchasing behaviour and attitudes towards spending. The marketing environment further helps in determining the competitors, their goals and activities carried out in the market (Paurova and Gregova, 2020). Further, to also understand the USP of the competitors and the way through which they are targeting their consumers. This will support developing a report or planning based on which strategies will be developed, and the active decision can be taken. In addition to that, consistently studying the marketing environment and monitoring the changes will help the organisation to understand the changing trends of the market and also enhance the decision making power to mitigate the challenges that as a barrier towards the new changes. Moreover, the analysis of the marketing environment helps to determine the performance and also collect feedback from potential customer to create new ideas for the growth of the organisation. Furthermore, the situational analysis models such as SWOT, Porters five forces are conducted to understand the external and internal environment effectively. In addition to that, these models support marketers to determine the competitive advantage in the market of other products. 
The STP refers to the segmentation, targeting and positioning of the company in the market. Therefore, STP is a marketing tool that is used to analyse the performance of the company and the benefit gained from the products and service. Segmentation refers to understanding product performance in the market segments. Target refers to the target audience the company has assumed to analyse the sales factor of the product and services(Wright, 2020). Furthermore, positioning refers to the position of the product in the market, which opines the maximum growth perspective. Segmentation is very much essential to divide the overall market into equal areas for overall growth and development. Furthermore, market segmentation also increases the ability to achieve key aspects of the market. In the context of Tesco, the overall segmentation of the market has been based on various areas such as geographical, demographical, Psychographic and behavioural. Every segmentation of a product is based on geographical, demographical, psychological and behavioural status(Hanlon, 2021). The segmentation of Tesco TV product is based on this segmentation format. In the geographical segmentation, region and density are analysed for increasing the sales of LCD TV. In the demographic segmentation, many things are analysed, such as Age, Gender, Income, occupation, education, social status, and family size(Dudovskiy, 2016). Therefore, TV is a family product for which all of these segmentations are essential to analyse. In the case of Psychological segmentation, lifestyle and personality are very much important to analyse as it demonstrates the purchasing capability of the target audience. The behavioural segmentation illustrates occasions, benefits sought, User status and attitudes. Thus, all these segments elaborate on the segmentation, followed by Tesco to increase the sales of LCD TV. Targeting refers to the type of people and target audience the product will be distributed to. Therefore, in the UK, in the geographic segmentation, the target audience in terms of the region is 14 countries. Moreover, the LCD TV will be sold in both Rural and urban areas to increase the target audience. 
Marketing mix refers to the 4ps of marketing activity that promotes all the operation of the organisation in various context. Therefore, the marketing mix analyses the brand reputation and brand position of the organisation in every context(Langford, 2019). The marketing mix also provides information about various strategies such as product and service innovation according to the market trend. Furthermore, marketing strategy and the various Ps of the marketing mix helps to achieve business goals and objectives(Hanlon, 2021). The following marketing strategy of TESCO plc has enhanced the overall growth of the company. The product strategy refers to the diversified range of products offered by the company to attract various range of customers. In the case of Tesco, the product strategy is based on the taste and preference of the customer towards the product and services. Moreover, Tesco develops all the products and innovates the product according to the market trend. In addition to this, Tesco also offers a wide range of product with a different brand to enhance the taste of the customer, which result in maximum sales. The product strategy of Tesco is very much impressive that supports the organisation in a different context. Pricing strategy refers to the effective pricing of a product or service, which should be based on low pricing. Therefore, Tesco follows the cost leadership strategy that increases the ability of the company to reduce the price of the product lower than the market. Therefore, Tesco maintains the quality of the product, along with a low pricing strategy to attract bulk customers towards the product(mbaskool, 2020). Thus, it means Tesco mainly focuses on the sales perspective rather than high profit. Place strategy refers to the selection of an appropriate location to gain every kind of facility. Thus, place strategy is very much important for acknowledging the benefit of distribution and advertisement at a certain location. Therefore, Tesco uses the distribution strategy that increases the ability of the company in delivering goods in a speedy manner. In addition to this, Tesco has more than 6900 stores in approximately 11 countries. Therefore, to maintain the place strategy, every store has an average area of 1000 Square meters. In addition to this, the place was Tesco shopping area is located crowdy very much from were the company can easily promote its business operation. In the case of promotional strategy, it refers to the advertisement and promotion of a product in the market. The promotional strategy is very much beneficial for accelerating the overall growth of the company. In addition to this, a promotional strategy is used for brand awareness and the development of company reputation. In the context of Tesco, the company uses the advertisement strategy to promote all the products and service along with various offers and discounts. Moreover, the respective company also promotes the product and services on the social media platform, which increases the presence of the brand. Further, Tesco can easily accelerate its advertisement strategy by delivering quality products and services to the customer according to the advertisement promise. Thus, Tesco also uses television ads, charitable promotion to increase brand image in the market operation. The 4ps of the marketing mix have been properly described in the context of Tesco with clear elaboration. Furthermore, the three more Ps of the marketing mix provides information about people, process and physical evidence, which are executed in external analysis. 
It has been concluded from the essay that marketing strategy and marketing mix is very much beneficial for growth and development perspective. In addition to this, understanding the marketing stages and processes is very much beneficial for accomplishing any task. Therefore, promotional activity in the market and delivering quality products increase the brand reputation and promotes all the activities of growth and development. Furthermore, the role of the marketing environment is very much essential to determine the marketing activities what culture has been maintained in the market. In the context of Tesco, STP promotes all the activities of the company to enhance growth and development. In addition to this, it has also been concluded that the marketing mix strategy of Tesco is very much impressive and develops the ability to perform in the market. 
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