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Executive summary 
Marketing strategy of any organization plays an integral part in the deciding the success of the organization in domestic as well as in global market. The present report deals with performing a marketing strategy analysis of Tesco as marketing manager. Certain different marketing strategies has been formulating in this report involving SWOT analysis, PESTLE, VRIO, STP and marketing mix strategies. The adoption of these strategies provides an empirical approach towards the strategies initiated by Tesco to develop its marketing position. Along with that as a marketing manager few recommendations has also been provided that can improve the marketing position of Tesco.
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[bookmark: _Toc88841490]Introduction 
The present business environment has taken a drastic change after the outbreak of Covid 19. According to KPMG, the financial position of most of the businesses has faced certain financial constraints as well as change in their marketing strategies in order to gain their position in the market. Therefore, in this present report as a Marketing manager analysis is conducted on the internal and external environment of TESCO that have faced certain issues ranging from safety of employees, shoring up cash and liquidity. The following report provides a comprehensive evaluation of all the marketing factors and its relevant theories that can contribute towards the development of TESO after the outbreak of Covid19. 
[bookmark: _Toc88841491]Impact of covid 19 on TESCO 
TESCO, Britain’s biggest supermarket, has faced an unprecedented loss due to Covid 19 pandemic. The company reported that its profit slid by fifth over the past year due to the pandemic. The prefix profit for the month of February has slid down to 825 million pound in comparison with 1 billion pound of last year. Profits have weighed down by 892 million pound, TESCO has also incurred an additional cost £892m in order to hire new employees and reconsider their marketing strategies. Along with that the pre-tax has fallen by 20% due to the additional cost made by TESCO to forgo business staff (Theguardian, 2021). 
[bookmark: _Toc88841492]Internal analysis 
SWOT 

	Strength 
· Leading grocery retailer in UK
· Increasing market share

	weakness
· operational practice
· Inventory management

	Opportunities 
· online grocery sales
· Adoption of AI and technology
	Threats 
· UK -EU relation
· Increasing competition




Strength 
· Leading grocery retailer in the UK-TESCO is one of the leading grocery retailers and supermarket companies operating in the UK. The operating profit incurred by TESCO in the year 2021 accounts for over £1,304m, making it higher sales and revenue as compared to that of its competitors in the supermarket chain of Great Britain (Tescoplc, 2021). 
· Increasing market share- TESCO operates among the big supermarkets operating in the UK, it dominates the retail market of Great Britain by having a share of about 27% in the market. In the present situation it has recently captured the retail market of Ireland. 
Weakness 
· Reduction in operational practice- In the year 2018, TESCO share price has fallen by 9% due to reduction in its operational practices. In the first half of the year 2020 the share of TESCO has fallen by 6% in a day and over 16% reduction in the whole year (Ft, 2018). 
· Inventory management- TESCO has paid over $175,000 fine for portraying their products for continuous 15 days after its expiry day (Thesun, 2021). 
Opportunities 
· Increase in online grocery sales-after the outbreak of Covid 19 on a global level and imposition of restriction on movement of people, the popularization of online buying of grocery items have increased. The adoption of successor was taken up by Ocado that benefited from online sales registering an increase of about 76% in its sales. TESCO can also avail this opportunity in the marketing of its products and increasing its market share. 
· Adoption of AI and technology- supermarket giant named Morrison has partnered with Schweich is a leading IT consultancy company. The initiation of partnership was made to improve their productivity level and operational unit. Adoption of artificial intelligence in the business practice of Morrison can considerably help in predicting and delivering a high range of street level needs. Thus, including AI and other integrated technology in the business and marketing operation of TESCO can act as a game changer to the profitability level of the company. 
Threats 
· UK -EU relation - the current position of the no deal Brexit can suspend and majorly affect the free trade agreement with the EU. The facilitation of suspension of action with the UK can adversely affect the trade relation and developing a trade relation with the EU based on the norms and rules in WTO. the inclusion of these new rules an action can bring additional tariffs, quotes and custom checks. 
· Increasing competition- it has been identified that ASDA has changed its partnership from Walmart to Issa brothers. The new partnership action can bring about unprecedented growth to ASDA by developing 6000 forecourts in around 10 countries. Thus, the upheaval of ASDA can pose a great threat to TESCO and its increasing market share. 
[bookmark: _Toc88841493]VRIO 
VRIO is a strategic tool used by every organization to internal resources and capabilities of an organization. Hence VRIO analysis is conducted on Tesco to analyse its internal environment in an effective manner. 

	Resource 
	Valuable 
	Rare 
	Inimitable 
	Organized 
	Impact on competitive advantage 

	Store number 
	Yes 
	No 
	Yes 
	Yes 
	Competitive advantage 

	Value for money 
	Yes 
	No 
	Yes 
	Partly 
	Sustainable competitive advantage 

	Skilled employees 
	Yes 
	Yes 
	No 
	No 
	Temporary competitive advantage 

	Wider product portfolio 
	Yes 
	No 
	Yes 
	Yes 
	Sustainable competitive advantage 

	Financial resource 
	Yes 
	Yes 
	No 
	yes
	Sustainable competitive advantage 



The VRIO table illustrated above about the strategy adopted by Tesco provides the fact that the external business environment of Tesco is partly organized and is found to be competitive in the market. the products offered by Tesco are considerably low in comparison with that of its competitors in the market. Thus, it accounts for being sustainable and competitive in the market in a considerable manner. Conversely the number of skilled employees present in Tesco are very limited therefore it cannot be imitable with an easy approach as there are a number of responsibilities being attributed towards the employees working in the retail industry. Therefore, it can be justified with the fact that the competitive advantage is found to be temporary in nature. There are a wider range of products being offered by Tesco to its customers on a regular basis therefore the value for the products can be considered efficient and maintain sustainable competitive advantage in the market.
[bookmark: _Toc88841494]External analysis 
PESTLE 
Political:TESCO is a multinational company having its operation in different parts of the world;thus, the government body and its rules and regulations vary from country to country and it is important that TESCO considers all the norms and standard practices based on the host country policies. TESCO has its business operations in countries such as China, Crez republic, Poland, hungry and Britain. The political condition of Britain is found to be stable and help the retail companies to operate in a successful manner. On the other hand, the Brexit deal has created an unprecedented environment for the business community. The impact of Brexit can considerably increase the price of TESCO products by 3% - 6% approximately (Gudginet al. 2018). 

Economic: the impact created by Covid 19 on all the major businesses of the world, the imposition of restriction and social distancing norms affected the business of TESCO in a considerable manner. As per Kureshi and Thomas (2019), the adoption of online grocery shopping and increase in the E commerce platform has increased the sales of Tesco and its profitability. It has been estimated that the annual revenue and profit margin of Tesco has increased by 360 billion in the year 2020 (Tescoplc, 2021). The adoption of online platform the market share of Tesco has increased considerably by 26.8%. 
[image: Tesco profits surge as online orders double - BBC News]
Figure 1: market share of Tesco
(Source: Kureshi and Thomas, 2019)
Social: it has been identified that Tesco follows a local social trend in order based on all the different communities it operates and makes the product based on the needs of the different customers residing in different parts of the country. For example, it uses the tag of Halal meat in the market of UK for its Muslim customers, along with that it also operates a separate brand for operating halal meat in countries such as Thailand. In the same manner it also provides Kosher products for its Jewish customers residing in the UK. On the other hand, the demand for Vegan products is also increasing in the market. The demand among the customers for vegan products will increase by 4.2 billion in the year 2020 (Haridasan, 2021). Thus, Tesco is well aware of the changing business environment and would apply the sale of vegan products around 300% by the end of 2025. 
Technological: the adoption of technology is one of the main reasons behind the success of any organization operating in the present situation. According to Ahmed and Moosafintavida (2020), Tesco has also adopted innovative technology in its business operation. Facilitating the action of online payment with mobile, adoption of E-commerce platform of e commerce and barcode scanning facility are some of the technologies induced by Tesco. In the present business situation of the e commerce platform Amazon is one of the leading company in the field of technology and Tesco has developed a partnership with Amazon Go creation that facilitate cashless billing technology. The initiation of this technology has changed the retail business operation of Tesco in a considerable manner and provides trouble free billing to customers.   
Legal:the legal structure and governing body plays a crucial role for developing any organization in the international context. Therefore, it becomes imperative to follow certain rules and regulations of its operating country. In the year 2018 the EU has introduced new law that limits the performance of companies in order to perform anti-competitive activity in the market (Ec.europa.eu, 2021). Thus, it does not allow Tesco to avail the change of merging with big companies and remain competitive in the market. It also restricts the company to hire employees and provide them with less wages, it has been found that the government has imposed restrictions on Tesco for violating certain norms and rules. 
Environmental:in respect of environmental concern, Tesco has initiated a plan named phase 2 in the prospect of recycling products. According to Nyame-Asiamah and Ghulam (2019), these plans involve removal, reuse, reduction and recycling of plastics and its related products. The adoption of this initiative will help Tesco considerably in eradicating non recycled plastic from the environment and decrease pollution. 
[bookmark: _Toc88841495]Porter five force 
Bargaining power of buyer 
The operation of Tesco operates in different countries, having its business through online as well as stores. As per Chen and Zhang (2019), the bargaining power of the customers in the retail industry are high as there are a wide number of vendors and alternatives present in the industry. The existence of competitors such as ASDA and Sainsbury make a wide range of opportunities to the buyer and makes the industry attractive. It has been identified that the bargaining power of the customers in the UK are high due to increasing competitors providing the same product at a comparatively low cost. Therefore, it is required that Tesco keeps the price of its products low in order to remain competitive in the market. 
Bargaining power of supplier 
The bargaining power of the suppliers especially in the retail industry is considered to be low due to the existence of a number of suppliers in the industry. The suppliers tend to have a low impact on the firms. In the words of Cho et al. (2019), considering the case of Tesco that works with 2500 suppliers in the UK and many others at international level. The power of suppliers in Tesco does not exert any role in influencing the market as there are a number of suppliers associated with Tesco and the company negotiates on tough ground with their suppliers in order to increase their profit margin. 
Threat of new entrants 
The threats of new entrants in the retail industry are considered to be high as it is easy for any new company to enter the industry. Small businesses can easily operate in the emerging market and be competitive in the industry. In the business market of the UK, the threats related to new entrants are considered to be low due to the existence of low capital in the industry. Therefore, in this situation Tesco need not to worry about the new entrants because it attains economies of scale. 
Threats of substitute goods 
According to Smith (2017), the threats of substitute goods are found to be high in the retail industry due to the existence of competitors in the market. There are a wide range of different products offered by different companies. Tesco provides a wide variety of consumer goods to its customers, along with that it also offers substitute goods products in the market. Therefore, the fact can be considered that the threats of substitute goods is high due to the existence of its competitors in the market. 
Competitive rivalry in the market 
There are a number of competitors of Tesco in the market that are competitive in the industry, some of the competitors of Tesco consists of Sainsbury, Morrison and ASDA and these companies spend large amounts of money on its marketing and advertising. In the words of Aiello et al. (2020), Tesco is recognised as a leading company in the retail industry, however there is an intense competition. Price Wars Therefore, were initiated by Aldi and Lidle that adversely affected the profit margin of Tesco in a considerable manner. 
[bookmark: _Toc88841496] Marketing mix 
The concept of marketing mix can be considered as a business practice that is focused on four different aspects namely product, price, promotion and place. As per Ibrahim et al. (2017), the adoption of marketing mix in the business can be identified as a strategic measure to attain the business objective in an effective manner. Therefore, 4Ps of marketing mix has been carried out for Tesco in order to identify its marketing strategy and improve it to overcome the loss incurred due to Covid 19. 
Product strategy 
Tesco is one of the leading companies in the UK, providing a wide range of consumer goods and services to its customers. According to Fatricia (2017), the product strategy adopted by Tesco can be identified by considering the number of sub brands it operates with such as Tesco Lotus, Tesco Value and F&F. There are a wide range of products offered by Tesco depending on the leads visiting the company. It also provides financial services to its customers operating in the UK, along with that it also provides services through online mode. In order to improve its marketing strategy Tesco has revived its 30plus food categories catalogue and limited the product line and focused on developing the essential products (Tescoplc, 2021). 
Price strategy 
The price strategy adopted by Tesco involves cost leadership, it focuses on providing products at a low cost and at the same time maintaining the quality of the products. According to Tirawatnapong and Fernando (2018), the adoption of economies of scale and utilization of the best medium in order to procure low price products is the strategy adopted by Tesco. It continuously works in collaboration with its suppliers in order to improve their supply chain management and develop efficient products. Tesco has initiated a programme named “Brand guarantee that allows its customers to avail low price on any branded products in any other stores of Tesco by making a comparison. 
Place & distribution strategy 
It has been identified that Tesco has more than 700 stores in different parts of the countries; the stores operated by Tesco are based on the type of stores and its footfalls (Tescoplc, 2021). According to Alam and Raut (2019), the stores of Tesco are classified under different types namely Tesco express, Tesco metro, superstores and Tesco Extra.
Promotion strategy 
The advertisement and promotional strategy adopted by Tesco is different from that of its competitors in the market. It has a strong and reliable brand image in the market that relies mostly on delivering products at a low cost. The promotional activity adopted by Tesco involves using hoardings, charitable events, television ads and ads on promotional channels. As per Hess et al. (2020), another promotional activity adopted by Tesco involves providing promotional discounts to the customers. There is also a loyalty card developed by Tesco called “Tesco Clubcard”, that provides the opportunity to differentiate its target customers. The loyalty card gives the owners the power to redeem certain offers and discounts. 
[bookmark: _Toc88841497]STP marketing
In the business environment the adoption of STP marketing tools is a gradual and strategic approach that can help any business organization to enhance its business strategy and reconsider their marketing strategies. As per Romppanen (2021), the STP model stands for Segmentation, Targeting and Positioning. The adoption of this strategic model helps an organization to segment their audience and target the needs of the customers by positioning the brand with a different approach. Therefore, STP analysis is conducted on Tesco to identify various external factors that affect the growth of the company. 

	Segmentation basis 
	Target customer segmentation for Tesco

	Geographic 
	Region 
	UK, Australia, India, Ireland and 12 other countries 

	
	Density 
	Both urban and rural areas 

	
	Age 
	All age group 

	
	Gender 
	Females and males 

	Demographic 
	Income 
	Low to middle income group 

	
	Occupation 
	Employees, students, households. 

	
	Education 
	bachelors, high schools, professionals

	
	Social status 
	Middle class, skilled employee and lower middle class 

	
	Family size 
	Joint family, nuclear family and single individual. 

	Psychographic
	Lifestyle 
	High class, lower middle class, traditionalist, commoners. 

	
	Personality 
	Easy going 

	Behavioural 
	Occasion 
	Partly any 

	
	Benefits 
	High quality products at a low price, a wide variety of products. 

	
	User status 
	Users are usually active 

	
	Attitude 
	Positive and optimistic 



The table provided above defines the target customer segmentation of Tesco, it has been found that the products and services provided by Tesco are mostly availed by those customers that are cost conscious and can undertake bargaining of products. According to Tench and Topić (2017), there are other supermarket giants operating in the UK such as Waitrose that target only those customers that are from high income groups and search for quality products more than the price. The stores of Waitrose are found to be more spacious than other supermarket competitors like Tesco. The buying behaviour of the customers also plays a greater part in defining the customers target segmentation. 
The position of any product consists of different elements of the marketing mix that can attract a greater number of customers towards the brand and increase their sales. Therefore, to overcome the loss incurred due to pandemic Tesco can adopt different positioning strategies in its marketing strategy such as: 
Functioning positioning: this positioning strategy involves improving the quality of the products and increasing the range. This position method can be used by Tesco to sell its high-class product and display it into a main part of the products. In the words of Tleuberdinova and Zhussupgazina (2021), all those products that are facilitated through the functional positioning are found to be more expensive that can increase the additional cost of Tesco. 
Symbolic positioning: the idea of symbolic position is mainly based on the aim and values to be attained by an organization related to its products. Tesco can initiate this type of positioning strategy in order to maintain free and free trade relations in the retail industry. It can also initiate this position strategy in its textile production by not using products that practice child labour. 
Price positioning: the adoption of price positioning can be applied by Tesco in order to widen its range of products. In the words of Domański and Łabenda (2020), Tesco can also attract a wide range of customers that are highly driven by the price of the products. 
Experimental positioning: the idea of experimental positioning deals with the inclusion of cognitive stimulation or sensory action to the customers. Tesco can explicitly use this posting strategy to target specific customers that are more concerned toward beauty and health products. 
[bookmark: _Toc88841498]Recommendation 
The present report deals with the marketing strategy adopted by Tesco in order to increase its productivity level and foster growth in the market. Therefore, in order to improve the functioning of Tesco. As a Marketing manager certain recommendation has been formulated that can be considered useful for Tesco for increasing its market growth, these includes 
· Organising a cross department workflow: it is important that Tesco establish a project workflow that caters to the marketing action that needs to be taken in the company. Creating an internal working environment that can influence the working of the other individual can greatly improve the internal organization. 
· Analyse the competitors in the market: it is most important that Tesco analyse the role and strategies adopted by its competitors such as Sainsbury, ASDA and many others present in the retail industry. Analysing the products that have been produced by its competitors along with the reason behind the inclination of target customers towards the competitors. 
· Building relationship: developing an effective and strong marketing strategy does not encompass only about developing a strong relation rather developing an effective relation that is long term with other brands existing in the industry. The development of relations can be facilitated easily with the help of social media that cover a wide range of customers. 
[bookmark: _Toc88841499]Conclusion 
As a marketing manager, the conclusion that can be drawn after the analysis of the present report that deals with the concept of marketing strategy adopted by Tesco. After the outbreak of Covid 19 there are various business organizations that have faced situational crisis in its business and among those among industries Tesco is also involved. Therefore, in order to overcome these crises various marketing strategies have been adopted by Tesco to analyse its internal and external environment such as SWOT, VRIO, Pestle and many others to evaluate its marketing condition and develop effective strategy.


[bookmark: _Toc88841500]Reference list 
Ahmed, J.M. and Moosafintavida, S., 2020. Why nabors industries (NBR) Acquired Tesco Corporation (TESO) in an all-stock transaction: A case study. International Journal of Applied Science and Engineering, 8(2), pp.147-154.
Aiello, L.M., Quercia, D., Schifanella, R. and Del Prete, L., 2020. Tesco Grocery 1.0, a large-scale dataset of grocery purchases in London. Scientific data, 7(1), pp.1-11.
Alam, S. and Raut-Roy, U., 2019. Evaluating the Effectiveness of Reward Strategy at Tesco: Evidence from Selected Stores in UK. Indian Journal of Industrial Relations, 55(1).
Chen, S.L. and Zhang, C.J., 2019. Bargaining coordination strategy of closed-loop supply chain with consideration of environmental performance and remanufacturability. Computer Integrated Manufacturing Systems, 25(5), pp.1283-1295.
Cho, W., Ke, J.Y.F. and Han, C., 2019. An empirical examination of the use of bargaining power and its impacts on supply chain financial performance. Journal of Purchasing and Supply Management, 25(4), p.100550.
Ec.europa.eu, 2021. Antitrust - European Commission - europa.eu. Available at: https://ec.europa.eu/competition-policy/antitrust_en [Accessed on 19th November 2021]
Fatricia, R.S., 2017. STRATEGIC ANALYSIS OF TESCO SUPERMARKET. JurnalManajemenTerapan dan Keuangan, 6(2), pp.69-86.
Ft, 2018. Tesco shares fall after operating profits disappoint. Available at: https://www.ft.com/content/a0863b1c-c6d0-11e8-ba8f-ee390057b8c9 [Accessed on 20th November 2021]
Gudgin, G., Coutts, K., Gibson, N. and Buchanan, J., 2018. The macro-economic impact of Brexit: using the CBR macro-economic model of the UK economy (UKMOD). Journal of Self-Governance and Management Economics, 6(2), pp.7-49.
Haridasan, A., 2021. How Plant-Based Meat Brands are Disrupting the Indian Market. Available at: https://www.indianretailer.com/article/whats-hot/retail-trends/how-plant-based-meat-brands-are-disrupting-the-indian-market.a7359/ [Accessed on 19th November 2021]
Hess, N.J., Kelley, C.M., Scott, M.L., Mende, M. and Schumann, J.H., 2020. Getting personal in public!? How consumers respond to public personalized advertising in retail stores. Journal of Retailing, 96(3), pp.344-361.
Home.KPMG, 2021. Unleashing the positive in net zone. Available at: https://home.kpmg/xx/en/home.html. [Accessed on 20th November 2021]
Ibrahim, A.A., Alkhawlani, M.A.A. and Al-shaghdari, F.M., 2017. Customers Desires on Marketing Mix and It’s Impacts on Tesco (Malaysia). International Sciences of Management Journal, 1(1).
Kureshi, S. and Thomas, S., 2019. Online grocery retailing–exploring local grocers beliefs. International Journal of Retail & Distribution Management.
Nyame-Asiamah, F. and Ghulam, S., 2019. The relationship between CSR activity and sales growth in the UK retailing sector. Social Responsibility Journal.
Smith, S., 2017. Rights-Threats, Wrongs and Injustices: The Common Law’s Causes of Action.
Tescoplc, 2021. Interim Results 2021/22 - Tesco PLC. Available at: https://www.tescoplc.com/media/758013/tesco-plc-interim-results-2021.pdf [Accessed on 20th November 2021]
Theguardian, 2021. Tesco profits fall as Covid costs offset sales surge. Available at: https://www.theguardian.com/business/2021/apr/14/tesco-profits-fall-as-covid-costs-offset-sales-surge [Accessed on 19th November 2021]
Thesun, 2021. Tesco fined £175,000 for displaying out-of-date yoghurts. Available at: https://www.thesun.co.uk/news/12840458/tesco-fined-175000-out-of-date-food/ [Accessed on 19th November 2021]
Tirawatnapong, R. and Fernando, M., 2018. Factors Influencing Bangkok People Purchase Intention towards Tesco Lotus House Brand Products. International Research E-Journal on Business and Economics, 4(2), pp.15-29.


17

image1.png
Supermarkets market share
12 weeks to 6 September 2020

Tesco 26.8%
Sainsbury's 14.9%
Asda 14.5%
Morrisons 10.1%
Aldi 8%
Lidl 6.9%
Co-op 6.8%
Waitrose 4.9%
Others 4%
Iceland 2.4%
Ocado 1.7%
. T T T
0% 10% 20% 30%

Source: Kantar [B|B|C]




image2.png
Prifysgol Cymru
¥ Drindod Dew Sant
University of Wales

Trinity Saint David




