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[bookmark: _Toc87000133]Executive Summery 

Marketing activity is vital for organisation to become successful. Through marketing activity organisation design their product of service for its customers or consumers. Marketing goes back to first human being and effective marketing techniques can produce desired result for the organisation. Techniques such as, environmental analysis, marketing segmentation, using marketing mix model, such as 4Ps founded by McCarthy in 1960. The recommendation for going forwards for Tesco is to remove or stop advertising other organisation who is direct competitor for them which is Liddle, and open store outside clean air zone to attract wider audience and finally to understand international culture and their buying behaviour for effective operation which will make the organisation go forward. 

















Contents
Executive Summery	2
Introduction	2
Overview of Tesco	3
What is Marketing?	3
SWOT	6
PESTEL Analysis	6
Political	7
Economical	7
Social	8
Technological	8
Environmental	8
Legal	9
Market segmentation	9
Marketing Mix	10
Product	10
Price	10
Promotion	10
Place	10
Conclusion	11
Recommendation	11
Reference	11







[bookmark: _Toc87000134]Introduction 
This report will look at the concept and usefulness of marketing, and look at an overview of multinational retailer Tesco and how are they performing their marketing activity. A SWOT PESTEL analysis will be the main component of the report because only by analysing internal and external environment organisation can go forward. By knowing external and internal influence organisation can make their marketing strategy effective because they will know what their limitations, obstacles, and strength is and can act accordingly.

This report will explain some of the marketing segmentation and try to find out what is the suggestion from literature and Marketing Mix of 4Ps will be in this report and try to find out how marking mix or such tools of McCarthy can help marketing teams achieve their or organisation objects. This report will have a conclusion brief recommendation for Tesco to improve some of its marketing activity. Finally, this report will have a reference list.  

[bookmark: _Toc87000135]Overview of Tesco
Tesco is a British retailer, their journey started in 1919, founder of Tesco is Jack Cohen, who has started their journey from London from a market stall. Now Tesco is known as a multinational retailer that is operating globally, such as Ireland, Poland, Czech Republic, Slovakia, Hungary, Malaysia, China and India (Kar, Bansal and Mishra, 2021);  researchers also found out Tesco has a vast workforce of 464 thousand and has 6,993 physical stores around the world researchers also found that the Tesco archived sale of £56.9 billion in the year 2019, and Tesco is leading shareholder, which is at least 10% more in four consecutive years from 2017 to 2021 (Blazquez, 2021). 

Tesco operates or serves the needs and wants of people with their huge selection of products, they are providing people household foods and non-food items as well, arranging from fresh and frozen fruits and vegetables as well as meat products. Tesco has introduced the clothing brand Florence and Fred (F&F), so that people can buy clothing at an affordable price, from fashion wears to children’s school clothing. The clothing segment was introduced in 2001 (Tesco-bst.com. 2021), in 2012 Tesco has opened its F&F franchise in Dubai and according to Tesco, they became the leading fashion brand in Europe in 2012. Tesco is providing mobile contracts as well as sim-only contracts. The organisation used 02 as their mobile virtual network operator (MBNO) and launched in 2003, by 2016 they reached 4.6 million customers (Sword, 2016), which was possible because of existing customer base brand loyalty, and first-mover advantage of giving customers 4G network coverage for no extra cost (4g.co.uk, 2021).

[bookmark: _Toc87000136]What is Marketing?
 
Starting of Marketing was from the first human being, admitted by management guru Kotler (2005, pp. 4–5), who is known for his work of change management. Kotler was directing to the biblical story of the snake who convinced Eve to market Adam to eat the forbidden apple. However, Phillip Kotler is the founder of the broadened concept of marketing and promote the generic concept of marketing, which is the core concept of marketing is transaction or exchange of value between any two social units or parties (Kotler and Levy 1969; Kotler 1972, pp. 48–50). Baker and McTavish (1976) also agree with the idea of marketing being one of the oldest practices of mankind but introduced in business discipline recently. 

Baker and McTavish also stressed in their introduction, that most organisations can to existence to provide products or services to a defined group of customers (1976). Baker and McTavish's reasoning still stands strong, since customers segmentation is vital for an organisation, especially in the retail industry, which is mature and competition high, because there is very little scope for product differentiation. Tesco cannot compete in every segment of the market with the same product range. Ted Levitt (1960, cited on Boddewyn et al1986), urged business to investigate or rectify their marketing myopia, he continued by asking an organisation to define the business broadly, and consider what customers’ needs and want. An organisation must create value for its customers and be profitable at the same time, hence both the organisation and the customers will benefit from the relationship. Tesco must be market-oriented to meet customers’ needs and wants. This is the knowledge economy, which is driven by data, which is called big data. Companies gather data from social media, internet and form strategies according to the data they have collected or even bought from an external company. since everything is driven by knowledge and technology, it is right to say, who so ever has more data, will have an advantage in market position. 

Marketing plays a vital part whining an organisation which is building profitable customers, by understanding the needs and wants of the customers, segmenting the market and striking the market segment where a firm has resources and capability and develop comprehensive value proposition by an organisation can retain, attract new customers and develop them (Armstrong, 2009, p.15); the researcher also suggested, if those acts performed by an organisation can reap rewards in term of customers equity, profits and increase market share. 


Tesco Plc is the largest supermarket chain in the UK and they have invested £74.75 million (m) in the year 2018, £80.83m in years 2018, and in 2020 they have invested £81.15m towards their marketing activity (Statista, 2020). In 2020 Tesco has invested its marketing budgets in TV media for the Christmas period and it has paid off for them, by collaborating with Channel 4, ITV, and Sky Media to put their advertisement on eight UK’s most-watched shows (Watson, 2020). Tesco has seen positive outcome their marketing investment, they are the market leader in the UK, average market share of Tesco for the period from January 2017 to May 2021 is averaging 27%, at least 10% more than its immediate competitor Sainsbury at any given period between 2017 to 2021 (Blazquez, 2021).  


Impact of Environmental Factors on Marketing 

Environmental factors can impact marketing activity and even influence new behavior. Not a single organisation is operating in a vacuum; every organisation is surrounded by customers and competitors, laws and liabilities, and pressure groups and public bodies (Blythe and Martin, 2019, p.47). An organisation must monitor its external and environment regularly, other ways the competitors will seize the opportunity and find an effective way to execute external and internal influence by monitoring. Since environmental factors can influence not only the marketing performance of the organisation but the organisation as a whole. Tesco must monitor any environmental factors, such as political, economic, or social factors, etc, largely to find a way to adapt its marketing mix to address any changes within the environment. (Jackson and Wood,2013, cited on Blythe and Martin, 2019, p.48).


Tesco needs to understand its micro and macro environment to see threats and opportunities for its marketing. It is also vital for an organisation to invest in its research and development to realise future marketing strategy and marketing return to exceed the investment.  


[bookmark: _Toc87000137]SWOT

	
	Internal factors 
	External factors 

	Positive factors
	Strengths 
1. Market leader 
2. Product portfolio is vast and product diversification.
3. Large loyal customer base.  
4. Special aisles for match Aldi price. 

	Opportunity
1. International expansion can increase brand awareness globally.

  

	Negative factors 
	Weakness 
1. International market awareness, cultural awareness. 

2. Luck of Market research 4. Special aisles for match Aldi price. 




	Threats 
1. Competitors 
2. Environmental threats
3. threat of lost or stolen items because of self-check-out 
4. innovation from competitors 








[bookmark: _Toc87000138]PESTEL Analysis 

The PESTEL is an abbreviation of, Political, Economic, Social, Technological, Environmental and Legal, those factors are almost uncontrollable for the organisation. So the organisation must find a way to overcome those challenges strategically or have a plan and execute those plans as efficiently as possible to realise profitability. 



[bookmark: _Toc87000139]Political 
A politician can pass legalisation and has some control of the economy with can either increase or reduce the purchasing power of customers. During covid19, government-provided financial incentives to non-essential businesses, so that they can resume their activities when the safety measure is eased, on the other hand, it has cost Tesco £900m to curry on trading through covid19 pandemic, due to furlough payment, extra employees recruitment in place of furloughed staff as well cost associated extra safety measure during pandemic (BBC News, 2021). Back in 2011, the UK government has increased the VAT rate from 17.5% to 20%, which has reduced customers' purchasing power, especially those who were in low income (BBC News, 2011).
Tesco is not only operating in the national market but also has an international appearance, they are operating in 13 countries in Asia and Europe (Rosnizam, et al, 2020). Globalisation has exposed Tesco to many international political factors which can impact its marketing campaign. Political factors as such as tax rate, political instability, and unemployment can determine the marketing strategy for Tesco, as such, new products and services and import tax on some products which Tesco sources from the outside UK will determine the supermarket to choose which segment they want to promote their product and service and at what price. 

[bookmark: _Toc87000140]Economical 
The interest rate can influence buyer and consumers buying behaviour, because if the interest rate goes high and the result of it, a homeowner must pay more towards their mortgage vice versa for Tesco as well, Tesco will have to pay more for their borrowing if the interest rate goes high. Therefore, it will impact how the organisation operates and will affect its customer services if they decide to cut operational costs in a means of staff deduction. The currency exchange rate can have a negative or positive impact on firm operation, since Tesco must import some of their inventory, the cost of the inventory will determine from currency exchange rates. Population or segmented market income will depend on their buying behavior, if Tesco operates in a location where people incomes are long and high unemployment rates are high, it will affect their performance and they must find an attractive way to attract customers to spend with them (Rosnizam, et at, 2020). During economic crises, people will start saving out of insecurity, and they will spend less, according to Mankiw (2012), people will go for cheaper options during economic crises and spend scarce resources carefully.

[bookmark: _Toc87000141]Social
Social awareness refers to, how certain communities behave in certain ways, and their culturally shared beliefs, behaviour, customs, and attitude. If Tesco understands the social trends, they can quickly adjust the products sooner to meet customers’ needs and wants. Lots of people are using the internet in the UK, therefore it is okay for Tesco to post an online advertisement, however, it may not be true for India. Yes, the cultural aspect does influence how organisations want to communicate their products and services. 

[bookmark: _Toc87000142]Technological
Technological advancement is essentially and keeps up with the new technologies to enhance effective organisation performance. It was not possible to communicate as many people as know, through social media with help of the internet can communicate with millions of potential and current consumers/customers simultaneously. Tesco is using technology to promote their products as well as manage their supply chain. Tesco is using barcode readers for doing their inbound and outbound logistics (Porter,1985). Tesco has introduced their first-ever check-out free store in London (BBC News, 2021), which has made the operational cost down and speed up for that segment of customers who does value speedy service over physical services that they could get from other stores. Tesco has benefitted from the Tesco club card rewards system which has increased customers loyalty thereby increase in customers retention (Turner and Wilson, 2006). It has also made marketing activity efficient and less time-consuming for gathering relevant data regarding customers buying behaviour.  

[bookmark: _Toc87000143]Environmental
Now more and more people are aware of environmental factors, as such global warming, and that shifting buying behaviour toward a product that is sourced sustainably and ethically. Many challenges and opportunities are posed by suitability issues if the government action towards the betterment of the environment and the pressure group who campaign for environmental betterment can limit organisation activity (Tischner and Charter, 2017). In the UK government has introduced a clean air zone, where a car does not comply with euro 6 emission. So, if Tesco store located within the clean air zone will likely reduce the sale since people who has a car that does not comply with euro 6 emission will avoid going there, because they will get charged for entering the area. 


[bookmark: _Toc87000144]Legal
Marketing activities must abide by the law, the organisation cannot mislead or harass consumers by deceptive messages or misleading information (GOV.UK, 2021), as well as how organisations respond to competitors, for example, it is illegal for an organisation advert to use its competitor’s logo. 

Tesco was fined £300,000 for misleading customers by advertising a strawberry sale at half price when it was the normal retail price (BBC News, 2013).  This has earned a bad reputation for the organisation as well as provoked the customers to choose their competitors over them. 


[bookmark: _Toc87000145]Market segmentation 

Market segmentation is a tool, which can help marketing managers to identify their target market and design or custom make a product for a specific group of customer’s needs (Tynan and Drayton 1987, p. 301); a newsletter by Grey Advertising Inc. and cited in Haley (1985,
p. 8), defined market segment means is to cut market in a small slice. Each segment of consumers/customers may have different needs and for those needs, they can pay extra, which can translate into profit. The benefits of market segmentation are vast, but the most generic benefit is making organisations think about where they are now and where they want to be in the future (Dolnicar, Grün, and Leisch, 2018); researchers indicate that the common segmentation criteria are demographic, sociodemographic, psychographic and behavioural. And there are many more criteria than of common one. This is challenging for an organisation to choose from so many variants. Cahill (2006, p.159) suggested that organisations should do the least they can and choose the variant that is most effective and affordable for the organisation. This suggests, if the demographic segmentation work for the service or product, an organisation should use that, instead of another segment that appears to be attractive. 

Tesco is using behavioural segmentation and they are gathering data from observing customers' buying behaviour through Tesco club card. Tesco club cards made it possible for Tesco to monitor people buying behaviour and therefore they can meet their needs and wants more effectively and efficiently. Tesco will know which day that customer will shop and what are the products or service 

[bookmark: _Toc87000146]Marketing Mix
To achieve the best possing result, marketing was originally seen as a toolbox to assist in selling the product (Dolnicar and Ring 2014). The 4Ps marketing mix was proposed by McCarthy in 1960, which consists of, Product, Price, Promotion, and Place. Marketing can go hand to hand with market segmentation, after defining the customer's segment, an organisation can think of how they want to position themself in the marketplace.  
[bookmark: _Toc87000147]Product 
Tesco has diversified its products, from food to non-food as such as cosmetics, electronics, financial services, clothing, and telecommunications(Kreutzer, and Lechner, 2011). Plus Tesco has its brands as well, which is, Tesco Value, F&F clothing is some of Tesco’s brand. Tesco has differentiated its product from competitors by its labeling products, and those products are at a lower price than branded products, like Heinze, Wakers, and so on. One more way Tesco is differentiated their product and service is by introducing the Tesco club card rewards system which enables them to serve customers' needs effectively by observing their buying behaviour.
[bookmark: _Toc87000148]Price 
Tesco has an "everyday low pricing strategy", and they are matching budget supermarket prices like Aldi on products ranging from fresh and frozen foods (BBC News, 2020). And also, Tesco will go on price war against budget supermarkets, and they are working with their supplier regarding their policy of "everyday low pricing strategy". This will assure that Tesco’s customers will not pay more for branded products.
[bookmark: _Toc87000149]Promotion 
Tesco is communicating their product through print media as well as online media and also some traditional media, such as TV and radio advertisements. 
[bookmark: _Toc87000150]Place  
Tesco has 4,673 physical stores (Statista, 2021), and therefore consumers can buy direct from the store, or they can purchase online and get delivered. Tesco is working with the German “dark store” delivery group Gorillas to embrace a 10-minute delivery initiative (Butler, 2021) so that they can deliver groceries faster- this initiative started in London and those initiates can be adopted in many other urban cities like Birmingham 
[bookmark: _Toc87000151]Conclusion 
This has looked into marketing history which goes back to the first human being by Kotler, which means marketing has existed for a very long time, but the delivery of marketing strategy was different. This report has found some weaknesses of Tesco and they were their strength as well. Tesco has dedicated its shop aisles to products that are competitive with Liddle, which will encourage or some customers might not shop in Liddle but after seeing their name in Tesco store might trigger them to shop in Liddle. On the positive side, customers who are price-sensitive or maybe regular Liddle shoppers could be potential customers who will enjoy a bit of budget shopping as well luxury shopping from Tesco. 

Marketing segmentation is very important for effective marketing campaigns, effective marketing organisation attracts potential customers to buy their product, and one of the best marketing segmentation used by Tesco is using club card data to inform customer behaviour. This is very special because Tesco can give a personal shopping experience to every single club cardholder customer and this is very hard to imitate therefore Tesco has a competitive advantage over its competitors. A marketing mix is very important along with market segmentation because its helps the marketing team to decide what product they are willing to sell and the price they want to sell it for, and how customers can get the product, finally way to communicate the product. 


[bookmark: _Toc87000152]Recommendation 
Tesco must find another way to let people know that they are very competitive in terms of price, rather than name an aisle with a competitor who has some share of the market in which Tesco is operating. An alternative way of doing this could be just to have an aisle with saying this price has gone through a price comparison website or perhaps saying on the aisle, “we can't be bitten on price”, this will indicate that the products on that specific shelves are at best-valued price and Tesco will get customers loyalty and praise for such initiative.

Tesco must avoid opening a big store in clean air zoon until many people have adopted to lower car emission car or electric car. for the time being it will be better for Tesco to open an outlet outside of the clean air zone so that they can attract more people. National minimum wage and VAT rise indicates that the operating cost increase and therefore the net profit margin will decrease, base on that Tesco should increase their profit margins to mitigate that issue or negotiate with the suppliers to reducing the product price only then Tesco can earn high-profit margin yet remain competitive or be cost leader within their operating field. 

Understanding national cultures in vital globalisation and at the same time localise segmentation is vital when operating in global geographical locations, like Malaysia, China, etc. A survey can be effective when asking constructive questions to find out how people at the local demographic location perceive value. 
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