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INTRODUCTION

 
Marketing fundamentals provides the significant information about the description of the main principles which is required to be followed for having discipline in company’s strategy application to derive positive results. In the current era, awareness among the customers has inclined which needs business to concentrate on adopting accurate set of practices in respect to get effective results so gaining greater effectiveness in attracting and retaining clients can become possible. the recent study is based on Tesco that operates in retail sector by offering products such as clothing, groceries and many more. Present study will focus on providing blog by highlighting & evaluating segmentation, targeting and positioning strategies and current marketing mix. 
MAIN BODY
Evaluating the STP strategies of Tesco 
 For the purpose of becoming successful organization, it is essential for the company to pay attention on adopting the crucial course of action which can aid in gaining direction for moving towards effective performance. Customers in retail sector require the number of the varieties as their needs, demands, cultural differences, etc. contribute in decision making procedure. Tesco uses s STP strategy in respect to have clarity of its target audience so strategic approach for attracting them can be done. STP is one of the crucial theory of marketing which is used for obtained essence of marketing approach to take suitable actions to capture segmented audience in effective manner (The Segmentation, Targeting and Positioning (STP) Marketing Model, 2023). It contributes in prioritizing propositions and formulating personalized & relevant messages to engage with customers.
[image: image7.jpg]



[image: image8.jpg]





[image: image9.jpg]ey et Ao 5552
O L o &

Founded
i

09 e






 Describing current marketing mix strategies of Tesco

 It is promotional efforts that is implemented by business to allocate its resources on platforms desired responses from customers can be gained.  It is known as fundamental strategy of marketing that is widely taken into consideration by firm in order to get suitable extent of performance which includes products, price, place and promotion (4 P’s of Marketing 2023).  Each element is highly crucial that permits to get in-depth evaluation to take suitable course of actions in turn objectives such as higher sales revenue, greater profitability, etc. achieving can be done. Tesco have concentrated on adopting the below marketing mix strategies to obtain desirable performance. 
 Product


 There are range of the products which are sell by firm that involves cosmetic, electronics, clothing, groceries and many more. There is major level of focus is given on having appropriate availability of products so complying with market forces such as demand & supply can become possible.   Quality of products are largely well that is able to satisfy its clients so that loyalty   can be obtained (Wuisan and Handra, 2023).  The main reason behind this is that there is accurate adherence with domestic & international standards in turn proper ability to offer standardized products has become possible for the organization.  There are few other aspects also which makes Tesco products competitive as compared to the other players in market that involves warranty, packaging, brand, features style, functionality, convenience, after sales service, size, discounts and many more. These all have permitted the organization to optimize its overall approach to enhance its competitive so that dealing with changing demand can become possible.  It is allowing firm to get loyalty and repeat purchases through formulation of positive creation of perception for its offerings in turn significant attitude is derived that is enabling to accomplishing objective of deriving economies of scale. 
 Price


   There are distinct types of pricing strategies which involves skimming, penetration, cost plus, competitive, etc. It is essential for enterprise to use suitable strategy which can be effectively adopted by targeted audience so purpose of enhancing operations in market can be exerted (Ferrell, Hartline and Hochstein, 2021). Tesco highly emphasize on adopting the reliable actions by focusing on customer centric approach in turn magnetic value for clients to impasses creation of combination of values can be provided to clients. The firm uses the cost leadership approach so declining of irrelevant aspects to increase suitable form of performance to enhance the competitive edge in accomplishing goal of setting required margin of profitability.   This has permitted firm to get lower price approach which can reflect that there is no compromising in quality of goods in turn greater attention of clients can be received to attain the competitive results.  It has helped in overcoming cut throat competition prevailing in market so strategic performance to enhance the ability to deal with changing situations can become possible to achieve desirable performance. This is positively affecting current position of enterprise in retail sector which is allowing to operate effectively in market. 
 Place


  For the aim of operating successfully in market there is both traditional & digital platform is utilized for having proper interaction with customers in order to make wider availability in industry (Kingsnorth, 2022). There are number of stores that are operated in market so distribution of product and services with ensuring significant reach to clients to get greater conversion rate.  In addition to this, digital platforms are used by company in order to get greater connection with clients and offering convenience in order to place order so delivering goods to their place to overcome competition has been exerted. Selling online has enhanced its market share which can be considered as major factor for uplifting position of enterprise in international market.  the reason behind this is that there is availability of Tesco products on various digital platforms so that appropriate interaction with clients to achieve their positive responses due to firm’s competitive advantage of offering products with concise quality & lower processes that supports in building good brand image among targeted audience.
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Segmentation


	 It is basically related with having recognition of specific section of total market which can aid in formulating effective marketing message (Katsikeas, Leonidou and Zeriti, 2020). There is distinct basis on the basis of which segmentation is done in turn accurate information for making marketing efforts to get desirable results is done. This comprises demographics, psychographics, geographic and behavioural. Tesco highly concentrate on recognizing the corrective basis which can enhance its market in order to sell more products to get desirable level of profitability & sustainability. Tesco operates at larger scale so company pay attention on adopting the corrective strategy so that greater inclining of its sales revenue can become possible.  The firm uses the geographical basis for gaining the number of customers by making sure that it is covering various market of international platform to get competitive results. In addition to this, proper demographics such as families, young, old age, etc. type of people are targeted which can contribute in attaining suitable form of clients (Morgan and et.al, 2019). The psychographic segmentation such as personality, buying patterns of having healthy goods, etc. are taken into the consideration by firm in respect to get suitable form of outcomes. Behavioural segmentation is as well executed through ensuing that proper targeting of audience who want continuous engagement to receive higher satisfaction with attitude of gaining products with significant quality. 








Targeting 


	 This is concerned with evaluating potential and commercial attractiveness of each segment so decision of targeting customers can become possible.  There are basically efforts are taken into execution in respect to influence potential buyers in certain way to get suitable performance.  Tesco uses this strategy in order to identify personas of clients so creating advertisement of specific groups in respect to maximize response. Tesco as being one of the international organization adopts the customer centric approach in order to create magnetic value so that encompassing a computation of quality, price, range and experience is made to have the reliable impact on overall performance.  there is emphasis is provided on those people who have cost conscious individuals who have tendency of bargaining & sales and distinct value variety available. There is proper level of interaction is made to make them aware regarding the description of products so receiving the competitive edge in order to enhance entire brand image in market (Schlegelmilch, 2022). Cost consciousness is helpful in achieving segmented form of customers to meet organizational objectives of receiving effective lead conversion in turn possessing both financial & non-monetary benefits.  This has provided transparency in respect to obtain the organizational objectives of higher attractiveness to overcome competition prevailing in retail market to get suitable extent of performance.














Positioning 


	  It refers to having approach by company to distinguish itself from its competitors in turn formulating specific pattern of perception among customers via effectual communication of brand’s competitive edge. There are distinct aspects which is required to be taken into consideration so gaining suitable performance by boosting its strengthening areas to create accurate image among targeted audience (Zanubiya, Meria and Juliansah, 2023). Tesco have objective of serving clients with higher quality so precise ability to meet their personal goals of clients can be done.  The firm has the positioning in market through concentrating on its price & value, multi-channel & convenience and trust. This is ensured that lower price is changed so cost conscious people who want higher quality of goods can be targeted.  It is as well ensured that higher quality with mentioned price is provided in turn accomplishing competitive benefits of achieving significant level of clients in effective manner can become possible to attain strategic performance.   It has contributed in achieving differentiation capabilities to retain in industry with strategic actions to achieve appropriate performance in market.  There is focus given on adopting practices which are helpful in respect to optimize resources by having compliance with social & environmental factors so that leading towards growth & development has become possible for Tesco. 
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Promotion


	 It is one of the important element of marketing mix that is responsible for spreading awareness regarding products & services in turn strategic extent of results can be accomplished. There is diverse type of promotional approach is used by firm which has enabled to achieve reliable extent of performance by overcoming competition and creating good perception about brand (Tong, Luo and Xu, 2020). There is application of both traditional and international platforms for spreading awareness about its quality and services in turn strategic extent of performance achieving has become possible to enhance the leading position in market. the traditional method is used by firm includes TV advertisement, publishing of articles in newspaper   and radio. In addition to this, there is execution of digital channels which comprises the methods such an integrated marketing communication, direct marketing via emailing and publishing post on social media. The proposition of such advertisement is decided by focusing on trending channels so that higher concentration is provided on them to get corrective responses. It allows to get loyal customer in turn strategic growth and development in order to enhance the competitive edge to deal with changing situations can become. 


	 On the basis of this, it can be interpreted that firm has adopted the different strategies for creating effective image among audience so strategic management of its practices to get favourable impact on organizational functioning and stability. 
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CONCLUSION


 From the above report, it can be concluded that marketing mix is related with having the significant usage of techniques in order to get corrective details for achieving strategic performance in turn gaining suitable performance in market can be derived. The recent investigation has articulated the STP strategy of company which includes segmentation on the certain basis so proper clarity of all the aspects to target audience in effectual manner via accurate targeting approach. In addition to this, positioning is done on the basis of higher quality and lower price so gaining greater effectiveness in achieving greater ability to meet objectives of significant profitability, customer share, etc.  The present study has highlighted the marketing mix of Tesco by focusing on elements such as product, price, place and promotion to get corrective direction for moving towards success.  There are variety of products which are offered at lower price on both domestic & international platforms with traditional and digital marketing channels to get effective results.  
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