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 Introduction
This blog gives detailed information related to the process of segmentation targeting and positioning and will also critically analyses the effective strategies of segmentation, targeting, and positioning of a business organization. Segmentation, targeting, and positioning are one of the main marketing strategies that most business organizations adopted and implemented while operating their businesses (Khumaerah & Atik, 2022). Jack Cohen founded Tesco plc in 1919 when he started to sell surplus groceries in the East London of London. The Tesco name first appeared in 1924 from the derivation of the supplier’s name T.E. Stockwell (TES) and combined those initials with the two letters of his surname (CO). The first Tesco store opened in 1931 in Burnt Oak, Barnet. By 1939, his business has expanded as he had over 100 Tesco stores across the country (Rosnizam, et al., 2020) .Tesco is one of the world’s leading multinational grocery and general merchandise retailers that was founded in 1919. Tesco opened its first hypermarket in Burnt Oak, England in 1931. Tesco has expanded rapidly in different countries such as Malaysia, Hungary, and Thailand. For decades, it has been the people' go-to hypermarket. The success of Tesco was because of its low prices and the varieties of products. Tesco has diversified into areas such as the retailing of books, clothing, furniture, and electronics (Rosnizam, et al., 2020). As the business landscape is getting evaluated in addition changes noticed within the market trend, this Is the reason that most business organizations adopted these marketing strategies to fulfil the actual needs of different groups. I understand that it helps business organizations to promote their goods and services by finding out and focusing on certain consumer segments. Moreover, Tesco is one of the most popular UK-based multinational general merchandise and grocery retail business organizations and by adapting this marketing strategy thus business organizations effectively improve their business operation as well as business performance (Syed, 2020). This blog will also discuss the advantages and disadvantages of segmenting a market that is associated with the chosen business organization. Additionally, another effective marketing strategy that is currently used by Tesco is the marketing mix strategy. Within the marketing mix strategy of Tesco, all the 7Ps such as product, place, price, promotion, process, physical evidence, and people will discuss in detail.
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Figure 1 (Tesco PLC, 2019)
[bookmark: _Hlk140855472][bookmark: _Toc140923659]Segmentation, targeting, and positioning strategy of Tesco
Tesco is one of the largest UK-based grocery and general merchandise business organizations that successfully operate their business all over the world. This business organization was established in 1919 by Jack Cohen in the UK and currently successfully operates its business in more than 10 countries (Rosnizam, et al., 2020) . To effectively improve their business operation and business performance, this business organization adopted several marketing strategies. Segmentation, targeting, and positioning strategy play a crucial role in effectively marketing the offered products and services of Tesco. After critically analysing the overall business operation of Tesco, I am going to critically analyse the segmentation, targeting, and positioning strategy strategies of Tesco below in detail.[image: ] https://www.sender.net/wp-content/uploads/2022/10/b098-stp-marketing-infographics-1.png
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Segmentation strategies play a crucial role in dividing the whole business market into several different groups of customers or segments based on individual preferences, behaviours, needs, and others (Zhao, et al., 2021). It helps business organizations to make appropriate marketing strategies according to each segment references and needs. I understand, after critically evaluating the STP strategies that during the segmentation process there are some factors associated with this process as well as tailoring the segmentation strategies such as demographics, psychographics, geographics, behavioural, and others. Additionally, after analysing the segmentation, and targeting positioning strategies of Tesco, I noticed that while tailoring segmentation strategies this business organization also considered, demographics, psychographics, geographics, and behavioural factors. The geographic segmentation strategy of Tesco is based on the region and density of the population’s needs. Customers who along to a different geographic region have different needs and preferences and based on those preferences, these business organizations tailor different segmentation strategies to fulfil their needs (Hernani-Merino, et al., 2020). The economic theory of segmentation supports this discussion and according to this theory that using the marginal response of customers, optional profit can be obtained by the company. On the other hand, as this business organization is a grocery supermarket this is the reason that most of the stores are located in high-density population areas such as rural and suburban areas. The demographic segmentation strategy of Tesco is based on age, income, gender, occupation, and other demographic factors. Based on these factors, Tesco offered different marketing strategies to attract more customers to their business and make the business successful (Chen, 2022). This corporate organisation split its methods to offer a wide range of items for individuals of all ages, of both sexes, and primarily for students, workers, and other vocational groups of people who are suitable for low- and middle-income groups as well as at different stages of people's lives. Additionally, Tesco's psychographic segmentation strategies are linked to a variety of customer personalities, attitudes, and lifestyles, which aids these businesses in developing strategies that are effective at meeting the needs of various customers who share similar interests, attitudes, and lifestyles (Khanta & Srinuan, 2019).Tesco develops its marketing tactics in a way that is acceptable and effective after thoroughly analysing the consumer buying habits and product preferences linked to behavioural segmentation. Tesco mainly segmented their customers who are frequent buyers, and loyal customers and offers customized products and services. Tesco also has both benefits and drawbacks from using segmentation as part of their marketing strategy when operating in both the domestic and international markets.
[bookmark: _Toc140923661]Advantages
· It helps Tesco to understand the actual needs, preferences, and purchasing behaviour of customers. 
· Helps in developing marketing strategies for the targeted customers.
· Through segmentation, Tesco effectively increased its competitive advantages. 
· The segmentation strategy helps Tesco in enhancing the satisfaction level of their customers (Miao, et al., 2021)
· It also helps in ensuring the development of innovative products in the business Market.
[bookmark: _Toc140923662]Disadvantages
· Segmenting specific groups can reduce the reach of Tesco.
· As the needs and preferences evolve it reduces the potentiality of specific segments in the future (Althammer, et al., 2021)
· Segmenting specific groups can overlook the potential segments. 
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Targeting is another essential element that plays a crucial role in increasing the effectiveness of the marketing strategy of a business organization (Bonesteve, 2021).After critically analysing the targeting strategy of Tesco, I understand that this business organization follows a multi-marketing targeting strategy in their business to reach out to the different customers of different groups. Multi-marketing strategy refers to a strategy in which the differences are omitted within the different segments and focuses on the different group’s common needs (Vattananun, 2019). Moreover, by adopting and implementing this targeting strategy, I noticed that Tesco targets the whole business market. For example, Tesco targeted the customers who visit their stores every day, and for them offers different products such as groceries, household items, and the necessary items that are required for everyday use. Additionally, for cost-conscious customers, Tesco offers a wide variety of products at an affordable cost as well as this business organization also offered discounts in their stores. Witing a given market, only a few firms possess the necessary resources for generating volume and eventually reap the cost advantages associated with economies of scale (CUTHBERTSON, et al., 2023). As technology is getting advanced, people are now preferring shops from e-commerce platforms as well as home delivery facilities. To fulfil the needs of these customers, Tesco also operated their business on e-commerce platforms and offered home delivery facilities. 
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Another successful marketing tactic is positioning, which helps a company's brand become more well-known among the target markets than that of its rivals. After looking at Tesco's positioning approach, I can see how this company presents a positive picture of itself to its clients and offers them a special value proposition. This business organisation successfully promotes the value of the brand by offering its targeted client fresh and high-quality products at an accessible price. Tesco improves customer loyalty by running the Clubcard loyalty programme, which encourages repeat business from the same customers (Azan & Karimah, 2022). The fact that this company offers all necessary groceries, household goods, and other items in a single location also strikes me as being important to the company's strategic orientation. In addition to all of this, Tesco has partnered with local communities and has supported several environmental, social, and other activities that aid this corporate organisation in fulfilling its social and environmental obligations. 
Marketing Mix strategy of Tesco
This is an additional efficient marketing tactic that Tesco has utilised in their business operations to aid in expanding their revenue and profit borders, obtaining new customers, and other variables that have a beneficial impact on their ability to conduct business. After analysing the Marketing Mix strategy of Tesco, I understand that this business organization implemented different strategies related to product, place, promotion, price, people, physical evidence, and process. To understand it more effectively, I cordially analyse each factor separately below in detail.
[image: ] picture 3 https://bloomsburybusiness.weebly.com/7ps-marketing-mix.html
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We define a product as anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or need (Kotler, et al., 2018).Tesco is one of the international supermarket chain companies with operations in several nations. Tesco offers a vast range of goods, including food, electronics, furniture, supplies for the home, apparel, and more. This company's ability to provide a wide variety of goods in a single location helps it to meet the needs of a variety of customers. On the other hand, this company organisation also offers premium products and offers fresh products to its targeted clients, which aids in increasing customer traffic and enabling this business organisation to successfully run its operations. 
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The distribution network of Tesco is very strong, and it is noticed that this business organization is not only successfully operating their business regionally but also operates their business internationally (Sheehy, et al., 2021).To operate their business successfully, his business organization selects a high density of popularized areas to set up their stores such as different sub-urban areas and rural areas. On the other hand, this business organization is also highly present in e-commerce platforms for online shoppers and provides home delivery facilities.
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Price as the only element of the marketing mix that generates sale revenue ,while the other elements are only elements of cost (Kotler, et al., 2018) Tesco follows an affordable pricing strategy to attract more customers into their business. It helps this business organization to stay competitive in the regional business market as well as the international business market (Moura & Lopes, 2021) . Companies bringing out a new product face the challenge of setting prices for the first time. They can choose between two broad strategies: market-skimming pricing and market-penetration pricing (Kotler, et al., 2018). Though this business organization follows an affordable pricing strategy but does not compromise on the product’s quality as well as freshness, this is the reason that there is an increment notice in customer engagement.
[bookmark: _Toc140923668]People 
People refer to the employees of Tesco who are involved in the business operation of this business organization. There are around more than 300000 employees that currently work with Tesco (Monte, 2021) .It helps this business organization in effectively delivering the products and appropriately supports the customers of this business organization. Additionally, this business organization also provides employee development training programs that help in increasing the efficiency of the employees.
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Promotion is one of the effective marketing strategies that help business organizations improve their business performance. Tesco adopted several promotional strategies to remote their offered product and services. This business organization promoted their product and services through TV, newspaper, radio, and others which help this business organization in generating more customers into their business and increase its sales (Thamwipat & Princhankol, 2019) .Moreover, after the emergence of digital technology, this business organization also uses digital technology in their business operations such as promoting their products on different social media platforms and successfully running as an e-commerce company.
Process 
Process related to the activities that customers must go through while purchasing the products or services. After analysing the process of Tesco, I understand that implementing the process within the stores of Tesco is very easy as the customers need to select the products that they buy and after purchasing those products they need to pay in the payment sections. Moreover, this business organization also offers a self-checkout facility for its customers. On the other hand, for online purchases, the process of purchasing is also simple as this business organization also offers a payment system at the doorstep.  
[bookmark: _Toc140923670]Physical evidence
The physical evidence of Tesco is very strong, this is also another effective strategy of this business organization that helps Tesco in successfully operating their business in the business market. Physical evidence refers to the tangible aspects that customers need while shopping within their stores. Such as Tesco always well maintain its stores, cleans regularly, and organizes products appropriately which helps customers to easily find out their required products, and others. 
[bookmark: _Toc140923671]Conclusion 
The debate leads to the conclusion that marketing is a crucial tool for businesses to use to successfully enhance corporate performance. Furthermore, after examining how Tesco operates its business, it becomes clear that this business organisation employs a segmentation, targeting, and positioning strategy as well as a marketing mix strategy. These strategies enable this business organisation to adapt to the current business environment and market trends. Following a proper segmentation, targeting, and positioning strategy marketing strategy and a suitable marketing mix strategy, it is observed after analysing the segmentation, targeting, and positioning strategy.
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