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Executive Summary

This report mainly describes the structure and culture of the business. The structure refers to some rules and policies that help to develop the culture of the business. It also describes the procedure and steps of marketing that also include the roles of the marketing mix, it also provides information about how roles of marketing mix help to creating in value of a customer (Payne, 2017). This report also provides information about the engagement of stakeholders and also identifies the influence on the marketing operation of a business. 
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[bookmark: _Toc39070751]Introduction 

Every organization needs an effective structure for the business. It also provides information about the process and steps of marketing include the specific marketing mix roles. The effective role of the market mix to creating the value of a customer, it also identifies the engagement of stakeholder and its influence on activities of marketing of Tesco Plc. The product and service also depend on the business and also connected with work culture (Heinonen, 2019). 
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[bookmark: _Toc39070753]Process and Stages of Marketing 
It is referred to as idea use by managing; marketing, executive, and operational manager also described the important component of a marketing strategy. It also related to the marketing mix such as product, price, advertising, and place. It is signed on its abilities to help a firm to determine the appropriateness of a product and service to target the customer base (Kumar, 2016). Tesco Plc also needs to develop the strategy of the marketing mix to accomplish the objective of the business. It also helps to set the action that companies develop and implement to promote their product and service to the targeted audience. 

Process of Marketing
The marketing is also referred to as the management process is also responsible to identify, estimate, and satisfy the need of the customer and earned a high margin of profit. Marketing also means business orientation mainly focuses on satisfying customer need at the expected level. The marketing process is a collection of steps and actions related to new ideas, the need for identification, come up with product and service, and marketing of goods and services to satisfy the need and requirements of Customer (Armstrong, 2018). The marketing process of Tesco Plc may include the following components are:

Marketing Objective: The objective should be including the goal, tactics, and mission, purpose, and entire policies of the business. The main purpose of the objective is to provide direction and strategy to take an appropriate decision. Tesco Company also set the objective that is measurable, time-specific, and accomplished. The main objective of Tesco is to increase the profit margin in the short term and long term and also focus on enhancing the value of the brand image (Rangaswami, 2020). The Marketing objective of Tesco Plc is closely related to the business strategy are:
· To expand the core of the United Kingdom
· Increase international presence both on the offline and online platform
· Growth of Retail service in the current market
· Focus on CSR activities
· Increase the Brand Value
· Creating Value through teamwork
· Engaging in more Diversification

Select Target Market: Tesco cannot focus on satisfying the need and requirements of the exiting the market, they must divide the total market into a small segment, select the best market and design strategy to earn a high profit, and provide the best service into a chosen segment from competitors. The market segment is the procedure of dividing the market into different groups of buyers with their needs, characteristics, and behavior that might be required for the specific products of the marketing mix. Generally, marketing is the process of evaluating each segment of the market to attract and select the best segment of the market. Tesco mainly focuses on the target segment that can generate the high value of a customer and sustain its above time (Saif, 2016). 

Develop the Marketing Mix: It is a set of controllable variables of marketing that Tesco Plc has been blend to the product in response to the need of the targeted customer. It mainly consists of everything that can influence the demand for the product of Tesco. The marketing mix also helps to make the correct decision to launch a new product in exiting the market.  It also helps to test the current marketing strategy.  

Implementation and Control: At the final stage, the marketing plan of Tesco has been executed and the results of marketing efforts are monitors to adjust the marketing mix as per the change in the market situation. It also helps to transform the planned strategy into action and the product has been present through this process (Hollensen, 2019). 

Stages of Marketing
Marketing is the strategy employed by the company to take better position itself to meet the need of the customer. There are four stages involved in marketing that allows the business to evaluate the need of their customer. It also helps to identify the marketing and distribute the information about the product to the customer (Armstrong, 2018). 

· Production Orientation: It mainly focuses on increasing the product and control or decrease the cost of product and service, increase the sales volume by making a high profit. Tesco mainly focuses on customer needs and wants so mass production of standard items at a reasonable cost. This is the main reason behind its customer has purchase product are available in the market as long as it is reasonable for them. 

· Product Orientation: This mainly focuses on the superiority of the product; the company also focuses on improving and control the quality of the product. It also helps to increase sales due to quality products and services to earn high profits. This concept is very popular to build the quality product and service to underpin the product orientation has helped to prove many companies. Tesco focuses on providing a high-quality product at a reasonable rate so the customer has been easily affording the product of that company (Salem, 2019). 

· Sales Orientation: This concept provides a suggestion about the stock clearance, aggressive for sales and promotional, and also provides profit by increasing sales. Tesco mainly focuses on the high level of production; this philosophy help to the customer is reluctant about buying and also needs to concern about buying. Tesco has focused on sales orientation; the customer now protected the laws from selling tools and techniques, largely due to customer movement. 

· Marketing Orientation: This method is used by Tesco for planning and decision-making help to satisfy the need and wants of the customer. The company mainly focuses on coordinating among all the activities and functions of the employee to fulfill customer needs. The marketing orientation is also required for a business to become a customer orientated and also not for people who work in marketing (Colicev, 2019). 
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Marketing has been referring to the astern to fulfilling the need and requirements of customers. Marketing also helps to maintain accurate stock of products and services to satisfy customers' wants. Marketers of Tesco also encourages the customer to spend their money on products and services that they cannot need. Tesco marketer has analyzed the market to identify the need and wants to accomplish the objective of the business. It also includes the current market trend for better user-friendly business. Market research has been created to identify the need and wants of products and services. Tesco mainly focuses on the customer at the center and they provide innovative products to satisfy them. Tesco was said the customer first, they provide the best quality product at a reasonable rate to fulfill the need of the customer. Customer also helps to increase the brand value of the business (Vidgen, 2017).  

Tesco mainly focuses on marketing activities that also help to develop a good relationship between customer and business. Tesco Company has been using a strategy of multi-channel customer management. It is referred to as design, coordination, deployment as well as a platform that helps to improve the value of a customer by accurate customer gain, maintenance, and operation. This also highlights the customer strategy to create a high value of business also (Porter, 2019). Marketing also helps to create value by maintaining a connection between the product and people, customers, and companies. Tesco company has a diversified platform that existing as well as the potential customer also maintains a link among business. 

Marketing Communication also helps to describe the new characteristics of the new product and its usefulness for the customer. In the market, the company provides information about the new model, creative features, and the need for the customer. Customer value is the level of satisfaction of customers onward by the business. The value is mainly related to the quality and cost of product manufacture by business and purchase by customers (Kumar, 2016). By using a different component of marketing in the planning process, Tesco has been created the value of a customer by providing improvement and development in their products. The culture and organizational change can also affect the customer value and experience of the customer. The perception of customer value is also changed above the change in the journey of the customer. Communicating also helps to develop the customer value that is important to measure the value of a customer. Value creation is a two-way process and both customers and businesses get benefits. Tesco mainly focuses on satisfying the business objective and continue to create the value of the customer (Heinonen, 2019). 

[bookmark: _Toc39070755]Stakeholder Engagement and their Impact on Marketing Activities 
The stakeholder is people, grouping, or business that has a direct and indirect position in the business. They have the right to influence the business rules, policies, and decisions by internal and external stakeholders. The BOD is a collection of people that are selected as the owner of a business that has decision making power, voting right particular duties that each case has the specific and different authority and provides roles and responsibility to owner and manager of Tesco Plc. The finance department of Tesco is to maintain control above the use of the fund in the business i.e. uses according to the planning and objective of the business. The manager of the Finance department may focus on preparing the report of direct investment, financial statements, and also implement a cash strategy (Richler, 2020). 

Engagement of Stakeholders is known as the main project and success of the program. The stakeholder that is directly involved in a business project has an impact on activities of project and program. It also communicates with all members, implement, and the contractor is also involved and interested shareholder provides their opinion. Stakeholder has different perspective and professionalism, operate in a different culture and business, and also provide their opinion as an outcome. Stakeholder has been enhancing the impact on business activities of Tesco and mainly focus on the responsibilities of business management. Customer, employee, Community member, and partner of business are considered as stakeholder has the right to take decision and activities (Payne, 2017). The impact of stakeholder on business activities of Tesco are: 

· Governance and Social Duties: This is the official establishment of vision, mission, and objective of Tesco leaders oversees. The business has focused on increasing profits fur to focus on business operation and governance. Social responsibility has performed by Tesco to maintain balance among social and environmental responsibilities with earning a profit (García‐Sánchez, 2020). 
· Community and Customer: Customer is the biggest influence on the business activities of Tesco. This is not due to the company cannot want to increase profit. Generally, Company focuses on identifying the need and satisfy the need of the customer and maintain a strong relationship for the sustainable success of the business. Tesco may also use customer relationship management, a data business marketing process that collects information about a customer to target them. 

· Employees: Tesco mainly focuses on social responsibility to fulfill the requirement and focus on employee interest to increase the performance of the employee. Company treat employees are the most valuable asset, promotes business, and actively involved in making a decision that also influences the business (Andriof, 2017). 

· Business Partner: This is a famous management system, also is known as supply chain management. SCM has also involved collaboration among suppliers and business purchasers work with consumer value. It also collaboration has been logistics and distribution of business to reduce cost, focus on customer value, improve preservation, and build a good relationship with business partners. 
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The main purpose of this reflection essay highlights the several flaws and qualities of a learner. So, the learner can make effective use of their qualities to accomplish the goals by using the best communication tools. Generally, it is related to the communication skills and competencies of the person mainly focus on business life also. The major goal of a reflective essay is to recognize the roles of marketing mix with the help of the process and stages of marketing of the selected businesses. It also increases the knowledge, skills, and experience on a different concept of the role of the marketing mix that also helps to recognize the need and want of customer (Payne, 2017). 
Reflective feeling, experience, and content of business that also increase the experience and awareness of new products and services. It also enhances communication skills by utilizing different tools and techniques for future careers and life. I would develop an action plan that is based on different communication tools to enhance my skills and experience. This report helps to an action plan to analyze that also helps to improve the business activities. I also managed the important and good communication skills and knowledge. It is also important to maintain a good relationship by providing a social media platform is also important to provide awareness about the new product and service provided by Tesco Plc. This report also helps to provide information about stakeholder engagement in business activities to achieve the objective. I also managed to develop some communication skills that include good listening and also follow the problem related to communication among customers and business (Heinonen, 2019).  

I will also examine the experience; action and emotion are compared with the stakeholder of business. The reason I selected the topic based on the role of the marketing mix, is due I will like to able to use my learning experience and also apply for a suggested topic such as process and stage of marketing, customer and stakeholder engagement in business activities to make sure about the successful result of this essay. It also provides information about the marketing research conduct by many businesses to identify the need and want of customer in particular segments. I will also use different communication tools, methods, and techniques that help to prepare a plan, implement, and create a successful engagement of stakeholders within management if business activities. This may be the case that mainly possesses on marketing mix that is also a necessary skill for learning for competition at a high level (Franklin, 2020). 
[bookmark: _Toc39070757]Conclusion

In conclusion, a report helps to identify the role of the marketing mix with a brief description of the progression and steps of marketing of selected business-like Tesco. It also discusses generate the value of the customer with the help of promotion and engagement of stakeholders with the influence on the marketing operation of Tesco.  At the end of the report, it provides a reflection of the whole essay of the strategic communication tools and technique used to provide alertness and interest in projects (Armstrong, 2018). 
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