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[bookmark: _Toc39754025]Task 1A 
[bookmark: _Toc39754026]Introduction 
Marketing fundamentals takes account of the strategies and the tactics brands utilised for promoting the products and services delivered to the consumers. Thus, the prime objective of marketing is to increase the sales of the company by understanding the customer’s preferences and choices. In this case marketing not only require appropriate product but the actual type of product placement, pricing and the best kind of promotion (Lancaster and Withey, 2006). The present essay would carry out a critical evaluation and the analysis of the marketing fundamentals by evaluating its stages and also assessing the role of the marketing mix. The marketing play a critical role in creating an effective value for the customers and this has been elaborately discussed in the essay. Furthermore, the research has also discussed about the significance of the engagement of the stakeholders on the varied marketing activities. For effectively carrying out the discussion, example of a retail company namely Tesco has been undertaken. 
[bookmark: _Toc39754027]Process and stages of marketing 
Marketing play a critical role in the growth and the development of the business organisation. Marketing can be defined as the procedure of identification, anticipation and satisfaction of the needs and the wants of the customers. Marketing is essential for keeping the customers and influencing them to purchase from the organisation (Verhage, 2013). Jobber and Ellis-Chadwick (2012) has mentioned that marketing has become quite complex with the increasing competition for which a comprehensive marketing plan is required which commences with the planning process. Consequently, the process of the strategic marketing includes four stages that help in the process of the marketing planning and leading the organisation towards. The stages which are involved in the marketing process are listed below: 
 
Figure 1: Marketing Process
(Source: Hollensen, 2019)
Stage 1: The first stage involves exploration of the different marketing opportunities that are available to the company. In the situation of intense competition, the companies need to develop their unique marketing strategies so that they can differentiate them from others. For evaluating the marketing different strategic management tools can be implemented like SWOT, PESTLE, ANSOFF Matrix, Porter’s Five Forces and others. For better assessment of the marketing concepts, two of the models are applied with reference to Tesco which is a retail company in UK. SWOT and Porter’s Five Forces are used for analysing the marketing concepts (Hollensen,  2019). 
	Strength
· Tesco is the biggest retailer of UK with a recognised brand name and its annual revenue rose to 28% in 2018. 
· Tesco has the leading market share in Britain with 27%. 
· Tesco has diversified market with wide range of products. 

	                  Weakness
· The company has high debt which has created a negative impact on its profitability. 
· Furthermore, a focus on the low cost strategy has further affected its profitability.  
· Tesco has failed in its operation in US and Japan.

	Opportunities
· Tesco has wide scope for expansion in different parts of the world. 
· Tesco can also develop strategic alliances with reputed companies that would encourage further growth. 
· Online business creates significant growth opportunities for the company. 
	Threats
· The competition is significantly increasing which is creating threat for the survival of Tesco. 
· The formation of Brexit would create a major drawback in terms of increased tariff. 





Table 1: SWOT of Tesco
(Source: Business Strategy Hub, 2019)
The above table assessed the external and internal environment of Tesco to evaluate its current marketing opportunities. Based on these opportunities, suitable recommendation can be offered. Another tool which can be used in this case is Porter’s Five Forces. 
Figure 2: Porter’s Five Forces of Tesco
(Source: Tesco PLC, 2020)
Barney and Hesterly (2010) commented that Porter’s Five Forces is an effective tool for determining the competition within the business. In case of Tesco, the threat of new entrants is high due to low cost and this has created a downward pressure on the price. The customers have high bargaining power as they have multiple options of retailers. Similarly, there are several suppliers but there are few quality suppliers and this has made the power of the suppliers medium. Similarly, there are several substitutes like local shops from where the customers can purchase the products (Tesco PLC, 2020). 
Stage 2: The second stage of marketing includes the selection of the target market which implies the probable customer of the organisation. Identification of the target market in essential for developing effective marketing plan so that it can create an influence on the customers to attract them purchasing the product and service
Stage 3: Marketing mix refers to the combination of the 4 significant marketing instrument that are used for Tackling the market. Verhage (2013) opined that market mixed is significantly related to each other. For the companies selling product, can make use of the four marketing mixture discussed here:
Product 
It refers to the goods or the services which are critical for meeting the needs and the ones of the customers. A company needs to effectively position its products or service so that it can be attractive for the customers. A product generally includes three stages and they are the core product actual product and augmented product. The company needs to be clear about the benefit that the product will provide to the customers (core product). The actual product refers to the physical quality and design that helps to attract the customers. Augmented product refers to the measure undertaken for helping the customers to better use the actual products. This helps to create differentiation in the market (Whalen and Holloway, 2012). 
Price
Verhage (2013) defines price as the value exchanged for obtaining the product. While designing the pricing strategy the company will not only considered the cost of manufacturing but also evaluate others factors like the value obtain from the product prices chart by the competitors and demands in the market. The company needs to select the based pricing strategy from competitive pricing, premium pricing, value base pricing, penetrating pricing and others based on what is suitable. 
Place
Place refers to the distribution strategy which will make the product easily available to the customers. Distribution can be made both online and offline considering the demands and preferences of the consumers. In the era of online marketing, organisations should emphasis on online distribution strategy to make sure that they are assessable to customers in different parts of the world (Verhage, 2013). 
Promotion
Promotion refers to the activities of effectively communicating with the customers which is critical for creating awareness and enhancing sale. An organisation has scope for different promotional activities through television, magazine, social media, public relation and sponsorship. The company needs to select them effectively considering their needs and the benefits that will be delivering to them. Promotion can effectively help in informing and perusing the customers (O'Cas et al. 2012).
Stage 4: This stage includes four activities that enable the successful completion of the marketing plan. The first step is to analyse the market by considering the internal strength and weakness as well as analysing the external threats and opportunities. The second stage is marketing planning in which effective activities of develop to fulfil the overall marketing objectives. The thirds step is to implement the marketing planning for attaining the desires goals and objective. Finally the last step is to develop effective control major so that it is possible to keep a track of the marketing activities (Stephen, 2017). 
Thus, marketing process acts as a roads map for not only developing the brands but also positioning it correctly to fulfil the business objectives. 
[bookmark: _Toc39754028]Role of marketing in creating value for customers
According to Haas et al. (2012), the fundamental motive of marketing is to create value for the customers. However, there has been a lot of controversy regarding the customer-centric approach of marketing. In this regard, Hastings and Stead (2017) commented that social marketing refers to the marketing concept that identifies that it is the responsibility of the company to undertake marketing decisions not only by considering the needs and the wants of the customers but also focusing on the requirements of the company and long-term interest of the company.  Sheth et al. (2012) pointed out that customer-centric does not imply about the designing and delivery of the products and services but also considering the needs and the perspective of the customers at every stages of the business. Nonetheless, Bruhn and Schnebelen (2017) argued that it is not always profitable and meaningful to consider every whims and preferences of customers. Thus, rather than always considering the customer-centric approach it is important to consider the actions throughout the business that would provide the best value to the customers. Value can appear in different forms and not only assess economic terms. There are also other measurements that can assess the benefit of the value delivered to the customers. For instance, value can be measure in terms of the efficiency of the supply chain that determined the speedy delivery or in terms of the price as in the products are much cheaper than the alternatives available in the market. Furthermore, the value can also be rooted in the emotional or tangible aspects for example, the customer can be happier or feel special when they purchase from the stores. 
Sheth et al. (2012) mentioned that marketing aids in offering multiple benefits to the customers like creating better relationship and offering a personalised service.  Moreover, effective marketing creates transparency and provides the customers with adequate knowledge compare before making the purchasing decision. This results in branding and this help to create value for the customers. In this aspect, Keller and Kotler (2012) defines branding as the process of the promotion of the particular product of the company through advertising and distinctive design. For instance, the extensive marketing strategy of Tesco has helped in creating relationship marketing and this has resulted in branding of the company. 
Bruhn and Schnebelen (2017) mentioned that customer value is quite comprehensive when thought about its concept. Focusing on customer value creates opportunities for the marketers to differentiate themselves in the market. However, developing a wining marketing strategy can be quite complicated for the business. In this case, there are two factors which need to be kept in mind while designing the marketing plan. The first one is to keep the marketing plan simple. For example, a retail bank in UK called Metro Bank has developed a simple model which emphasises on making every think easier for the customers. Their marketing strategy aims to create value for the customers by certain tactics like keeping the branches open for 24/7 which differentiates them from the others competitors in the market. As a result, the bank is encountering healthy growth owing to the convenience it is creating for the customers (Stephen, 2017). Another factor which the company needs to consider is aligning the mission and objective of the organisations with that of the marketing strategies (Stephen, 2017). 
As per the comments of O'Cass et al. (2012) marketing helps in informing and educating the customers and thereby create value. Thus, it is critical for the different organisation to developed and adopt effective marketing strategies that can aid in the process of creating value for the customers. Marketing seems to have a persuasive intent and thus it begins with the identification of their needs and wants based on which effective services can be designed. Content marketing is one such approach that aids to create, distribute and deliver values to the customers. Pulizzi (2013) defines content marketing refers to the process of creating and sharing online materials that does not use for promoting the brand but create interest about the product and service among the customers. It helps in better connecting with the customers by letting them know about the company’s values and missions.  
Currently, technology driven marketing is creating significant impact on the organisation. Technology has helped in predicting and addressing the needs of the customer better and thereby transformed the marketing strategy. The collection of data has become easier and this has added value to the marketing communication which has aided in growing the business. Marketing helps in managing the expectation of the customers as they rely on trusted brand and consistency which arise from the brand loyalty. The information can be gathered from the customers for comprehending their perception of brand value and technology is playing an essential role here. For instance, Tesco organises both online and offline survey to gather vital information. Moreover, through their social media pages, Tesco effectively connects with the customers. Gathering important data is the reflection of the journey of the customers which has increase the scope of offering relevant product to them. Thus, as companies are emphasising on keeping the customers embedded in their strategy, the usage of smart data, breaking down silos and commitment to the assessment of marketing considering the true value of the customers, a true digital transformation is evident and it significantly enhances the process of interaction and offering more personalised services and product (Pulizzi, 2013). 
[bookmark: _Toc39754029]Impact of engaging stake holder on marketing activities 
Afridi (2018) defines stakeholders are the individuals who are directly or indirectly affected by activities of the company. Engagement of the stakeholders is critical for attaining success in any sort of project. In the marketing activities involvement of the stakeholder are essential to design proper planning that will be beneficial for the organisation. An organisation include different stakeholder like managers, investors, employees who are the internal stakeholders and customers, suppliers and government who are the external stakeholders. Ehret et al. (2013) mention that marketing is procedure of communication and is related systems that help in sustaining relationship. Thus, it is important to engage the stakeholder who may be directly and indirectly affected by the marketing strategy. Engaging the stakeholder in the marketing process help in advancing the mission of the company along with its objectives through a systematic process of communication, connection, engagement and exchanging value with an between the stakeholder. 
In Tesco, marketing strategy is primarily developed for the customers and hence they are the main stakeholder of the process. For engaging the customers in the marketing process it is important to communicate with them with the help of social media platforms. Tesco provides them with the scope of putting forward their ideas, feedback, complains and grievances good help in training up of effective marketing plan that can attract the customer to increase the sales of the company. The second important stakeholders are the investors and the owners as they are responsible for designing the aims and objectives as well as invest fund for the marketing activities. While framing of the marketing activity Tesco always align it with the aims and the objectives so that the marketing plan can be beneficial for the organisation (Tesco PLC, 2020). The marketers need to have clear idea about the goals and the objective of the organisation so that they can fulfil them. The third most important stakeholder is the employees of the organisation. This is specifically through for the employees in the sales department as they are well, aware about the needs, wants and demands of the customers (Hult et al. 2011). Tesco engages the employees of the marketing department within the marketing planning activity can help in gathering better knowledge about the current market situation and thereby developing successful marketing plans. 
As commented by Ehret et al. (2013), involvement of the stakeholder is always beneficial for attaining success. In case of the marketing activities, it is important to consider the need of the customers as the entire plan is develop to attract them for increasing their sales. Furthermore, for better aligning the goals and the objectives of the organisation with the marketing activities it is crucial to  include the managers, owners and the investors to have better idea about the entire process and developed a successful marketing plan.
[bookmark: _Toc39754030]Conclusion
Finally, it can be concluded that marketing is an essential tool of organisations to promote its brand as well as position itself within the competitive market and expand profitability. In this case, marketing involves several stages that direct the correct way of developing strategy and differentiate them from others Identification of the target market in essential for developing effective marketing plan so that it can create an influence on the customers to attract them purchasing the product and service. Marketing mix including the four tools of product, price, place and promotion are essential part of the marketing plan as they aid in tackling the market. The prime objective of the marketing is to create value for the customers and this can be done by understanding the consumer needs at every stage of the business. Moreover, involvement of the stakeholder in the marketing process is critical to develop a successful marketing plan. 


[bookmark: _Toc39754031]Task 1 B
[bookmark: _Toc39754032]Reflection of the tactical communication tools that generated awareness and interest for the project tactical communication tools  
Communication refers to the process of conveying meanings and ideas from one group to another for better understanding (Kayode, 2014). One of the significantly used models used in the communication is sender-receiver model as illustrated below: 
[image: What is Marketing communications? Model of Marketing communications]
Figure 3: Sender-Receiver Communication Model
(Source: Kayode, 2014)
Marketing involves two basic entities in communication and they are sender and receiver. The company is sender while the targeted consumers group is the receiver. However, a large number of the company’s focus on two way communication for better understanding the needs and wants of customers.  Communication tools are essential for gathering information which is critical for developing of marketing plan. While carrying out the project there are certain communication tools which I personally utilise for gathering knowledge about the difference ways of carrying out of marketing and understanding the marketing tools and its usage (Crowther, 2011). In the marketing process, the marketing makes use of the communication tools for connecting with the customers and better understanding their needs and preferences. Furthermore, tactical communication tools are used for monitoring the success of the marketing plans by gathering feedback from the customers. 

Integrated marketing communication can be defined as the process of communicating all the messages carefully for attaining the organisational objectives Esposito (2013) are mentioned that there are different types of integrated communication tools which are essential for the marketers to maintain communication. Digital tools like social media, websites, blogs and emails have eased out the process of communication with the customers. In Tesco, different types of communication tools are used like social media, website, public relation, sales promotion and advertising. For example, to create competitive advantage; Tesco is offering sales promotion that has increased the sales. Advertisement in social media and television has created mass awareness (Tesco PLC, 2020). 
In the era digitalisation, website and social media has turned out to be the significant tools for communicating and gathering information (Same and Larimo, 2012). For example, I have used website for obtaining information about the marketing concept which has help me to generate interest and awareness about the projects. Moreover, in the previous assignment I have used a communication tools for connecting with my target audients for a projects. The communication tools that is used are the blog post. The blog post has been effectively used for creating awareness about my project to the audiences. I was able to effectively inform them about the overview and benefits of the projects, I was able to make the customers understand regarding the ways in which the project was beneficial of them. There were 2 blog posts that help to communicate my ideas with my target audience. Moreover, there was a comments section below the blog were the customers could forward their opinion and feedback. This has allowed a two ways communication between me and mine audience. The ideas and the opinions that I got from my audiences help me to refine my project even more. Furthermore, I was able to understand whether the project was preferred by the audiences. This has helped in further improving the efficiency of my projects and enhances the success rate. Thus, tactical communication tools are significantly important for the marketing planners to gathered vital information which are crucial for improving the satisfaction of the customers. 
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