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Introduction

   This report will include a number of blogs that discuss the various marketing tactics used by a particular organisation. The STP and the marketing strategy of the chosen organisation are the segments that need to be covered. Tesco PLC, a renowned British retailer, was selected as the project's business partner.

[bookmark: _Hlk140949107]Consumer segmentation at Tesco

   Business students will be aware that segmentation is one of the most crucial marketing methods that marketers employ. According to research findings, STP and other comparable marketing techniques are crucial (Ing, Osman, & Tze-Yin, 2020). The selection of customers in a market with comparable needs and purchasing patterns is referred to as segmentation. One of the biggest retailers, Tesco PLC, has a segmentation strategy that is quantifiable, differentiable, meaningful, active, and accessible.

 -Measurable: The ability to recognise and quantify the size, segment, and purchasing power of an audience. Tesco's Club Card is a segmentation tactic that gives cardholders discounts. The population of Tesco's Extra Cheras has been estimated at 500,000 people.

 -Differentiable: Based on the marketing mix, the segment can be conceptually distinguished to react. Tesco adopts a low-priced pricing approach for their items. Residential areas are also used for the placement of stores.

 -Actionable: Tesco's pricing strategy may be put into practise because it asserts that its products are offered at the lowest prices. This draws customers that are specifically looking for that.

 -Accessible: Tesco has created a market for both online and physical merchants by making its products and locations simple for people to reach. A store that is close by will always be preferred by customers.

 -Substantial: Tesco Finest provides discount coupons together with a range of products such duck down comforters, cashmere jumpers, and comparable items (Artscolumbia, 2021). This came up as a result of behavioural studies on consumers who are prepared to pay more money yet want distinctive and slightly premium goods. Because they are skilled at sustaining authority, their strategy becomes essential.

[bookmark: _Hlk140949144]The consumer base Tesco is aiming to reach.

   According to Thomas and George (2021) the STP framework is a tool for developing strategies and assisting in selecting items in a certain market. Over time, it has been recognised that a company's products and services must meet consumer wants in order for it to be successful in a market. Targeting becomes critical in this situation. The goal of targeting is to determine and meet the needs of the market and the base of key customers.

Tesco's marketing plan

  Tesco uses mass marketing as one of their targeting techniques. With this global technique, the entire market is targeted simultaneously. Without addressing the demands of any one group in particular, an offer is presented that will appeal to all diverse demographics. They were able to reach as many clients as possible thanks to this, which helped to boost their sales.
  Tesco also employs the technique of differentiated targeting by developing a marketing strategy specific to each market category (GraduateWay, 2016). They therefore employ various marketing strategies for their high-end and low-cost items, respectively. The pricing strategy, which places products in the luxury category at higher costs and those in the less affluent divisions at lower rates, is where there is a clear distinction.
In other words, a targeting strategy is employed based on the requirements of the business at that particular time. It is safe to argue that this is an important strategy that has aided Tesco's success.

[bookmark: _Hlk140949204]Tesco PLC's position

   Positioning is an essential component of STP. The relationship between brand performance and market orientation can be mediated by positioning tactics (Iyer et al., 2019). The goal of positioning is to make the organization's product and brand stand out in the company's target market. In order to maximise the advantages of its goods and services, it tries to place the business in the minds of consumers.

Tesco employs an effective positioning strategy.

  Tesco has also performed well in this regard. Tesco is a retailer that specialises in buying and selling common goods. The business operates in the low-cost goods market and asserts to provide goods at the lowest prices feasible for a selection of products (Ukessays.com, 2021). Many shoppers are persuaded by this marketing tactic to visit the business in search of the featured goods. Given that Tesco is known for selling things at reduced prices, this is a wise business move on the part of the company.
  The business also strengthens customer loyalty through targeted programmes. Typically, a points system is present, with customers receiving points based on their purchases. When Tesco awards consumers with coupons depending on the points they have earned, these points are then used. The position of the business in the market is thus firmly established.

[bookmark: _Hlk140951567]Tesco's merchandise is part of the marketing mix.

  The Product is one of the four components of a company's marketing mix. The product and price elements of the mix are typically regarded as the two most crucial ones out of the four. Since its beginning, Tesco has grown its product line, and currently it offers a vast variety in product categories like food, health, electronics, literature, décor, sports equipment, and others (Shastri, 2023).

In-store marketing

  Since Tesco offers a large selection of products, it can be claimed that this is one of its primary marketing methods. The standard of the merchandise is a further crucial factor. Even though Tesco doesn't charge a lot for its items, they haven't compromised on quality. The kind of items that the business markets is heavily influenced by segmentation. Since their customer base is so large and diversified, they make an effort to serve the various consumer categories they have.
In order to do many categories, Tesco corporation it also developed own brands, including Tesco Value, F&F Clothing, Tesco Lotus, Tesco Loves Baby and Tesco Kipa. This brands span the company's numerous market segments.
  Additionally, Tesco makes sure that all relevant information is included in the product packaging as it is an integral element of the overall product strategy. The purpose of this is to make it simple for customers to comprehend the product they are purchasing and the extras that are available.

[bookmark: _Hlk140951604]Pricing tactics used by Tesco.

  Because a product's pricing strategies are dependent on a number of different factors, they must be adjusted frequently (Bhasin, 2021). Due to the fact that pricing tactics are what initially increase the customer base, they are crucial. With its pricing tactics in recent years, Tesco has shown considerable skill.

Price strategy that is reasonable.

  The majority of Tesco's merchandise is commonplace retail fare that can be purchased from other stores as well. Pricing your products much lower than those of competing stores is the only way to make a difference. Competitive pricing refers to this tactic. A sizable consumer base is drawn in by their lure of these incredibly low costs because the pricing is more competitive than the products in this situation.
  Tesco has a cost-based pricing strategy as well. This implies that the price of the product will include all expenses related to its production and manufacturing, as well as sales and distribution expenses. Tesco, however, uses this tactic primarily with regards to goods that are sold under its own brand.
Another tactic employed by the business is the good value strategy. These are fair prices combined with high-quality goods. One of the most well-known examples of value pricing is the daily low price, or EDLP. In the big picture, Tesco's price policy works really well.

[bookmark: _Hlk140951638]Marketing mix techniques at Tesco Place

  The marketing mix and the 4Ps both include four elements that should be taken into account when introducing a product (Ibrahim, Alkhawlani, & Al-shaghdari, 2017). More than 500,000 Tesco employees operate in more than 3,712 locations in the UK alone. Aside from this, they also have locations in different nations because this business is thriving all over the world.

Tesco's locations for their stores are deliberate.

   Corporate stores come in a variety of shapes and sizes, and they are located in various locations. Tesco Express is for goods with a larger profit margin, while Tesco Superstore is for goods with a smaller profit margin. Additionally, the business offers an online marketplace. Tesco Groceries only sells food-related items. Tesco's physical stores are more widely known than its internet stores are.
  Distribution avenues are crucial when it comes to strategic positioning. It should be guaranteed to businesses that they will have distributors nearby who can promptly fill their orders, no matter where they locate. Tesco gives the component particular attention because it recognises its significance. Consumers have recently grown much more tech dependent and prefer online options, thus their internet channel needs to be updated.
  Tesco's ability to operate profitably through its physical stores is attributed to the fact that the majority of the items sold must be purchased fresh. Customers want to know what they are purchasing when they shop for groceries and fresh foods. The positioning strategy employed by the business is ideal overall.

[bookmark: _Hlk140951682]Tesco PLC's promotion plan

  In the present, promotions are crucial because it can be difficult to draw in customers. The company's marketing strategy and product advertising typically get significant financial expenditure. Because this is how consumers prefer to shop, promotional methods must constantly be perfect. According to Fitriah et al. (2019), the marketing mix can significantly affect a company's performance. One of the 4Ps of marketing's promotional methods is very crucial. Tesco handles things in a pretty typical manner.

Public relations, sales, and marketing strategies

  Some of the sales promotion strategies employed by Tesco include samples, incentives, coupons, and price packs. Samples are samples of commercially available goods, such fruit juices. Customers are given coupons, which they can use to take advantage of discounts and promotions. Rewards are discounts on pricey items like electronics that are currently on sale. In addition, price packs include cards and certificates that permit customers to save money on their purchases.
  The purpose of the advertisement is to raise awareness of the store's offerings among the general public. The business currently advertises its products through TV advertisements, newspapers, and pamphlets. However, better social media and digital platform utilisation is anticipated and advised. Right now, this is the most effective strategy for interacting with customers.
Tesco reaches out to people by using public relations as well. In several instances, the firm has gone to press conferences. As a part of their CSR efforts, they have also started campaigns. These promotions allow users to earn Green Points. As they can benefit the society and make money, this is a terrific way to attract customers.

[bookmark: _Hlk140951721]Conclusion

  Tesco's marketing and business strategy have contributed to the company's growth. Due to the product strategy and competitive pricing, the brand has been able to establish a customer-friendly promotional mix that has been deemed a success by the community. The company strategically selects the location of its stores to maximise customer accessibility, taking into account factors such as population density, customer preferences, and the presence of competitors.
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