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Marketing Fundamentals
 Marketing Fundamental Analyses and Evaluation


Executive Summary
Promotion is considered as the key role of the marketing in the current environment. Businesses are using marketing as the way to promote the product or services in the current environment more effectively. With the help of marketing, an organization is able to inform customers about the specification and efficiency of the product and service which directly impact on the development of customer’s base. Covid-19 has had a significant impact on sectors all around the world, particularly the retail business. The global epidemic had a significant impact on Tesco, the UK's largest retailer, according to the research. Tesco is a well-known retailer in the United Kingdom that has had to pay for the impacts of Covid-19 since 2020. The shop had to immediately adjust several regulations and business procedures during the first half of the epidemic.The report has discussed the strengths, weaknesses, opportunities and threats of the company along with the value chain analysis.
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[bookmark: _Toc92135330]Introduction 
Marketing is one of the important element or strategy taken by any organization in order to improve the business operation and increase the recognition of the firm. Marketing define as the strategy to promote the product or service of the company in front of the customer in order to increase the revenue and profitability of the business. Marketing has directly impact on the customer’s base and sale of the business. Purpose of this report is to identify the role of marketing in the operational efficiency of the business and conduct external and internal analyses to determine impact of the Covid19 pandemic on selected organization. 7P’s marketing mix and PEST analyses have been taken under consideration to analyses the external environment. On the other hand, Value chain analyses and SWOT analyses has been taken under consideration for internal assessment. 
[bookmark: _Toc92135331]Importance of marketing 
Marketing is one of the important concepts in the current business environment which directly impact on the operational and financial growth of the business. Marketing can be used in different way in the organizational operation. After Covid19, role of marketing become significant that directly influence the operational efficiency of the firm and enhanced the productivity of the business. Promotion is considered as the key role of the marketing in the current environment (Slater et al. 2010). Businesses are using marketing as the way to promote the product or services in the current environment more effectively. With the help of marketing, an organization is able to inform customers about the specification and efficiency of the product and service which directly impact on the development of customer’s base. Development of customer’s base has the positive impact on the sales and profitability of the firm from its operation. Marketing can be useful for the development of supply chain management of the business (Olimovich et al. 2020). Through the marketing, management of the organization can informed the suppliers about their vision and mission in the current environment which influence them to supply the raw material more efficiently. Market recognition or brand value of the product or business can be improved through the marketing strategy. 

[bookmark: _Toc92135332]Stages of marketing 
In ordered to implement a well recognized and effective marketing strategy in the operational process, it is important to determine the stages of the marketing more effectively. There are four different stages can be seen in order to develop a marketing strategy in the organizational operation. 
Step 1: Strategic marketing analyses: first step of the marketing strategy is to analyses the strategic marketing process (Salem and Salem, 2021). In this strange, key resource of the marketing, requirement of the marketing and alignment of the marketing with organizational objective has been implementing in well organized manner. 
Step 2: Marketing mix planning: second stage of the marketing strategy is to plan the marketing mix more effectively. Price, place, promotion and product are the key element of the marketing mix that need to taken under consideration. 
Step 3: Marketing implementation: third stage is to implement that marketing plan in reality. Through the implementation process, an organization is capable to reachout customers more effectively and meets the business objective. 
Step 4: Marketing control: Final stage of the marketing strategy is to review and control the marketing operation for the business. Marketing control is effective for the development of the marketing strategy and implements change management in marketing process. 
[bookmark: _Toc92135333]Organizational background 
Tesco Plc has been selected in this study in order to determine the impact of the Covid19 on the internal and external environment of the business (Tescoplc, 2022). Tesco Plc consider as the largest grocery retail chain company in the UK and third largest retail company in the world. Tesco Plc is a public limited company that listed in LSE and constitute under FTSE 100 component. Tesco Plc is a multination organization which currently has 7000 shops across the world. Key brands of the company are including One Stop, Jacks, Premier and Makro. Tesco currently employed over 400000 employees in its workplace across the world. 
[bookmark: _Toc92135334]Market segmentation 
STP Analyses has been placed in the following section in order to measure the market segmentation of the Tesco Plc in the current environment. 
Segmentation:
Segmentation defines as the study to divide the target market based on the approachable group. There are four type of market segmentation can be seen which are including Demographic segmentation, Psychographic segmentation, geographic segmentation and behavioral segmentation (Dolnicar et al. 2018). Tesco currently focus on demographic segmentation in order to sell its product to the customers. The company mainly focuses on the income, social status and gender of the customers to make the decision regarding product pricing and development. However, due to covid19, the company faces losses in its business operation and loose many customers base. In order to retrieve the customer base, the company has taken the initiate towards the multi segmentation positioning.  
Targeting:
Targeting define as the strategy taken by an organization to target specific group of people. Tesco used to target people considering their income level and life style. The company used to provide quality product to the customers in cheap price which allow the firm to attract its target customer’s base effectively. The company is targeting all types of people who used to ask for grocery and merchandise product in the current environment. 
Positioning:
Positioning map has been used in the following section to determine the position of Tesco in the UK economy.
[image: Nottingham University Business School - ppt video online download]
Image 1: Positioning map of Tesco
(Source: Author)
Based on the positioning map it is identified that Tesco currently position on the second coordinates under the positioning map. Tesco plc, used to provides broad range of product than any other retail company in the UK in lower price (Camilleri, 2018). This strategy assists the company to maintain a good sales position during Covid19 and after Covcid19. Key competitors of Tesco are including ASDA and Morrison has also comes under the second coordination. On the other hand, Sainsbury and Co-Op comes under the 3rd coordinate that the price range is higher and product range is broad. 
[bookmark: _Toc92135335]4P’s marketing Mix 
Marketing mix is one of the strategic models used to determine the current marketing strategy of an organization more effectively. 4P’s marketing mix for Tesco Plc has been determining the following section of the report.
Product
Wide variety of product range can be seen in the operational process of the Tesco Plc in the current environment. Product range of Tesco plc is including clothing, stationary, cosmetics, foods, financial service, electronics and baby products. Due to wide range of product range, Tesco Plc was able to survive the financial crisis during the Covid19 pandemic (Thabit and Raewf, 2018). The company was able to sell different variety of product to the customers as per their requirement during the Covid19 pandemic. Due to expanding range of product line, Tesco able to meet the demand or requirement of every possible customers base in the organizational structure. Tesco plc has also implement own branding strategy by developed its own product range in clothing range (Tesco, 2022). During the Covid19, the company used to make the strategy to fulfill every possible option to serve its customers and satisfy them to maintain its customer’s base effectively. Quality control is one of the major perspectives of Tesco that the company has the goodwill to provide quality product to the customers. 
Price:
Price is one of the significant elements of the 4P’s marketing mix analyses. In order to attract large numbers of customers and maintain the good position in the industry, Tesco has incorporate cost leadership strategy as the pricing strategy of the business. With the impact of this, Tesco Plc is able to maintain a lower price for its service and product without compromise in the quality of the product (Tesco, 2022). Cost leadership strategy allows the business to minimize its cost of product and provide the product in lower price to the customers. During Covid19, Cost leadership strategy assists the organization to service its product and service in lower price to the customers and maintain the sales volume effectively. This strategy has also helps the firm to maintain good market segmentation during Covid19 more effectively. Market competition is higher in the UK market for the retail industry, hence due to cost leadership strategy Tesco able to achieve the top sit in the industry with the market segmentation of 30%. 
Place:
Identify the place of the marketing is one of the important perspective in the organizational operation that drives the business to increase the customers base. In order to distribute the product or services in the market, Tesco Plc has uses two main channels which are online channel and offline channel. Tesco currently operates over 7000 physical stores across the world which divided in six different types such as Tesco Metro, Tesco Compact, Tesco Superstore, Tesco Extra, Tesco Express and Tesco Homeplus (Tesco, 2022). Tesco has operates its online service through using online website called “Tesco Direct”. In order to reach out large numbers of customer’s base, Tesco uses these two channels effectively.  During Covid19, Tesco has sell over 70% of its product through online channel which help them to maintain a good market position. 
Promotion:
Promotional strategy is one of the important aspects for an organization that reflect its marketing operation effectively. Tesco plc is one of renowned retail company around the world which indicates towards the string brand image of the company. The company has developed a strong brand image through its quality product and promotional strategy effectively. Tesco currently uses traditional and digital both media for promote its product (Tesco, 2022). As the traditional media, Tesco uses Newspaper advertisement, news articles and word of mouth to promote its product and services. On the other hand, social media marketing, website marketing, TV advertisement and SEO marketing has been used to promote its product through digitally. This process assists the company to reach different kinds of customers and informed them about the product and discounts that the company offers. 
[bookmark: _Toc92135336]PESTEL Analyses 
PEST analyses has been used in this report in order to analyses the external environment of the Tesco Plc in the current environment after the Covid19 pandemic. 
Political:
As the Tesco Plc is a multination corporation, key influencing political factors are including tax rates, inflation rate, government policy, unemployment rate and political stability. Political stability of the UK is higher for the retail business which is effective for Tesco Plc to expand its operation more effectively. Due to political stability, management of the company able to develop long term planning and create further growth opportunity for the business. With the impact of the Covid19 pandemic, Government of UK and other European country has implement different restriction in the operational process of the retail business (Altmann et al. 2020). Restriction in the offline business and health and safety measurement has negatively impact on the customer’s base of the business in Physical store. In order to face the situation, Tesco has increased its online operation which allows the firm to maintain the government restriction and fulfill the customer’s needs effectively (Tescoplc, 2022). Lower trade barrier and lower interest rate in the UK environment is also favorable political factor for Tesco to generate higher profitability from the market. 
Economic:
Key economic factors that influenced the business operation are including GDP rates, exchange rate, inflation rate and income of the people. Current GDP rate of the UK is 6.76% which is effective for the business to generate higher revenue from the operation. Hence, during the covid19 pandemic in 2020, GDP rate of the UK was -9.8% which negatively impact on the revenue generation of the firm and create issues in the business operation. As per the report of Bank of England, current interest rate of the UK is 0.25% in 2021 compared to 0.1% in 2019 (Statista, 2022). Due to Covid19, as the monetary policy, government raises the current interest rate of the corporation effectively. This data indicates that Tesco plc need to pay higher amount on its borrowing compared to last year’s which also increase the operational cost of the firm. Considering this factor it can be stated that economic factor is not favorable for Tesco plc after Covid19. 
Social:
Key social factors that influence the business operation are including life style of the people, age distribution, health and safety measurement, cultural barriers, diversity and population growth rate. Life style of the people in the UK is asking for the online retail service which will assist the customers to maintain the Covid protocol and save their time. Tesco has online retail service which is beneficial for the business to maintain customer’s satisfaction level. Health and safety measurement is another important aspect that most of the people currently concerned about. Tesco plc used to implement health and safety policy in the physical stores for the staffs and customers in order to avoid any risk related to Covid19 pandemic (Flynn et al. 2020). On the other hand, Tesco plc used to maintain good quality on its product to improve the operational efficiency. This data indicates that the company has favorable social factors in its business operation. 
Technological:
Innovation and technology are the key factors that influenced the engagement process of the people in the UK. In order to increase the customer’s base, Tesco plc has implemented automated machines in the physical stores and online operation for the customers. The company uses advanced technology in order to improve the waste management and increase the customer’s engagement effectively. 
[bookmark: _Toc92135337]Porters Five Forces 
Bargaining power of suppliers: Bargaining power of suppliers is medium in the UK because of large numbers of supplier’s availability (Bruijl, 2018). Total numbers of suppliers in the retail operation is higher in the UK market which provides opportunity for Tesco to shift its supplier.  
Bargaining power of buyers: Bargaining power of buyers is higher in the UK due to large numbers of competitors available in the market. Due to higher bargaining power, buyers are able to control the price of the retail product effectively. 
Threats from new entrants: New entrant’s threats are higher in the UK due to lower trade restriction and lower trade barrier to enter in the market. 
Threats of substitute: Substitute threats are lower in the market due to lack of availability of substitute product in the market. 
Industry rivalry: A higher competitive market can be seen in the UK due to presence of large numbers of competitors (Tescoplc, 2022). Key competitors of Tesco are including Asda, Lidl, Morrison, Sainsbury and Aldi. 
[bookmark: _Toc92081160][bookmark: _Toc92135338]SWOT Analyses
Strengths
According to the report, Tesco's strength during the Coronavirus outbreak was discovered to be its sales (Partridge, 2021). Despite the fact that the company's profits are expected to fall by a fifth to £825 million in 2020, it is expected to gain clients from its competitors.As a result, Tesco's overall sales increased by 7% in the first half of 2021, to more than £53 billion. This exceeded the city experts' estimates. Sales increased by roughly 8.8% in Ireland and the United Kingdom (Partridge, 2021).In addition, the company's internet sales increased by roughly 77 per cent in 2021.
Weaknesses
The retailer had to make several policies and strategy modifications as a result of the Covid-19 epidemic (Tesco PLC, 2021). Some of its flaws surfaced as a result of the inconvenience. The organisation has no plan in place to manage the dependent audit method in its operations.It had flaws in its IT infrastructure as well (Tesco PLC, 2021). It discovered several flaws in the system that impacted databases and apps.
Opportunities
Tesco's online shopping provides prospects to grow its market share and consumer base. During the Covid-19 epidemic, it was the first leader in the UK market to complete roughly one million supermarket orders.In the year 2019, it had a market share of 30.7 per cent in online groceries, compared to 14.4 per cent for Sainsbury's, 17.6 per cent for Asda, 4.5 per cent for Morrisons, 15.3 per cent for Ocado, and 3.0 per cent for Waitrose (RM, 2020). As a result, it has the potential to grow its market share and maintain its position as the industry leader in online groceries.• In addition, Tesco is said to have announced the employment of 20,000 temporary staff throughout the epidemic (Rubinstein, 2020). As a result, it may continue to provide services even during a crisis by recruiting temporary personnel.
Threats
According to Louise Manning (2020), several major hazards are anticipated to emerge in Tesco plc's business operations. The risks are detailed in Tesco Plc's Financial Statement (2020) and annual report. The main risk was noted in the study, as well as whether or not that risk will rise or decrease, or whether or not a new risk will emerge.Value delivery and value proposition risks were classified, as well as trust, reputation, brand, and, most crucially, the customer.Aside from liquidity, the danger is evident in the technology competitiveness and capabilities (Manning, 2020). Apart from health and safety and ethically sourcing, Covid-19 and Brexit have had an impact on supply chains, and dangers have been identified.
[bookmark: _Toc92081161][bookmark: _Toc92135339]Value Chain Analyses
As it is known, Tesco is one of the top food retailers in the UK. The value chain is the interface between the primary activities and the linkage with the secondary activities and the support. It is moreover the strategic assessment of the company.
Inbound logistics
Tesco has nimble and smart inbound logistics that depicts the strategy of the company's overall cost leadership management. Tesco has its strategy set to attain less cost from the suppliers and maintain its top market status as well as economies of scope and thereby making it the tool(MOONEY, 2020). The value chain analysts of the company moreover have emphasised the fact that the analysts have constantly kept on upgrading the patterns, approving the vendor lists as well as maintaining the in-store processes even in this crisis period after the outbreak of the global Coronavirus pandemic. The analysts of Tesco have worked hard to maintain the efficacy of the inbound logistics operations.
Operations
Tesco is well known for the excellent use of its IT department and during the pandemic, it was crucial to make proper use of this department. This has over the years, specifically over the crisis helped the company to plan low-cost leadership. Most of the critics from supply chain management have been observed to praise Tesco in this field. It has in the past spent around £76 million to streamline all of its operations(MOONEY, 2020). The company did it with the help of a program named Tesco Digital Program.
Outbound logistics
Tesco has fame for its good leadership status in both of its online and offline segments. This could be possible as the company has excellent outgoing logistics. Tesco has adopted another significant strategy and with that has developed a smart domain of store types as well as patterns.
Apart from that, after the outbreak of the global pandemic of Covid-19, the company stated that it had a stronger performance and that could enable it to cut its net debt by around 1.7 billion pounds which stand around $2.3 billion since February 2021(Davey, 2021). With that, the company could afford to start a multi-year share buyback by making use of the first 500 million pounds that it will bring by October 2022. Besides, the company has been evident to pay an interim dividend of around 3.2 pence.Though the battle of the supply chain disruptions as well as labour shortages may hit again, however, Tesco has recovered at a faster rate. The supermarkets have moreover faced a tough comparison against the record sales during the ongoing lockdown(Davey, 2021).However, Tesco has outperformed the market as its sales along with the profits have grown ahead of its expectations.The company moreover has confirmed that with varied challenges that are currently affecting the industry, the resilience of Tesco's supply chain, as well as the depth of the relationship with the supplier, has again proved to be the key asset of the company.
[bookmark: _Toc92081162][bookmark: _Toc92135340]Conclusion
The report hasdiscussed Tesco, and the impacts of the Covid-19 pandemic upon the retail giant, and emphasised the repercussions and urgent modifications in its business processes and plans. The impact has been examined in the report, as well as an external and internal study. It has also emphasised the policies. As a result, the company's competitive advantage might be determined during the pandemic. According to the research, Tesco was impacted throughout the first part of the lockdown and the outbreak of the worldwide pandemic.It took a while, but it was discovered that the corporation, in order to deal with the pandemic, made various adjustments to its business operations, such as changing the opening and closing hours.
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