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1. Marketing mix concept of Tesco
Tesco is a British multinational company. It is basically a general merchandise and groceries retailer.   The Tesco supermarket which is the biggest part of this brand sells many types of household and food products. It also sells a very wide range of clothing products.   The branches of this brand are spread across many regions of the world. The marketing mix concept also applies to this particular brand. This particular concept is utilised to avoid the weaknesses. It is also used to optimize the strengths. There are basically 4 different aspects of this concept.
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Price- This particular brand mainly follows a competitive pricing strategy. In this particular pricing strategy the costs of the products are mainly based on the market competition and the market scenario. Though it is a very common pricing strategy, this particular brand has used this pricing strategy with great effectiveness (Rėklaitis and Pilelienė, 2019).    Due to this particular pricing strategy this particular brand has made a lot of profit in recent times. Using this particular pricing strategy in an effective manner has contributed to the success of the brand. The management of this particular brand studies the market scenario and makes pricing decisions accordingly. This particular pricing strategy has suited this particular brand and it has helped them to increase their profit margin to a very big extent.
Product-A wide range of products is sold by this particular brand. in the Tesco supermarket products from food to clothing are sold at a reasonable rate. Due to the availability of basic commodities this particular brand is very popular among middle income and low income group people. due to this particular factor the client base of this particular brand is very high. This is a strength of this particular brand as due to the high client base the profit margin is also high for this particular brand. Within the clothing and food departments there is a lot of variety from which the clients can choose from. As a result the satisfaction of the clients is very high as they get most of the things they Desire from this particular brand at an affordable price.
Place-This particular brand has around 800 different branches all across the world. The supermarket chain is mainly UK-based but it has also got 57 different branches spread across different parts of the world. Other than the United Kingdom in Scotland, this particular brand has got a very strong presence. The huge client base of this brand is due to the spread of the brand in different places.
Promotion- This particular brand has used digital mediums to advertise their products so that more and more people are influenced by those advertisements. This particular brand has also used different types of social media platforms to advertise their products and also introduce the different offers or discounts they are offering in the prices (Rėklaitis and Pilelienė, 2019). Their promotional strategies have proved to be highly useful.  


2. Market segmentation of Tesco
In the marketing segmentation concept, a huge number of clients with Tesco is broken down into smaller segments or smaller fragments so that the analysis of these segments becomes much simpler or easier. By doing this the profit margin can be calculated in a much simpler manner. This particular process has proved to be highly useful for making different types of analysis. The marketing segmentation has many different aspects and each aspect needs to be analysed carefully.   
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Geographic- A very important role is played by the geographical location of the branch in the preference of a particular product or a particular brand by the customers residing in that location. As a result this particular brand management has made business Strategies and marketing strategies according to the location of the branch. The marketing department of this particular brand has made a very intricate study on the behaviour of the various customers and their preferences and choices in a definite location. It has then manufactured products according to the preferences and choices of the customers or clients residing in that particular location. In this way this brand has been able to increase the overall profit margin and the overall turnover within a short period of time.
Demographic-This particular brand generally targets customers from the middle income and low income group. This is because they sell the most essential items like clothing and groceries. However, there are a lot of varieties in the clothing sector full stop within the varieties (Martin, Javalgi and Ciravegna, 2020). There is also a section whose price is extremely high and it is only made for the high income group individual. The target age group of customers of this particular brand is generally 22- 45 years of age. Though this particular brand sells accessories and clothing for men but mainly they sell a lot of products for women. However, the demographic strategy of this particular brand is also dependent on the location of the branch of this particular brand. The primary target of this particular brand is to increase the profit margin as much as possible over a short period of time.
Physiographic-In the physiographic aspect the emotional aspects of the different customers are analysed in a proper manner to understand the buying pattern of the customers. It is a very essential aspect for marketing strategy making with this particular company. 
Behavioural- In this particular aspect the various buying patterns of the customers are analysed in a very minute manner. It is very similar to the physiographic aspect but it mainly focuses on the buying patterns of the customers. This pattern is used to make strategies by the marketing department of the brand for increasing the overall profit margin.           


3. Targeting strategies of Tesco
Locating the target customers is a very essential thing for increasing the overall profit margin in business. Tesco has been doing this job in a very efficient manner and it is one of the primary reasons for the success of this particular brand. for locating the target customers and the buying patterns and the buying behaviour of the customers are studied very keenly by the marketing department of this particular brand (Kim, Kang and Lee, 2021). Accordingly strategies are made and promotional campaigns are done to attract more and more customers to buy the products from this particular brand. 
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It is a very essential aspect to increase the overall popularity and also the annual turnover of the brand within a short period of time. Due to this particular factor this brand has got a very renowned name all across the world. it can identify the potential customers from whom a lot of buying is expected. In this way the forecasting is done by this particular brand and due to the proper levels of forecasting the future strategies are also prepared in an efficient manner by this definite brand. To find the target customers who can contribute to the overall development of the brand is extremely important for the overall growth of the brand. However, this particular brand devices strategies in different ways to find loyal customers who will contribute to the overall growth and development of the brand. Other than customers there are so many different other stakeholders who are associated with this particular brand. Hence, finding the right stakeholders who can contribute to the overall growth and development of the brand in a positive manner is a very essential thing for this particular brand. Therefore, all the strategies including the advertising and promotional strategies are also based on finding the loyal customers and the right stakeholders (Martin, Javalgi and Ciravegna, 2020). This is an extremely essential aspect for the overall improvement of the brand within a short period of time.


4. Positioning with respect to business
Positioning in business is a very essential strategy for the overall growth of a brand. Tesco wants to establish or position itself within the top brands of the world to get a very good reputation and survive in the global business market. for this particular purpose it must have loyal stakeholders and also customers. As of September 2020, Tesco was the market lead followed by Sainsbury and ASDA with a market share of 26.8%.  
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For the overall growth and development of the brand it needs to have a long-term strategy which will be beneficial for the increase of profit margin and the annual turnover of the brand (Amin and Priansah, 2019). Hence, for this particular purpose this particular management of the brand is trying to develop such a strategy so that it can establish itself into the top brands of the world. Only then it can survive in the Global Business market as the Dynamics of this Global Business market change extremely fast. The quality of product this particular brand manufactures has also improved and this shall also help them to establish itself into a very reputable brand which the customers can trust always. The skill level of the workers is another essential aspect for the establishment of the brand into a reputable brand. For this particular purpose, training and workshops are regularly conducted for the employees of this brand so that their skill levels can improve and they can deliver the best within a very short period of time. This particular brand has already established itself into a very honest and trustworthy brand among those customers all over the world. As a matter of fact this particular brand wants to expand to different parts of the world and make a name for itself for making the best quality products.


5. Different aspects of marketing communication
Advertising in marketing communication
It is a very important part of marketing communication. Good level of marketing communication can be done through proper levels of advertising. By the process of innovative advertisement potential customers can be transformed into active customers which will result in the overall profit of the company. Tesco has utilised this particular aspect for proper marketing communication and also development of the brand.
 Marketing in a digital manner
 This particular brand has used many types of social media platforms to launch and advertise their products in many different innovative manners (Zhao et al, 2020). They have done this or used this particular strategy as the management group knows very well that a huge number of people in today's times use social media. For this purpose Tesco has advertised their products through social or digital media so that they can reach out to more customers. For example, once Tesco asked their customers to share their personal recipe on social media in a campaign called ‘Food Love Stories’. It encouraged customers to make their favourite food for the people they love. 
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 Sales promotion in marketing communication
 Sales promotion is a very essential aspect of marketing communication. Proper sales promotion or promotional events of the products of this particular brand has helped to attract a huge number of customers and increase the overall client base of this particular brand. Due to this particular aspect Tesco supermarket has made promotional events of the various products and services a very essential priority of the marketing communication aspect. For example, the ‘Boxing Day’ sale of Tesco allows customers a maximum of 75% discount on several products. The marketing department of this particular brand has understood very well that sales promotions are extremely essential for increasing the popularity of their products and ultimately selling their products to their customers.


6. Marketing communication effects
[image: Tesco Promotion Catalogue (5 March 2020 - 18 March 2020)]
Tesco uses the marketing communication techniques in a very effective way to make huge margins of profit and also increase the reputation of the brand. The way this particular brand and the marketing department of this particular brand interacts with different clients across the world leaves a positive impression and effect into the minds of clients and other stakeholders. Due to this purpose the clients and the stakeholders are always interested in contributing to the growth of the brand. This is an extremely positive development for the brand and it was only possible because of good and efficient levels of marketing communication. To reach out to the customers and influence their buying patterns is a very essential aspect to survive in the competitive global business industry (Ascarza et al, 2017). For these particular purpose proper levels of marketing communication is a very vital aspect. Tesco offers club card bonus and special weekly discounts in order to boost sales. Without proper levels of marketing communication this particular aspect can never be fulfilled or completed in a proper manner and as a result the growth of the company could suffer. However the efficient marketing and strategic team of this particular brand always pays extra attention towards proper marketing communication for the overall growth of the brand in the right way. This is a very essential aspect of the brand for its overall development. Without this aspect the brand could not have flourished.
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