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[bookmark: _heading=h.gjdgxs]Introduction 
Business organisations follow the concept of market segmentation, targeting, and positioning of their customers to improve their sales. The importance of segmentation lies in a brand tailoring its products and services for meeting the particular needs of a specific target audience. Again, the marketing mix is being used in making the customers understand what the brand offers through its products and services. This report sheds light on the segmentation, target and positioning, and 7Ps marketing mix strategies of Tesco. The advantages and disadvantages of these strategies have been analysed. The overall performance of Tesco using these marketing strategies has been attributed to this study. 
[bookmark: _heading=h.30j0zll]Segmentation Process 
The marketing segmentation process generally involves five steps a group of potential buyers, group product categories, a market product grid, a selected target market, and marketing actions to reach the audiences. According to the statement of Sheikh et al. (2019), the segmentation process usually involves which products and services are needed to be offered to the customers to generate higher sales. There are four segmentation processes such as demographic, behavioural, geographic, and psychographic so that target audiences can be achieved. Planning and developing the outcomes can be achieved eventually. 
[bookmark: _heading=h.1fob9te]Advantages and Disadvantages of Segmenting a Market
Advantages 
There are different advantages of market segmentation which acquire more customers and performance is improved. Business organisations generally use market segmentation in the identification of target audiences and hence, focus on the marketing efforts can be high and overall outcomes are improved. As cited by Veleva and Tsvetanova (2020), market sgementation usually help in strengthening the marketing campaigns and overall development can be achieved. Thus, global customers can be achieved which can improve sales further. In the opinion of Rosario and Cruz (2019), market segmentation usually helps business organisations in varying markets. Hence, the business processes can be improved and continuous development can be obtained. According to the view of Sheikh et al. (2019), market segmentation also improves customer retention. From this discussion, it is understood that overall development within the business operations can be gathered. 
Disadvantages 
There are also different disadvantages of market segmentation which implies that overall business operations become difficult. As opined by Smiianov et al. (2020), market segmentation generally increases operational costs which accentuates the burden faster. In addition to that, production and manufacturing problems are also difficult to achieve through market segmentation. Moreover, the companies fail to outreach their desired goals and overall performance becomes considerably tough. 
[bookmark: _heading=h.3znysh7]Segmentation, Targeting, and Positioning Strategies of Tesco 
Tesco is one of the renowned UK-based retail brands that has been operating globally due to the ever-increasing demands from customers. There are 1.2 million customers using products from Tesco every day in the UK (Tesco plc, 2023). During the sudden outbreak of Covid-19, Tesco generated a revenue of 56 billion British Pounds which means customers have trusted the brand and its commodities even during these unprecedented times. Therefore, it is understood that the STP strategies of Tesco are very effective and have acquired many customers and overall performance has improved. The segmentation, targeting, and positioning strategies of Tesco are as follows: 
Segmentation: Tesco follows all the major segmentation processes which help the brand in obtaining more customers and improve its performance gradually. Tesco uses a geographic segmentation so that the businesses are operated across the UK and other 13 nations (Tesco plc, 2023). The physical stores are mostly located in local and urban places with a good network connection. On the other hand, demographic segmentation is used so that they can target their audiences in terms of age, income, family size, etc. This is because Tesco is a retail shop that has a high diversification of products and services. 
All ages of customers can buy products from Tesco, low and middle-income category people are the main target audiences and hence, the brand offers low prices of products and services (Tesco plc, 2023). Tesco also uses psychographic segmentation where the lifestyle and personalities of the customers are generated eventually. Customers with easygoing personalities and middle-class lifestyles are the major target audiences of Tesco. In the behavioural segmentation, the occasion and attitude of the customers are determined to acquire the customers. Customers buy products from Tesco even on regular occasions and have a positive attitude so that overall outcomes can be achieved eventually. 
Targeting: Tesco uses demographic targeting where the customers who are considerably interested in deals and sales, who value the variety of products offered, and cost-conscious buyers (Tesco plc, 2023). Tesco generally uses the low pricing strategy so that they can target low and middle-income audiences so that more customers can be obtained (Shastri, 2021). 
Positioning: The positioning strategy of Tesco implies that the brand is a high-volume, low-cost retail business to provide high-standard quality products to all socioeconomic groups. Tesco uses a functional positioning where a premium range of products and services are available to meet the demands of the high-income group customers (Shastri, 2021). To sell the "fair trade" products at higher prices Tesco uses symbolic functioning so that the customers' self-perception as responsible buyers can be achieved. In addition to that, price positioning is used by Tesco so that a particular segment of customers can be achieved who consider price as the major component of the marketing mix (Tesco plc, 2023). Likewise, Tesco has obtained global customers and sales have also improved gradually. 
[bookmark: _heading=h.2et92p0]Marketing Mix of Tesco 
7Ps marketing mix of Tesco has been discussed to understand how the brand aims to target its audiences and improve its performance eventually. Thus, the marketing operations of Tesco can be properly understood so that overall business development can be understood. The 7Ps marketing mix of Tesco is as follows: 
Products: Tesco has a diverse product portfolio which implies that different demands of the customers can be achieved. The main products such as clothes, food, financial services, grocery items, electronics, etc. Tesco also has products such as "Everyday Value", "Tesco Lotus", "Tesco Value" etc so that more customers can be achieved (Tesco plc, 2023). The availability of products also depends on the demands of the customers so that overall performance can be improved. 
Price: Tesco uses a cost-leadership pricing strategy where the brands keep the prices of the commodities relevantly low while maintaining quality (Rahman, 2023). The economies of scale are also maintained by Tesco and a good relationship with the suppliers is maintained so that the supply of products remains timely and effective so that prices are decreased eventually. However, Tesco faces fierce competition from brands such as Aldi, Lidl, and Asda but Tesco has improved its functions by providing discounts and more customers are gathered eventually (Tesco plc, 2023).
Place or distribution: Tesco operates in a variety of physical stores which include supermarkets to small stores. In the UK, there are over 4700 physical stores in Tesco and it is also famous across the world (Tesco plc, 2023). In addition to that, Tesco also operates digitally so that global customers can use their products and services from the comfort of their homes. Tesco Direct website is used by the organisation so that they can reach their customers significantly and overall performance has improved. 
Promotion: Tesco uses omnichannel marketing strategies for promoting its products and services gradually. Tesco is considered the largest UK retail market that spends most on its conventional marketing styles. Broadcast media such as television, radio, and social media are also used so that products and services are advertised properly (Tesco plc, 2023). Tesco loyalty Club Card is also used as a promotional strategy along with different promotional codes and discounts. 
Processes: Process in the marketing mix implies that the activities involved with the brand need to be addressed and overall outcomes can be achieved eventually. In the physical stores of Tesco, customers generally pick their products up and voice assistants are used for the payments eventually (Rahman, 2023). Self-checkout services are available within Tesco which simplifies the shopping experiences of the customers gradually. 
People: There are 345,000 employees working in Tesco and all the customer assistants are effectively trained and have massively contributed to the success of the company eventually (Tesco plc, 2023). The employees are also very competent and productive where better sales are illustrated. 
Physical evidence: Tesco has a very effective logo that involves different colours that attract the attention of customers eventually (Shastri, 2021). Thus, navigation of the physical stores is very easy where the products are categorized and the website is also significant and convenient to operate. 
[bookmark: _heading=h.tyjcwt]Conclusion 
Based on the above discussion, it has been concluded that Tesco is one of the well-known UK-based retail companies that has expanded its operations internationally in response to rising consumer needs. Every day in the UK, 1.2 million customers use Tesco products. Tesco accepts purchases from clients of all ages. The brand's primary target market is low- and middle-income consumers, thus its goods and services are affordably priced. Tesco employs demographic targeting to target customers that value the diversity of products supplied, are cost-conscious, and are highly interested in bargains and sales. Tesco adopts a cost-leadership pricing strategy where the brands maintain the quality of the products while keeping the prices of the commodities relevantly low.
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