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[bookmark: _Toc75430302]INTRODUCTION
[bookmark: _Toc75430303][bookmark: _Toc75430304]Marketing is a strategy for attracting new consumers and keeping existing ones, with the goal of increasing income. The primary goal of marketing is to promote and advertise goods and services in such a way that clients are drawn in and eventually act (Robertson, 2017). Significant effort is expended in marketing to establish long-term relationships with buyers so that they do not switch to other brands. This research is based on TESCO, a well-known grocery chain situated in the United Kingdom It sells groceries and other general merchandise and devises effective marketing techniques to remain competitive for a longer length of time. The marketing process and the importance of the marketing mix are covered in this report.					                                                                                                                                                        Main Body   												                                                                                                                                                 Marketing process
The marketing process is a collection of activities that are integrated to achieve predetermined objectives within a set time frame. It entails a set of operations that enable a business to discover challenges, examine market opportunities, and, finally, develop marketing strategies for reaching the target audience (Rudawska, 2018). To make optimum use of existing resources and achieve stated goals, each organization follows a distinct marketing process. The following are the steps in the marketing process for this purpose:
Understanding the marketplace and need & wants of customers: It is the first step as per which customers are required to gather significant information regarding marketplace and about needs & wants of customers.  In current challenging environment, it is important to gather information regarding customer’s needs and wants for building trust and values. If, company offers goods and services to buyers as per their requirement then it significant help in maintaining long term and positive relationships. For this purpose, it is important to first undertake detailed market analysis to know requirements of buyer. Market trend is also likely to change over the period. So, it is vital to gather necessary information for formulating effective strategies to sustain in marketplace for significant period. In this regard, marketers of TESCO carry out detailed market analysis with an aim to gain familiarity with needs, wants and demands of buyers for ensuring positive outcomes in future period. 
Designing a customer driven marketing strategy: In this step, marketers are required to design an efficient marketing strategy by which, it is easy to gain the attention of customers. Here, they are required to identify target segment and need to select an USP for attracting customers in an efficient manner. In this, organization applies a model called STP analysis for selecting specific customers groups. For this purpose, STP model is described below:
· Segmentation: It is the first step of STP model under which the whole population is divided into smaller groups under which individuals having similar characteristics, attributes are combined to formulate a group (Hoque and et. al., 2018). Here, groups are formulated based on demographic, geographic, psychographic, and behavioral aspects. In reference to TESCO, they adopt demographic and geographic segment where they divide audience based on age, income, location, and other such factors.
· Targeting: After segmentation, the next step is to select target audience. In this, marketers select a specific group to target. They formulate strategies by keeping the target audience in mind. It is imperative to select target segment with due diligence as it affects revenue, profit margin of organization significantly. They target to both lower as well as upper income group of people by providing products in different price range.
· Positioning: It is the last step of STP model under which marketer put utmost efforts to create positive image of brand among target group. For realizing this aim, they also formulate appropriate promotional and advertisement strategies. In reference to TESCO, they have been successfully established positive images of brand over the period.
Construct integrated marketing plan that deliver superior value: Marketing strategy of organization outlines its customer segment and the way in which company will create value (Hyder, 2016). In this regard, marketers formulate an integrated plan of marketing for creating trust among target segments. It includes marketing mix which is a combination of 4 P’s that are mentioned as under:
· Product: It refers to the attributes of product and service for which customer make purchase. Product includes different characteristics, features to satisfy requirements of buyers. Product is a crucial element of marketing mix which put a profound impact over customers. Hence, TESCO offers varieties of products and services for receiving higher level of customer satisfaction.
· Price: Under this, price of products and services is determined. There are a lot of methods of price determination. Marketers are required to set a price in such a manner which can easily afford by target segment. In this regard, TESCO determines different price for different products for ensuring higher ease & convenience for buyers.
· Place: It depicts the place from where products and services are offered to customers. For this purpose, it is required to ensure appropriate supply and distribution management so that customers receive timely delivery of goods. In context of TESCO, they have outlets at different places from where they offer products to buyers.
· Promotion: This element of marketing mix signifies promoting and advertising goods & services for gaining attention of customers in significant manner. There are a lot of ways by which products and services can be promotes such as personal selling, direct marketing, advertisement, online mediums and more. TESCO also adopts ample of traditional as well as advanced approaches of promotion & advertisement.
Build profitable relationships: Customer relationship is a process of formulating and maintaining profitable relationship with customers through delivering superior values to customers. Customer relationship management is crucial to build strong and long-term relationship with buyers (Low, Gao and Mohdari, 2016). For effective customer relationship, it is vital to provide them superior values & experience. In reference to TESCO, they value customers and emphasis on maintaining long term relationship with them for getting positive results in future period. 
Capturing value from customers: It is the last step where marketer emphasis to build strong relationship with buyers for producing higher customer equity. If, the customer is loyal then it will enlarge customer equity which is used to measure current market performance of company. For this, marketers of TESCO are required to formulae appropriate strategy so that they can build trust, value among customer groups in significant manner.
[bookmark: _Toc75430305]Managing marketing process: It is the last stage of marketing process under which marketers are required to keep control over all the marketing activities and functions. Here, it is required to analyze the outcomes and then take appropriate set of actions for meeting with predefined goals in an efficient manner.  											                                                                                                                                                           Role of marketing mix
Marketing mix is a tool which is used for gaining competitive edge in marketplace. It is a crucial tool which combines different elements and further helps in preparing effective strategies. There are elements such as product, price, place, and promotion included in marketing mix. Apart from this, some other additional elements such as process, physical equipment’s and people are also covered in expanding marketing mix. For this purpose, role of marketing mix is given below:
Helps in new product development: It is stated that marketing mix is used for developing a new product and service. While designing a new product, elements such as price, place promotion are taken into consideration (Vellas, 2016). Marketing mix plays a vital role in developing new products and services to meet with needs & requirements of buyers in significant manner.
Delivering value to customers: Marketing mix also plays an important role in delivering values to customers.  Here, marketer prepares significant strategies so that customers receive products & services as per their requirement which is important for gaining higher level of customer satisfaction. Customers are regarded as vital part of business, so it is important to provide them timely and effective services to produce customer equity.
[bookmark: _Toc75430306]Facilitate competitive advantage: In current challenging environment, there is extensive competition present in marketplace for which it is required to prepare suitable strategies (Kemp, 2016). Marketing mix plays a vital role in preparing significant strategies which further help organization to provide unique products & services to customers. Marketing mix provides an edge to company over rival firms for sustaining in challenging environment for longer period. 												                    Tesco SWOT Analysis:	   
                                                                                                                                                                                 A SWOT Analysis is a strategic planning tool that evaluates an organization's Strengths, Weaknesses, Opportunities, and Threats. We will be able to determine the advantages and cons of Tesco's using this SWOT analysis.
Strengths:
· Tesco's is expanding in many locations throughout the city. This gives it a competitive advantage over its rival. It has a strong consumer brand and is well-liked by customers. Example:
· Name of the company
· Possessing a competitive advantage over your rivals
· Providing excellent client service
Weaknesses:
· Many stores are not positioned near clients, although others are. For instance, a product range is lacking.
· Only high-end customers are targeted.
· More and more, price has an impact.
Opportunities:
· Online sales are a fantastic way to make money. Online profit margins are quite high, and initial investments are minimal. Tesco has many supermarkets and convenience stores throughout the United Kingdom, allowing them to sell and grab the market. Target a new customer or market, for example.
Threats:
· Tesco is losing market share in terms of product pricing; other supermarkets, such as Morrisons and Iceland, provide products at a lower price than Sainsbury's.
· There are new competitors.
· Economic developments may have an impact on the company.
· Tesco would now be aware of their position. This will also provide them the opportunity to work on their chances, vulnerabilities, and threats, as well as their strengths.

PEST Analysis Tesco:     													                                                                                                                                      
Political:
Tesco must abide by government trade rules and regulations; for example, being a multinational corporation, Tesco operates in various countries, each of which has its own set of laws and regulations, such as employment laws, national wages, and so on.
Economical:
Economic issues heavily influence how they structure market segmentation of product and consumer. It will place high-end brands in high-income areas and low-cost goods in low-income areas.
Social:
In terms of social advancement, the globe is getting more technologically advanced, as seen by the existence of the internet. In comparison to a few years ago, customers are more informed and have a better understanding of the product. They know everything there is to know about the product, including which foods are healthful and which brands are reliable. Tesco must be cautious about what they sell, or else they may lose market share. They can use interest as a marketing technique at the same time. They can inform customers about their new offerings.
Technology:
The retail industry is expanding because of technological advancements. They can sell more and more at the same time, for example, by installing self-payment devices, which save time for busy people who do not want to waste time standing in a long line.



											                          CONCLUSION
To summarize the article, the SOSTAC model of digital marketing strategy is incredibly relevant and useful in creating the e-marketing strategy of a major corporation. Digital marketing's fundamental purpose is to develop a relationship with clients. In this digitalized era of marketing, it is vital for commercial organizations to follow a systematic approach (Royle and Laing, 2014).This model, which was used in this paper, effectively analyses the company's environmental situations, the company's objectives, which would be necessary to guide the e-marketing plan, and evaluates the company's strategies to further seek out the tactics through which a reliable background for the digital marketing plan could be provided. Finally, through the phases of action and control, the company ensures that all its strategic efforts have a realistic outcome (Young, 2014). According to the above-mentioned facts, marketing is a commercial function concerned with advertising items and services to a broad audience to generate a significant number of sales and profit margin. There is debate about the marketing process and the significance of marketing mix in an organization's performance.
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