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Executive Summary

This marketing plan focuses on the issue of expanding Tesco’s online business. To this end, a SMART objective is established to increase Tesco’s online sales by 20% from the 2023/2024 baseline of £6.2bn between September 2024 to August 2025. On this basis, strategies, tactics, actions and control are clearly demonstrated, guided by the SOSTAC framework. Finally, some recommendations for adaption for future improvement are proposed. 




































[bookmark: _Toc17853]1.0 Introduction

This marketing plan focuses on the area of Tesco’s e-commerce business expansion. The purpose of this marketing plan is to establish a marketing objective for the area and then make a strategic plan for implementation so as to ensure the objective is fulfilled.  

This report will develop objective based on the SMART method in order to ensure the marketing objective is effective and measurable. At the same time, this report will use the SOSTAC model to structure the entire marketing plan. Finally, this report will offer some recommendations on how this marketing plan can be adapted to support continuous improvement. 

[bookmark: _Toc11160]2.0 Main Findings

The overall objective of strategic marketing can be simply understood as: to improve Tesco's online sales revenue. 

This strategic marketing objective is based on the macro, micro and internal environment analysis of Tesco. The results suggest that consumers' consumption behavior has changed. many consumers are willing to choose online shopping (Roper, 2023). Besides, the retail industry is undergoing transformation driven by the digitalization (Papanagnou et al., 2022); the UK retail market is highly competitive, and Tesco faces strong competition from traditional retailers and online retailers, such as Amazon (Mugo, 2020). This means that if Tesco wants to further occupy market share and maintain competitive advantage, it must fully grasp the opportunity of e-commerce development. Tesco has some strengths, for example, opening online platforms, investment in technology to support e-commerce and data analytics. Besides, Tesco's e-commerce business demonstrated great development potential during the pandemic, with online sales showing a growing trend (Resnick, 2023). Therefore, based on the above mentioned summary and analysis of the external and internal environment, this report puts forward the above strategic marketing objective, so as to improve its strategic positioning. 

[bookmark: _Toc10564]3.0 SOSTAC

This marketing plan is structured by the SOSTAC model. SOSTAC is the acronym of “Situation, Objectives, Strategy, Tactics, Actions and Control” (Reed, 2014), as shown in the following Figure. Developed by PR Smith to guide marketing planning, it now helps marketing managers develop logical marketing plan with full consideration of key elements (Smith and Taylor, 2004, p.33). 
[image: ]
Figure 1 Key Elements of SOSTAC
(Source: Hague and Hague, 2023, p.92)

[bookmark: _Toc16121]3.1 Situation Analysis

The TOWS analysis will be used to analyse the current situation of Tesco. TOWS analysis helps to match external opportunities and challenges with Tesco's own strengths and weaknesses, so as to more clearly demonstrate the current situation and future potential as well as challenges (Weihrich, 1982). 

	Internal Factors

	External Factors
	
	Strengths (S)

· Leading position in the UK retailing market 
· Diversified business 
· [bookmark: OLE_LINK4]Strong supply chain management 
	Weaknesses (W)

· Dependence on the UK market
· Negative PR events
· Price competition pressure
· Challenges of online retailing 

	
	[bookmark: OLE_LINK1]Opportunities (O)

· Growth of online retailing
· Trends in sustainability

	Strengths/Opportunities (SO)

· Leading position in the UK retailing market 
· Strong supply chain management 
	Weaknesses /Opportunities (WO)

· Negative PR events
· Price competition pressure
· Challenges of online retailing 

	
	[bookmark: OLE_LINK2]Threats (T)

· Trends in sustainability
· Uncertainty in the economic environment
	Strengths/Threats (ST)

· Leading position in the UK retailing market 
· Diversified business 
· Strong supply chain management 
	Weaknesses/Threats
(WT)

· Negative PR events
· Challenges of online retailing 



Table 1 TOWS Analysis of Tesco 

From the above table, one can see that in the face of the potential opportunities of online retail growth, Tesco's industry position and supply chain management can help it seize the opportunities, but it must solve negative public events to improve its corporate image, provide competitive prices, and strive to catch up with e-commerce retail giants such as Amazon in terms of e-commerce exposure, consumer experience and services, etc. In the process of trying to expand its e-commerce business, Tesco may inevitably come under pressure from macroeconomic aspects, such as economic stagnation, inflation, and falling consumer confidence. In this case, the strengths mentioned above may play a role in helping companies face threats. Of course, Tesco still needs to work hard to address negative events to improve its reputation, and continue to improve its e-commerce exposure and services. 
[bookmark: _Toc15450]3.2 Objectives 

After a full recognition of the current situation, this report will provide a very detailed and measurable objective. SMART model will be used in this section. SMART - “specific, measurable, assignable, realistic, and time-related” (Doran, 1981), means objectives must be clear and detailed, be measured, be realistic, be relevant, and be with a specific time frame (Alexander, 2012). It defines the standards to set effective and measurable objectives (Bjerke and Renger, 2017). 

 The marketing objective for Tesco from September 2024 to August 2025 is:

· [bookmark: OLE_LINK10][bookmark: OLE_LINK8][bookmark: OLE_LINK9]To increase Tesco’s online sales revenue by 20% from £6.2bn (Tesco, 2024a) to £7.44bn within the time frame between September 2024 to August 2025.  

This marketing objective, once achieved, will make a significant contribution to the growth of Tesco's market share, new customer numbers and market growth. First, the increase of online sales revenue may promote the increase of Tesco's overall sales, thus improving its market share. This is very beneficial to maintain a competitive position. Market share measures can be based on Tesco's total sales, as well as a percentage of total sales in the retail industry. Second, the increase in online sales revenue means that more and more consumers, including many new consumers, pay attention to Tesco and gradually form customer loyalty. This can be measured with the help of some analytics tools to analyze the changes in customer databases. Finally, the increase in online sales revenue contributes to the overall market development. Higher online sales may mean that more consumers are interested in the products and services of Tesco, and more consumers need the products and services provided by Tesco, which creates opportunities for the profit and development of the enterprise. This can be measured by monitoring the growth in sales and revenues, market share, and customer acquisition rates, etc. 
[bookmark: _Toc2217]3.3 Strategy 

[bookmark: OLE_LINK13]To achieve its marketing objective, Tesco needs an overall strategic direction and broad marketing strategy. To this end, STP (segmentation, targeting and positioning), Ansoff’s Growth Matrix and Porter’s Generic Strategies are discussed. 

[bookmark: OLE_LINK5]For STP, Tesco positions itself as a large supermarket chain who acts responsibly in the market (BPP Learning Media, 2015, p.285). Its segmentation relies on psychographic criteria. Segmentation means to subdivide the market (BPP Learning Media, 2010, p.50) based on standards, like geographic, psychographic, demographic and behavioral (Meghana, 2016). As Tesco operates a variety of groceries, and covers a wide range of demographics, and geographical area, It is not easy to segment the market based on other three criteria. Therefore, this part discusses Tesco's market segmentation and target audience according to the psychographic criteria. From the perspective of Tesco, its market segment and target audience are “everyday people” (Baker, 2012). The target customers in this market segment usually look for good quality and affordable everyday products; with increased awareness of health and environmental protection, Tesco has also expanded its target audience to include those who value the positive health and environmental benefits of the products they buy. 

[bookmark: OLE_LINK15]On the basis, this report uses Ansoff’s Growth Matrix to recommend an overall strategic direction, as shown below. 
[image: ]
[bookmark: OLE_LINK18]Figure 2 Ansoff’s Growth Matrix
[bookmark: OLE_LINK14](Source: Kumar, 2016, p.175)
Product 



	
	Present
	New

	PresentMarket

	Market Penetration

· Competitive pricing and/or discounts or loyalty programs for online customers
· Targeted marketing campaign to ensure repeated purchase and customer retention 
· Enhancing online user experience
 
Low Risk
	Product Development

· Launching new products or services on online platforms 
· Launching products or services exclusive for online platforms, for example, an-hour or 30-minute delivery services 



Low Risk

	New
	Market Development

· Entering new geographical markets or targeting new customer segments 
· Cooperating with third parties to tap into greater market potential 
· Offering products for different customer segments, for example, organic food, specialty products or vegetarian products 

High Risk
	Diversification

· Expanding business to include complementary online retail categories, like online pharmacy services, meal kit delivery
· Investment on technology for new business ventures and greater customer experience
· Diversifying channels for online sales



Medium Risk


Table 2 Ansoff’s Growth Matrix Analysis for Tesco

From the Ansoff matrix analysis above, it can be seen that under the above-mentioned four different combinations, if Tesco wants to increase its online marketing revenue, the less risky strategic direction is to continue the present market penetration and introduces product development in present market. Specifically, Tesco is advised to work to improve the customer experience, expand online product or service categories, and optimize promotions and marketing. In addition, diversification has certain risks for Tesco, because expanding diversified related businesses may require more resource investment. However, diversified marketing channels are of great help to promote online marketing, so Tesco can try to integrate multiple online marketing channels.

Next, this report will use Porter’s Generic Strategies to explore the broad marketing strategy, see Table 3.  

	Cost LeadershipBroad 

· Offering competitive prices for price-sensitive customers
· Providing exclusive online promotions and discounts as well as loyalty campaigns
· Implementing cost-effective supply chain management practices for operational cost reduction

	Differentiation
· Improving online shopping experience through personalized recommendations, easy navigation, convenient payment options and fast delivery
· Paying much attention to the quality of products - freshness, organic, sustainability
· Optimizing customer pre-sales and after-sales services

	[bookmark: OLE_LINK7]Cost FocusNarrow 

· Specialized online offerings for niche customer segments, like organic, health-conscious options, or premium offerings

 
	Differentiation Focus
· Unique online shopping experience by using for example AI, AR or VR
· Offering online-only products like limited-edition items, or online-exclusive brands, etc. 
· Sustainable offerings or 100% locally-produced products


Lower Cost
Differentiation 


Table 3 Analysis of Porter’s Generic Strategies for Tesco

From the table above, Tesco's broad strategies lie in cost leadership and differentiation. Tesco's cost leadership strategy is focused on serving price-sensitive customers. As mentioned above, Tesco's target audience is mainly consumers who want to buy affordable everyday items (Baker, 2012). Some of them may be price sensitive, so online platforms need to offer consumers price competitiveness in order to attract consumers to make purchasing decisions. To achieve this, Tesco needs to implement a cost-effective supply chain management strategy to control operating costs. In addition, the cost leadership strategy for online marketing can also be achieved through online promotions, discounts, special prices, etc. From the differentiation strategies, customer experience and service and product differentiation are suggested strategies, such as personalized recommendations and services, as well as quality products with more unique features. 
[bookmark: _Toc5781]3.4 Tactics 

[bookmark: OLE_LINK3]The Marketing Mix – detailed 7P model will be used in this section

Product: expanding online product/service categories; launching online-only products/services. This is required by the strategic direction of product development in the Ansoff’s Growth Matrix and the differentiation strategy in the Porter Generic Strategies. In 2015, Tesco cut about 30,000 products in order to simplify shopping and reduce costs (Wood and Butler, 2015). In the future, Tesco could add product categories and make some of them available exclusively for e-commerce. 

Price: developing competitive and dynamic pricing. It can use discounts, promotions, loyalty programs to attract price-sensitive online customers. This is required by the cost leadership strategies. 

Place: making the website or app more user-friendly for seamless and convenient online purchase. 

Promotion: using integrated digital marketing, including social media, emails, SEO, etc. If necessary, working with social media key opinion leaders for promotions. 

People: training staff to improve customer services, and support them. Besides, it is necessary to engage customers and encourage them to give their feedback. Staff and customer are important for marketing success (Subramanian, 2018). 

Process: simplifying the process from placing an order to delivery to make online shopping easy and smooth. 

Physical Evidence: proving high-definition images of products; specifying the returning and refunding policies on the platforms to build trust. 
[bookmark: _Toc5048]3.5 Actions 

To translate the above marketing plan into reality, it needs to involve the joint efforts of the following key parties: first, the marketing team needs to make relevant preparations and implementation, such as assigning tasks, registering social media accounts, contacting key opinion leaders, developing targeted ads and marketing plans, preparing high-quality SEO articles, etc. Second, within the first two months, the IT department needs to optimize the website and app to provide customer experience; optimize the user interface, improve loading speed, protect user privacy and payment security. Third, the customer service team needs to provide support to online customers. This needs to start at the end of the marketing preparation, along with the beginning of the marketing campaign. Their main responsibilities include quick response to inquiries, pre-sales and after-sales service, etc. Fourth is the sales team. Their main job is to send personalized offers to customers based on their market segments, such as the latest discounts and recommendations of new or popular products. This needs to start in earnest with the start of the marketing campaign. Fifth, data analysts are involved. They need to track data on a regular basis and analyze KPIs to determine the success of marketing programs. Sixth, marketing manager is involved. The responsibility is to review, analyze, evaluate data, and make strategic adjustment at any time.

In order to ensure the staff involved deliver with excellence, a Gantt Chart is used to specify and schedule their key tasks and responsibilities. 
[image: IMG_256]
[bookmark: _Toc26961]3.6 Control 

To monitor and evaluate the effectiveness of marketing activities, it makes sense to find key performance indicators (KPIs) (Reyes-Menendez et al., 2020). KPIs should be established in alignment with the organizational objectives (Harnish et al., 2019). In this report, the KPIs should be in accordance with the marketing objective. These KPIs can be: 1) online sales revenue growth rate (measured every three months to check whether it moves as predicates to achieve growth by 20% at the end of August 2025); 2) conversion rate change (measured monthly to examine whether the customers from Tesco’s website and social media platforms spend money online); 3) return on investment of marketing campaigns (measured quarterly to determine the financial returns generated from marketing activities); 4) market share growth change (measured quarterly to check whether Tesco occupies a larger market share in the online retailing market to boost the revenue). 

[bookmark: _Toc31856]4.0 Recommendations  

In order to achieve continuous improvement, marketing plan needs to be constantly adapted. As mentioned above, the determination of Tesco's strategic direction and marketing strategy is the result of analysis and evaluation of current environment analysis, product, market, cost, differentiation, targeting audience, segmentation, etc. In turn, the adaption of marketing plan needs to be based on environment and market dynamics. To this end, this report suggests that Tesco's marketing managers should pay attention to the following aspects for continuous adaption. First of all, this report recommends that the marketing manager of Tesco should constantly collect market dynamics and environmental information at macro, micro and medium level to understand the industry trends and changes in consumer preferences or needs, even the changes of competitors, so as to keep the design of marketing programs flexible (Kulpinski, 1992). In addition, regularly monitor and evaluate performance against the KPIs mentioned above, while adopting an agile approach to quickly adjust to problems. In fact, agile methods also require manager to respond quickly to changes through data, insights, and KPI-based measures, as well as constantly adjusted organizational and marketing goals (Katare, 2022). This process also requires actively listening to customer feedback to better respond to consumer needs. For example, after understanding the changes in consumer environment and health awareness, Tesco can make efforts in sustainable product offerings; or it could optimize delivery services to catch up with strong competitors. 

[bookmark: _Toc22148]5.0 Conclusions  

Overall, this report is aimed at expanding Tesco's e-commerce business. Organized by the SOSTAC model, this report proposes a specific marketing objectives - to increase Tesco's online revenue by 20% over a one-year period from September 2024 to August 2025. To this end, the report identifies the overall strategic direction and broad marketing strategies through STP, Ansoff’s Growth Matrix and Porter’s Generic Strategies. Then, this report presents specific tactics through 7P model, develops Gantt chart schedule the actions and responsibilities, and establishes KPIs to monitor the results. Finally, this report puts forward several suggestions on how the plan can be adapted for continuous improvement. 
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