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[bookmark: _Toc166246521]Executive summary
This report is a marketing plan that primarily utilizes the SOSTAC and SMART frameworks, with the aim of developing a complete marketing plan for TESCO. The report first summarizes the current internal and external environment that TESCO is facing, and combines the company's mission and values to develop TESCO's strategic marketing goals and plans using the SOSTAC framework. The set goals meet the requirements of SMART and are feasible. The report proposes that TESCO should cater to the current consumer demand for health concerns, by developing healthy and eco-friendly products and leveraging differentiated marketing strategies, to occupy a strong market position in the emerging market of healthy food.


[bookmark: _Toc166246522]1.0 Introduction
For a company, a marketing plan is a proposal that outlines the marketing efforts, promotions, and advertising activities that the company plans to implement in the coming period (usually within a year) (Chernev, 2020). The purpose of this report's marketing plan is to develop reasonable marketing goals and strategies for TESCO in the context of economic globalization, and to provide a detailed demonstration of its 7P marketing mix plan to help businesses identify business opportunities and promote a comprehensive review and analysis of the marketing environment faced by the enterprise. This report uses the SOSTAC and SMART analysis frameworks. SOSTAC is a strategic planning model that analyzes a company's Situation Analysis, Objectives, Strategy, Tactics, Action, and Control processes to develop a comprehensive strategic plan for the company. By comparison, SMART is a framework used to set goals, which stands for the five words Specific, Measurable, Achievable, Relevant, and Time bound. Using this framework to analyze goals can ensure that they are clear, specific, and easy to measure.
[bookmark: _Toc166246523]2.0 Main Findings
[bookmark: _Toc166246524]2.1 Situation analysis
Through a comprehensive analysis of the internal and external environment faced by TESCO, it was found that at the macro level, TESCO faces political, economic, and social instability, complex social environments, and numerous legal constraints. It is worth noting that the public is increasingly concerned about environmental protection and health. At the micro level, TESCO faces fierce peer competition and the threat of substitutes, and customers have strong bargaining power. However, the entry threshold for the retail food chain industry is relatively high, and TESCO has good supply chain advantages and supplier bargaining power, which gives TESCO a certain advantage in the market. At the micro level, TESCO needs to pay special attention to the threat of substitutes, as people's attention and frequency of purchasing organic, dietary, and natural products are increasing (Kowalska, et al., 2021). When formulating marketing strategies, TESCO should take into account the unstable external environment, reduce heavy asset investments, and take into account changes in consumer demand, and appropriately develop healthy products that meet consumer consumption tendencies.
[bookmark: _Toc166246525]2.2 Marketing Objectives
TESCO is a leading multinational retailer in the UK, with the goal of providing customers with affordable, healthy, and sustainable food every day, helping them enjoy a better quality of life and a more relaxed lifestyle. The core purpose and values of a company are to provide better services to customers, communities, and the earth every day (Tesco, 2023). At present, TESCO is facing a complex and pessimistic external environment, strong competitors, and substitutes. Combined with the development of emerging technologies and consumer attention to healthy food, this report proposes that in the next year, TESCO will develop new healthy and ecological food products to increase its online and offline sales by 15% compared to last year. Once this goal is achieved, it means that TESCO can open up a differentiated marketing path in a fiercely competitive market environment. This means that the popularity of the "TESCO" health food brand will be consolidated.
SMART analysis of marketing objectives
Specific: The increase of 15% in total sales compared to last year is a very specific data
Measurable: This is a measurable goal because as long as there is total sales for 2023, the total sales for 2024 can be calculated. And ultimately determine whether the goal can be achieved. (At present, the total sales data on the company's official website is only updated to February 2023. Therefore, once the company updates the data for the 23/24 fiscal year, the precise data set in this report can be quickly calculated.)
Achievable: Combining the data from TESCO's fiscal year 21/22 (sales revenue of 54768 million) (Tesco, 2022) and fiscal year 22/23 (sales revenue of 57656 million) (Tesco, 2023), it can be seen that TESCO's annual sales growth is around 10%. Therefore, this report proposes that the goal of increasing total sales by 15% compared to last year is somewhat achievable. And achieved sales growth by developing healthy new products, which has been successful in the company before. In 2018, TESCO launched a new baby food series (Tesco, 2018) (Tesco, 2019) to help the youngest customers live healthier lives. After market validation, this series of products enabled TESCO to generate huge revenue and profits, and also helped TESCO save costs. Further proves the feasibility of this goal.
Reminder: TESCO is committed to providing customers with healthy food at reasonable prices. Developing healthy food and increasing the company's sales is a very important marketing strategy. This goal is consistent with the overall goals of the company.
Time round: One year.
From the above SMART analysis of marketing objectives, it can be seen that the marketing objectives formulated in this report meet the requirements of SMART.
[bookmark: _Toc166246526]2.3 Marketing Strategy
From the success of TESCO's baby food series that does not contain salt, sugar, artificial colors, and spices, to the goal of low calorie, high protein, and original adult products proposed in this report, TESCO can adopt differentiated marketing strategies to distinguish products from competitors, give consumers a healthy and ecological impression, attract consumers with high health concerns, and gain the loyalty of these consumers. This method has been proven successful in the baby series products. Differentiated marketing strategies have been proven to have a significant impact in chain supermarkets (Kadenyeka,&Mwasiaji, 2023), and the differentiated value generated by new products is more niche compared to the improvement in quality (Brand, 2021). Research has shown that differentiation is the expected result of supermarket label branding, so this marketing strategy can also help TESCO enhance its own brand value (Odongo&Motari, 2022).
[bookmark: _Toc166246527]2.4 Marketing Tactics
One of the purposes of a marketing plan is to develop comprehensive marketing tactics, which refer to specific behaviors and methods to achieve marketing strategies. Under the guidance of marketing strategies, comprehensive marketing tactics can help achieve clear marketing goals (Morgan, et al, 2019). This report adopts a 7P marketing mix to develop corresponding marketing strategies.
(1) Product
Retailers can differentiate their products from those of competitors by providing unique attributes, thereby gaining a competitive advantage (Khan, 2014). Product strategy is a crucial part of marketing mix, directly affecting how a company attracts and retains customers (Yusuf,&Matiin, 2022). TESCO adopts a differentiated marketing strategy, mainly reflected in the attributes of its products. All products are based on the design of healthy foods, and TESCO needs to develop foods that are healthier for adults, such as base oil, low salt, low calorie, and high protein foods, with minimal or light processing to ensure the original ecology of the food. The reduction of additives and processing procedures will lower the production costs of enterprises. And since the success of the baby series products has brought some experience to TESCO (Meng, 2024), it is possible to continue developing healthy foods for adults based on the success of the baby series products. The development of these products will inevitably lead to consumer awareness of TESCO brand products, making consumers perceive that the brand can bring "health" to consumers, thereby attracting and cultivating consumer loyalty.
TESCO products are positioned as "healthy and green", and using the TESCO brand can also increase brand value and attract more customer traffic. In this way, TESCO's free brand and supplier brand can collaborate with each other to attract more customers.
(2) Price strategy
Over time, people are increasingly willing to pay higher costs for healthy food. The prices of processed foods have been continuously decreasing and gradually falling below processed and unprocessed foods or minimum processed foods. By 2026, unhealthy foods will become cheaper than healthy foods (Maia, et al, 2020). In practice, it is often found that foods labeled as "healthy and green" are often more expensive than other foods, which increases consumer expectations for the price of healthy foods. In addition, when it comes to health issues, low-income individuals often need more attention and a healthy diet (Bennett, et al, 2020). Low income individuals often use two methods to determine the price of healthy food: absolute judgment (whether households are scarce) and relative judgment (comparing prices with other products), which can lead them to continue purchasing unhealthy diets (Daniel, 2020). Therefore, it is recommended that TESCO adopt a penetration pricing strategy to quickly capture the market at a lower price. This pricing approach can achieve the company's mission of providing affordable, healthy, and sustainable food to customers, as well as make consumers feel satisfied with high price expectations (Tse,&Wilton, 1988). The most important thing is that this pricing enables low-income groups who need a healthy diet the most to have purchasing power, thus enabling companies to quickly gain a higher reputation. Therefore, adopting a penetration pricing strategy can establish a good image of assuming social responsibility, gain a large number of loyal customers, and quickly increase the value of TESCO's own brand.
(3) Place
It is undeniable that TESCO has a strong supply chain system and sales network, so in terms of sales channels, TESCO can leverage its existing sales channels for distribution, namely various TESCO chain supermarkets.
(4) Promotion
Advertising promotion is the most direct way of promotion (Kwon, et al, 2021), and in recent years, the promotional effect of social media has been recognized by many scholars (Manzoo, et al, 2020; Hanaysha, 2022). TESCO needs to create advertisements on social media with the theme of "healthy eating", while promoting the product's concept of low fat, low oil, low calorie, and high protein. Design promotional slogans such as "Your health, I will protect it" and "TESCO reduces the burden on your body" to attract consumer attention.
At the same time, social media platforms such as TikToK or Weibo are used to post some health related topics (Erlangga, 2021), such as # Health comes from diet # and # Good figure, three percent rely on exercise, seven percent rely on diet #, etc. These topics can attract consumer attention through comments, reposts, likes, and other means (Dolega, et al, 2021), thereby achieving the goal of quickly promoting products (Evans, Bratton,&McKee, 2021).
Because the previous baby series products have achieved great success, they can be bundled and sold with the help of baby series products. This can not only leverage the good reputation accumulated by the baby series products to promote the sales of adult series products, but also further promote the sales of baby series products through the sales of new products.
(5) Personnel
Maintenance and guidance of online public opinion: When promoting new products through Weibo and social media, the company needs to arrange dedicated personnel to maintain online public opinion and ensure that online discussions develop in a positive direction towards the new product (Evans, et al, 2021).
New Product Knowledge Explanation: During the process of launching a new product, it is necessary to arrange professional nutrition professionals to explain the nutritional combinations of the new product to consumers, and encourage everyone to pay attention to the company's official website, social media accounts, and official Weibo. The company updates its health and nutrition knowledge and product updates in real-time on these websites. These activities can further promote the company and new products.
Product after-sales feedback information collection: Conduct follow-up visits to consumers who purchase new products to understand their suggestions and opinions on the new products. Collect feedback information, understand consumer needs, and extract useful information for further development of new products.
(6) Process
By showcasing the manufacturing process and quality commitment, enhance consumer trust and brand loyalty (Kim, et al, 2021). Enterprises display the production and manufacturing process of their products through social media platforms, Weibo, and the company's official website, or showcase the entire process of products from farmland, fruit trees, etc. to supermarket shelves. At the same time, the product process can also be displayed in the form of pictures or flowcharts on promotional posters.
(7) Tangible display
In terms of product packaging, the overall packaging of the new product adopts a simple and elegant form, and the color can be light green, with pictures of farms or orchards printed. The overall design style should be consistent with the new product's "healthy and green" concept.
On product display, after the new product is launched, it should be stacked and displayed in the most prominent place of the supermarket for at least one week. And create an atmosphere design for agriculture or orchards in the stacking area.
[bookmark: _Toc166246528]2.5 Action
(1) Arrange 3-5 people to conduct market research on the following projects:
Try the new product before its launch, and further adjust and determine the taste of the new product based on the test results.
Conduct research on new product packaging design, and further adjust and determine product packaging based on the research results.
(2) Promoters
When a new product is launched, each supermarket arranges 4 promotional personnel. One of them is a presenter, mainly explaining the design concept and nutritional knowledge of the product (equipped with a loudspeaker). One person is responsible for assisting consumers in trying out products and distributing them to them. Two promotional assistants for the exhibition venue, mainly helping to attract customers and assist in promotion.
(3) Data Analysis and Statistics Personnel
During the launch of the new product, each supermarket needs one employee to conduct daily sales statistics on the new product and submit the statistical data to the marketing and marketing departments for adjusting marketing methods based on sales data.
[bookmark: _Toc166246529]2.6 Control
(1) Marketing costs
The purpose of this plan is to achieve the best marketing results with the lowest possible marketing costs, thus achieving the lowest cost in all aspects. Especially for the promotion of new products, this plan adopts low-cost promotional methods such as social media and Weibo (Infant,&Mardikaningsih, 2022). Other activities also strive to maintain the lowest cost possible. Marketing costs are calculated once a month to ensure they are within budget.
(2) Sales revenue after the launch of new products
After the new product is launched, the sales revenue of the new product is called through the backend data of the supermarket to ensure that the sales revenue of the new product is within the predicted range every day. If sales are not ideal, it is necessary to invite the marketing and marketing departments to further optimize the promotional plan together.
(3) Time control
Develop a one-year plan from new product design to new product launch, ensuring that each activity is completed within the planned timeline.
3.0 Conclusion
This report utilizes the SOSTAC framework to develop a marketing plan for TESCO's adult health products. The plan provides a comprehensive explanation of TESCO's goal of achieving a 15% increase in sales within one year through new products, from the details and practicality of marketing behavior. The report suggests that TESCO adopt a differentiated marketing strategy, utilizing existing supermarket sales channels combined with penetration pricing and social media promotions to achieve its goals.
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