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1. [bookmark: _Toc212748637]Introduction and Mission
Tesco PLC is a pillar of UK retail. Founded in 1919 by Jack Cohen, it has grown from a market stall to the UK’s largest retailer by revenue and market share, holding about 27% of the grocery market (Wood, 2022). While rooted in grocery across Extra, Superstore, Metro and Express formats, Tesco has become a multifaceted services group, including F&F clothing, Tesco Mobile, Tesco Bank and a digital ecosystem anchored by the Tesco Clubcard. It leads a mass market contested by the Big Four, discounters Aldi and Lidl, and premium rivals such as Waitrose and M&S (Mintel, 2024). This context demands a strategy that is both defensively robust and offensively agile.

The report provides a rigorous assessment of Tesco’s marketing position and sets out an integrated plan for the next financial year. The mission is to “Consolidate Tesco’s market leadership by becoming the UK’s most intelligent and trusted retailer, driving sustainable sales growth through hyper-personalised value, seamless digital integration and strategic market development.” Success rests not only on scale but on using data to deepen customer relationships. The report covers situational analysis (SWOT), strategy (STP, IMC, Ansoff), 7Ps tactical recommendations and a system for implementation and control.
2. [bookmark: _Toc212748638]Situational Analysis: SWOT
A SWOT analysis provides a critical foundation, evaluating the interplay between Tesco's internal capabilities and the external market forces it must navigate (McDonald and Wilson, 2011).
Strengths
Unrivalled Market Leadership and Scale: As the UK's largest retailer, Tesco benefits from profound economies of scale in procurement, distribution, and marketing. This volume grants it significant bargaining power with suppliers, often securing cost advantages that are inaccessible to smaller competitors (McKevitt, 2025). This scale also provides the financial resilience to invest in price wars and long-term strategic initiatives (Tesco PLC, 2023).
The Tesco Clubcard as a Strategic Asset: With over 20 million active users, the Clubcard is far more than a loyalty scheme; it is a rich, dynamic data engine. It provides unparalleled insights into customer purchasing behaviour, enabling highly targeted marketing, sophisticated pricing strategies, and personalised promotions that drive retention and increase basket spend (GoodGrowth, 2024; Tesco PLC, 2023). This data-driven approach represents a significant competitive moat.
Extensive Multi-Channel Distribution Network: Tesco’s portfolio of over 4,000 stores provides unrivalled geographical coverage and convenience. This physical footprint is a critical asset in the age of e-commerce, serving as a network of hubs for its market-leading "Click+Collect" service and fulfilling home delivery orders, creating a seamless omnichannel experience (Chaffey and Ellis-Chadwick, 2022; Tesco PLC, 2023).
Successful Diversification and Brand Equity: The diversification into banking, mobile, and clothing has created multiple revenue streams, insulating the company from volatility in the grocery sector. Furthermore, the Tesco brand itself is a asset of immense value, embodying trust, reliability, and heritage for millions of UK consumers (Tesco PLC, 2023; Keller, 2019).
Weaknesses
Legacy Issues and Perceptions of Corporate Power: Past controversies, notably the 2014 accounting scandal, have left a lingering stain on its corporate reputation. Furthermore, its market dominance can foster negative perceptions among certain consumer segments and in the media, portraying it as a "bully" that squeezes suppliers and undermines local high streets (Quinn, 2020).
High Operational Complexity and Cost Base: Managing a supply chain of this scale and complexity is inherently costly and logistically challenging. This makes Tesco vulnerable to external shocks, such as geopolitical events, post-Brexit trade friction, and inflationary pressure on fuel and logistics, which can rapidly erode profitability (Neuhaus et al., 2022; Tesco PLC, 2023).
Margin Pressure in the Core Business: The intense competition in the UK grocery market, particularly from the lean-operating discounters, means Tesco's operating margins are perpetually under pressure, often thinner than those of premium rivals or the limited-assortment discount models (Mintel, 2024).
Inconsistent Customer Experience Across Formats: While Tesco Extra stores are often well-maintained, the customer experience in smaller Metro and Express formats can be inconsistent, with issues around staffing, clutter, and product availability occasionally tarnishing the brand promise at the local level (Mintel, 2024).


Opportunities
Capitalising on the Health, Wellness, and Plant-Based Boom: The structural shift in consumer preferences towards health, wellness, and sustainable eating represents a major growth vector. Tesco can leverage its scale and own-brand capabilities to further innovate and aggressively market its "Plant Chef", "Wicked Kitchen", and "Free From" ranges, aiming for category leadership (Mintel, 2024).
Accelerating the Digital and E-Commerce Evolution: The permanent adoption of online shopping post-pandemic provides continuous opportunities. Enhancements in AI-driven personalisation on its app and website, the expansion of rapid-delivery services like "Whoosh," and an improved user interface can significantly boost digital engagement and sales (Chaffey and Ellis-Chadwick, 2022; Tesco PLC, 2023).
Advancing from Personalisation to Hyper-Personalisation: The Clubcard data asset offers untapped potential. Tesco can move beyond standard offers to provide truly bespoke shopping experiences, including individualised meal planning, dynamic bundle discounts, and predictive replenishment, dramatically increasing customer loyalty and lifetime value (Kumar et al., 2017; GoodGrowth, 2024).
Leading the Charge on Sustainability and Ethics: Growing consumer demand for transparency and ethical responsibility allows Tesco to strengthen its brand purpose. Ambitious, well-communicated commitments to net-zero, plastic reduction, and ethical sourcing can differentiate the brand and build deep affinity with a values-driven demographic (Tesco PLC, 2023; Mintel, 2024).
Threats
The Unrelenting Discounter Onslaught: Aldi and Lidl remain the most significant threat to Tesco's volume and margin. Their low-cost business model, combined with improving quality perceptions, continues to attract a broad swathe of shoppers, forcing Tesco into a perpetual defensive pricing strategy (Wood, 2022).
The Severe Economic Squeeze on Consumers: The ongoing cost-of-living crisis, characterised by high inflation and stagnant wages, has made consumers intensely price-sensitive. This threatens sales of higher-margin discretionary items and forces a greater focus on value, potentially commoditising Tesco's offerings (Mintel, 2024).
The Strategic Counter-Attack from Competitor Loyalty Schemes: Sainsbury’s "Nectar Prices" initiative is a direct and potent assault on the value proposition of the Clubcard. By offering significant discounts linked to a competing loyalty card, it challenges Tesco's claim to exclusive value and fragments shopper loyalty (Houlton, 2023).
Systemic Supply Chain Volatility: Global instability, climate change, and regulatory changes pose persistent risks to supply chain integrity, leading to potential shortages, cost inflation, and operational disruptions that can damage customer trust (Neuhaus et al., 2022; Tesco PLC, 2023).
Fundamental Shifts in Shopping Habits: The long-term trend towards more frequent, smaller, convenience-led shopping trips, often facilitated by rapid delivery apps, challenges the economic model of Tesco's large out-of-town superstores (Mintel, 2024; Chaffey and Ellis-Chadwick, 2022).3. Marketing Strategy
3. [bookmark: _Toc212748639]STP Analysis

Segmentation

Tesco employs a hybrid segmentation model, utilising a mix of variables to deconstruct its vast market (McDonald and Wilson, 2011; Keller, 2019).
Geographic: This is a primary segmentation driver, directly influencing store format. Tesco Extra stores serve regional catchments, Superstores and Metros serve suburban and urban hubs, and Express stores cater to hyper-local, convenience-driven needs (Tesco PLC, 2023; Chaffey and Ellis-Chadwick, 2022).
Demographic: The core of its targeting, focusing on life-stage and income. Key segments include large families (volume, value), time-poor professionals (convenience, quality), and students or budget-limited households (low price) (Mintel, 2024).
Psychographic: This layer adds depth, segmenting by lifestyle and values. Key groups include the health-conscious, the ethically-driven shopper, the budget-focused family, and the experience-seeking foodie (Mintel, 2024).
Behavioural: This is Tesco's most advanced segmentation layer, powered by Clubcard data. It segments customers by purchasing patterns, benefits sought (price vs. quality), and loyalty status, allowing for micro-targeting of segments like "Price Hunters," "Weekly Planners," and "Premium Product Lovers" (GoodGrowth, 2024; Chaffey and Ellis-Chadwick, 2022).
Targeting
Tesco adopts a differentiated targeting strategy, developing distinct marketing mixes for its primary segments (Keller, 2019; McDonald and Wilson, 2011).
The Value-Focused Family (Core Target): This segment is highly sensitive to price and shops for bulk. The marketing mix focuses on the Aldi Price Match, multi-buy offers on family staples, and communicating the one-stop-shop convenience of large formats. The core message is reliability and smart saving (Mintel, 2024; Tesco PLC, 2023).
The Time-Poor Professional (High-Value Target): This segment prioritises convenience, speed, and quality. They are targeted through the Tesco Express and Metro formats, the "Whoosh" rapid delivery service, and premium "Food to Go" and meal solution ranges. Marketing emphasises time-saving and quality (Chaffey and Ellis-Chadwick, 2022; Tesco PLC, 2023).
The Health-Conscious and Ethical Shopper (Growth Target): A growing and influential segment, targeted through dedicated product ranges like "Plant Chef" and "Tesco Finest*." Marketing communications focus on health credentials, nutritional information, sustainability, and animal welfare standards (Mintel, 2024; Tesco PLC, 2023).
Positioning
Tesco’s positioning strategy can be summarised by the statement: "For the smart shopper, Tesco delivers unbeatable value through Clubcard, without compromising on quality or convenience." It deliberately positions itself as the rational, intelligent choice in the middle ground, more trusted and with a wider range than the discounters, but more accessible and value-driven than the premium players. The "Aldi Price Match" and "Clubcard Prices" are not just promotions; they are fundamental to this value-centric positioning, designed to create a perception of fairness and market-leading value (Keller, 2019; Mintel, 2024; Wood, 2022). The goal is to be the default, trusted partner for the weekly shop.

[bookmark: _Toc212748640]3.2 Integrated Marketing Communications (IMC)

To bring the STP strategy to life, a fully integrated communications plan is essential (Keller, 2019; McDonald and Wilson, 2011).
Advertising: Sustain the high-profile "Clubcard Prices" campaign on TV and video-on-demand platforms to reinforce the core value message. In parallel, launch a supportive campaign titled "Quality You Can Trust," focusing on the sourcing, innovation, and taste credentials of the Tesco Finest and Plant Chef ranges, using credible influencers to build authenticity (Keller, 2019; Mintel, 2024; Tesco PLC, 2023).
Sales Promotion: The Clubcard will remain the primary promotional vehicle, with offers personalised from purchase history. Supplement this with targeted "Bonus Point" events on high-margin categories and "App-Exclusive Flash Sales" to drive digital engagement and create urgency (GoodGrowth, 2024; Chaffey and Ellis-Chadwick, 2022).
Public Relations & Sponsorship: Proactively manage corporate reputation by publicly reporting on progress towards environmental and social goals. Pursue strategic partnerships with health and family-focused organisations (e.g., a continued partnership with Disney, or a new one with a mental health charity) to build positive brand associations and demonstrate community commitment (Tesco PLC, 2023; Hollensen, 2020).
Digital & Direct Marketing: Fully leverage the Clubcard data for precision marketing. This includes behaviour-triggered email sequences, personalised push notifications via the app, and programmatic online advertising that retargets users with products they have viewed. A strengthened social media strategy on platforms like Instagram and TikTok, focusing on quick recipes and "smart shop" hauls, will be crucial for engaging younger demographics (Chaffey and Ellis-Chadwick, 2022; GoodGrowth, 2024).

[bookmark: _Toc212748641]3.3 Ansoff Matrix
The Ansoff Matrix provides a framework for evaluating strategic growth paths (McDonald and Wilson, 2011).
Market Penetration (Existing Markets, Existing Products): This is the primary and most critical strategy. The objective is to increase share of wallet from existing customers in the UK. This will be achieved by deepening Clubcard loyalty, enhancing the perceived strength of the Aldi Price Match, and systematically improving the in-store and online customer experience to increase frequency and basket size (GoodGrowth, 2024; Chaffey and Ellis-Chadwick, 2022; Wood, 2022).
Product Development (Existing Markets, New Products): This is a key growth lever. Tesco must maintain a relentless pace of innovation in its own-brand portfolio, particularly in high-growth categories such as plant-based proteins, world foods, health-focused snacks, and premium ready meals. This allows it to capture more margin and differentiate itself from competitors (Varadarajan, 2020; Mintel, 2024).
Market Development (New Markets, Existing Products): With limited geographical expansion in the UK, this translates to targeting new demographic segments. Examples include developing tailored value bundles and payment plans for students, or creating specific services and product assortments for the ageing population (Mintel, 2024).
Diversification (New Markets, New Products): This is a higher-risk, longer-term strategy. A logical diversification for Tesco would be to launch a Tesco Energy tariff, competing directly with other supermarkets in the utilities market. Alternatively, it could develop a trusted online marketplace for third-party non-food sellers, leveraging its brand and logistics network (Tesco PLC, 2023; McDonald and Wilson, 2011).
4. [bookmark: _Toc212748642]Marketing Mix Strategies: 7Ps
The 7Ps framework translates the overarching strategy into actionable tactical plans. (McDonald and Wilson, 2011)
1. Product
Tesco must continue to enhance its tiered own-brand strategy, which is critical for differentiation and margin. The "Tesco Value" range must be seen as the definitive budget choice. The standard "Tesco" range needs consistent quality assurance. The "Tesco Finest" range requires continuous innovation and premiumisation to justify its price point and compete with Waitrose. A dedicated R&D focus should be applied to the "Plant Chef" and "Free From" ranges to ensure they are perceived as category leaders in taste and quality, not just copycats (Mintel, 2024; Varadarajan, 2020; Tesco PLC, 2023).
2. Price
The hybrid pricing strategy of EDLP on staples and promotional Clubcard Prices on a wide array of goods should be maintained and refined. The credibility of the Aldi Price Match is paramount; it requires constant monitoring to ensure matched products are in stock. Furthermore, Tesco should explore more advanced, data-driven personalised pricing, offering its most loyal customers (as identified by Clubcard data) superior deals on their most-purchased items, thereby reinforcing the value of loyalty (Wood, 2022; Chaffey and Ellis-Chadwick, 2022; GoodGrowth, 2024).
3. Place
The omnichannel experience must be seamless. Investment is needed in technology to provide real-time inventory visibility across all channels. The rapid-delivery "Whoosh" service should be expanded to more locations to win the convenience battle. A strategic review of the large-store estate is necessary; underperforming Extras could be downsized or partially repurposed as "dark stores" to improve online picking efficiency. Building a more resilient, agile supply chain through technology and nearshoring is essential to mitigate disruption risks (Chaffey and Ellis-Chadwick, 2022; Tesco PLC, 2023; Neuhaus et al., 2022).
4. Promotion
The IMC plan outlined in section 3.2 provides the roadmap. The key is integration and consistency, ensuring the "value through Clubcard" message is unified from TV ads to the in-store shelf-edge labels. All promotional activities should be designed to feed data back into the Clubcard system, creating a virtuous cycle of increasing personalisation and effectiveness (Keller, 2019; Chaffey and Ellis-Chadwick, 2022; GoodGrowth, 2024).
5. People
Frontline staff are crucial brand ambassadors. Tesco must invest in ongoing, high-quality training that empowers employees to provide excellent customer service and confidently handle Clubcard-related queries. Creating a positive work environment that fosters employee engagement is directly linked to improved customer interactions and, consequently, customer satisfaction and loyalty (Hollensen, 2020; Tesco PLC, 2023).
6. Process
Every customer touchpoint must be streamlined. This includes optimising the online checkout process, reducing queue times through efficient staffing and self-checkout technology, and simplifying the returns process for non-food items. The process for earning and redeeming Clubcard points, both in-store and with partners, must be frictionless to maintain engagement (Chaffey and Ellis-Chadwick, 2022; McDonald and Wilson, 2011; GoodGrowth, 2024).
7. Physical Evidence
The store environment is a tangible reflection of the brand. A programme to ensure consistent standards of cleanliness, lighting, and layout, especially in the smaller Metro and Express formats, is vital. The Tesco app and website must be fast, intuitive, and reliable, as they are key pieces of digital physical evidence. Furthermore, a committed transition to more sustainable and reduced packaging serves as powerful physical proof of the brand's ethical commitments (Tesco PLC, 2023; Mintel, 2024).
8. Implementation and Control
A strategy is only as good as its execution. A clear implementation plan with defined accountability and timelines is required, reflecting the principle that effective planning is worthless without a committed process for its deployment (McDonald and Wilson, 2011). This involves allocating budgets to the initiatives outlined in the 7Ps, setting clear departmental responsibilities, and establishing a project timeline for key roll-outs like the store refresh programme or the launch of new digital features (Tesco PLC, 2023; Chaffey and Ellis-Chadwick, 2022).
Key Performance Indicators (KPIs)
To measure success, Tesco must track a balanced set of KPIs:
· Financial: Year-on-Year Sales Growth (%), Gross Margin %, Market Share (Kantar) (Tesco PLC, 2023).
· Customer: Active Clubcard User Growth (%), Net Promoter Score (NPS), Online Sales Penetration (%) (GoodGrowth, 2024; Chaffey and Ellis-Chadwick, 2022).
· Internal Process: On-Shelf Availability (%), Online Order Fulfilment Accuracy (%) (Chaffey and Ellis-Chadwick, 2022).
· Learning & Growth: Employee Engagement Score, Staff Training Hours Completed (Hollensen, 2020; Tesco PLC, 2023).















The Balanced Scorecard
The Balanced Scorecard translates strategic objectives into a measurable framework for management review (Kaplan and Norton, 2017).
	Perspective
	Strategic Objective
	KPI
	Target (12 Months)
	Key Initiative

	Financial
	Drive Profitable Growth
	Sales Growth
Gross Margin
	+4.5%
+0.3%
	Premium Own-Brand Push; Cost Efficiency Programme

	Customer
	Deepen Loyalty & Engagement
	Clubcard Active Users
NPS
	+7%
+10 Points
	Hyper-Personalised Offers; Customer Experience Training

	Internal Process
	Enhance Operational Excellence
	Product Availability
Online Fulfilment Accuracy
	98.8%
99.5%
	Supply Chain Analytics Investment; Dark Store Pilots

	Learning & Growth
	Foster a Capable Workforce
	Employee Engagement
Digital Training Completion
	82% Positive
95%
	New LMS Launch; Leadership Development Programme


This scorecard should be reviewed quarterly by the senior leadership team to assess progress, identify variances, and authorise necessary tactical adjustments to the plan, ensuring it remains agile and responsive to market dynamics (Kaplan and Norton, 2017).

[bookmark: _Toc212748643]5. Conclusion
This marketing plan has delineated a clear path forward for Tesco in a fiercely competitive and rapidly evolving market. The analysis confirms that Tesco's formidable strengths, particularly its scale and the data supremacy of the Clubcard, provide a solid foundation for defence and growth (McKevitt, 2025; GoodGrowth, 2024; Chaffey and Ellis-Chadwick, 2022). However, the threats, especially from the discounters and a financially pressured consumer base, are severe and persistent (Wood, 2022; Mintel, 2024). The recommended strategy focuses on a dual approach: defensively reinforcing its value proposition to protect its core customer base, while offensively pursuing growth through targeted product innovation and superior digital and convenience offerings (Keller, 2019; Varadarajan, 2020; Chaffey and Ellis-Chadwick, 2022).
Key Recommendations:
Segmentation & Targeting: Evolve from traditional segmentation to a model of dynamic, behaviour-based micro-segmentation powered by advanced Clubcard analytics. This will enable truly one-to-one marketing, increasing relevance and ROI (Kumar et al., 2017; GoodGrowth, 2024).
Positioning: Systematically augment the "Value" message with a stronger, more visible "Quality and Innovation" narrative, particularly around its successful own-brand tiers. This will prevent brand commoditisation and attract more high-value shoppers (Keller, 2019; Mintel, 2024).
Marketing Mix (7Ps):
Product: Mandate an accelerated innovation pipeline for the Tesco Finest and Plant-Based ranges to drive margin and differentiation (Varadarajan, 2020; Mintel, 2024).
Price: Institutionalise a process of rigorous, frequent audits of the Aldi Price Match to guarantee its credibility and effectiveness (Wood, 2022).
Place: Commit significant capital expenditure to expand the "Whoosh" rapid delivery network, recognising it as a critical battleground for the future of convenience (Chaffey and Ellis-Chadwick, 2022; Tesco PLC, 2023).
Promotion: Rebalance the marketing budget to increase investment in digital, social, and mobile channels to better engage younger demographics and drive app adoption (Chaffey and Ellis-Chadwick, 2022; GoodGrowth, 2024).
People & Process: Launch a standardised "Customer First" service excellence programme across all stores and implement a simplified, transparent returns process for non-food items to build trust in these categories (Hollensen, 2020; McDonald and Wilson, 2011).
Physical Evidence: Initiate a strategic, multi-year store refresh programme, prioritising the Metro and Express formats, to uniformly elevate the in-store brand experience (Tesco PLC, 2023; Mintel, 2024).
By executing this integrated plan with discipline and a relentless focus on the customer, Tesco can not only defend its market leadership but can also build a more resilient, profitable, and customer-centric business for the future (Kaplan and Norton, 2017; McDonald and Wilson, 2011).
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