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[bookmark: OLE_LINK2]Summary：
This report based on Assignment 1, explores the purpose of the marketing plan while developing a marketing plan for Tesco, and introduces two basic frameworks ——SOSTAC and SMART —— as the guiding principles for its development.
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[bookmark: _Toc27390]1.Introduction:

[bookmark: _Toc19275]1.1Background: 
Tesco was founded by Jack Cohen in 1919 and has since developed into one of the world's largest and most famous retail chains (Gennaro, 2024). From the first market stall in the East End of London to a multinational giant, Tesco has become synonymous with quality, affordable prices, and convenience in the retail industry. With hundreds of years of experience and presence in multiple countries, Tesco continuously innovates and adapts to the ever-changing needs of global consumers (Tesco, 2024).

[bookmark: _Toc19623]1.2The purpose of the marketing plan：
In today's highly competitive business environment, the importance of a carefully crafted marketing plan is self-evident (Xun, S., 2023). As companies navigate through ever-changing markets and consumer preferences, strategic roadmaps become critical to achieving business goals and maintaining growth. Essentially, a marketing plan is a written document that defines a company's goals and serves as a guide to guide the organization towards its marketing goals and ensure that it aligns with broader business goals (Chernev, Alexander., 2020).It provides a structured approach to understand market dynamics, identify target groups, and provide detailed strategies and strategies for effective participation. A comprehensive marketing plan is a successful plan, whether it is launching new products, expanding new markets, or increasing brand awareness (Chernev, Alexander, 2020). The marketing plan aims to develop a strategic framework for purchasing proprietary products according to requirements. As consumer preferences shift towards healthier and more sustainable choices, Texform hopes to leverage this trend to increase its market share in the organic industry.

[bookmark: _Toc15037]1.3Definition of SOSTAC and SMART:
During this marketing plan development process, two key frameworks were used: SOSTAC and SMART.
SOSTAC: abbreviated as Situation Analysis, Objective, Strategy, Tactics, Action and Control, summarizes the key components of a marketing plan (Irwanto, et al., 2021). It starts with a comprehensive assessment of the current market landscape and sets clear, SMART-compliant goals that define the expected results (Irwanto, et al., 2021). Developing strategies involves developing an overall approach to achieving these goals, while tactics describe the specific actions that need to be taken. The plan is then implemented (action) and effectively monitored and evaluated (control) (Irwanto, et al., 2021).
On the other hand, SMART represents specific, measurable, achievable, relevant, and time bound goals (Chaffey, D., 2015). This framework ensures that marketing objectives are clearly defined, quantifiable, achievable, consistent with company goals, and subject to practical constraints (Chaffey, D., 2015). Adhering to SMART standards enables the company to set feasible and successful goals.
SOSTAC and SMART provide a comprehensive and systematic approach to marketing planning that enables organizations to effectively respond to complexity, seize opportunities, and effectively mitigate risk. In a subsequent part of this report, we will explore each framework, exploring its principles and practical applications in marketing planning. Through this analysis, we aimed to highlight the importance of strategic planning in achieving marketing excellence and driving organizational success.
2. [bookmark: _Toc20265]Main body：
[bookmark: _Toc5708]2.1Situation Analysis – Where are we now? 
Before developing Tesco's strategic marketing plan, it is crucial to conduct a comprehensive situation analysis to understand the current market landscape and internal capabilities. This involves assessing the micro-and macro-environmental factors that may affect Tesco's operations and performance. One of the effective tools is the TOWS matrix, which evaluates the company's strengths, weaknesses, opportunities, and threats to guide strategic decisions (Jackson et al., 2003; Kim, 2005). 

	External factor
 Internal factor 
	Strength：1. Competitors more competitiveness in online sales   (Gennaro, 2024) 3. Widespread presence, with a global market share of 27.4% and 4,673 stores (Gan, W.&Yan, C., 2023).

	[bookmark: _GoBack]Weakness:1. Overreliance on online sales channels; 2. Competitors have better online marketing strategies and technologies; 3. Past reputation issues (such as food expiration scandals) (Gan, W.&Yan, C., 2023). 4. Low competitiveness. His performance on the world stage, especially in the United States and Asia, did not meet expectations.

	Opportunity:1. Growing consumer demand for healthy and environmentally friendly products; 2. growing consumer demand for healthy and environmentally friendly products; 3. Use digital marketing and social media to enhance brand exposure; 4. Online grocery sales attract more customers (Gan, W. and Yan, C. 2023)
	Strategy：
1.High brand awareness: to further enhance brand awareness and enhance market exposure through advertising, promotion and brand activities.2. Supply chain advantages: take advantage of supply chain to ensure high quality and timely supply of products and provide better service experience.
3. Diversified product range: Continue to expand the product line, including introducing new categories and time-existing product innovation to meet changing consumer needs（Gurcaylilar-Yenidogan,et al.，2018）.

	Strategy：
1. Utilize high-quality products to find new customer groups
2. Multi-channel sales strategy, including a combination of online and offline, to reduce reliance on a single channel.

	Threat:1Competitors more competitiveness in online sales (Rajasekar,J.,2022);2 .Competitors' increased competitiveness in online sales; 3. Impact of social change and cultural trends on consumer behavior 4. Economic recession caused by the epidemic（International, E. ，2010)
	1. Increase investment in online marketing, increase the share of online sales channels, and seize market growth opportunities.
2. By providing high-quality services and product differentiation, we can enhance competitiveness and resist competitive pressure.
	1. Continue to expand the product line, including introducing new categories and innovative product products to meet changing consumer needs and become more competitive.
2. Promote new products and discounts



[bookmark: _Toc4699]2.2Objectives – Where do we want to be?
[bookmark: OLE_LINK1]Let's set a SMART marketing goal for Tesco:
Increase the market share of Tesco private-label organic products by 20% over the next 12 months.
1. Special：This goal clearly stipulates that within 12 months, the market share of certain product categories will exceed that of their organic brands.
2. Measurable ：Market share can be measured to quantify the progress of 20% growth in 12 months.
3. Achievable：Tesco has the infrastructure, resources, and brand awareness to support the promotion and distribution of its own branded organic products, thereby increasing its market share by 20%.
4. Relevant：The increase in market share in the organic product category is consistent with Tesco's commitment to providing consumers with healthier and more sustainable choices, enhancing brand reputation, and meeting ever-changing consumer preferences.
5. Time-bound：The target is set for a 12-month period from September 2024 to August 2025, with a clear target date set for a 20% increase in the market share of Tesco's exclusive products.
Reasons：
In Assignment 1, Tesco's status as a multinational food and consumer goods retailer based in the UK is discussed. Although Tesco has a certain competitive advantage in the food retail market, it still faces competitive pressure from multiple competitors (Tesco Plc ，2022). Retailers like Aldi and Lidl, in particular, offer similar or better product quality to Tesco at cheaper prices, while also having a more diverse range of food products (Fooddaily .,2024).
For Tesco, the rise of these competitors means losing market share and competitive advantage. To address this challenge and maintain market competitiveness, Tesco needs to take measures to expand the market and attract more consumers. In this situation, developing one's own organic brand has become a strategic step.
First, by selling its own brand organic products, Tesco can create its own position in the market, create brand differentiation, and meet more and more demand for consumers for health and natural foods（Interface news.,2017) . Secondly, unlike the low price strategy of Aldi and lidl, Tesco can attract more consumers, especially the consumer's quality and nutrition, through the high quality and diversity of its organic products, thereby increasing customer loyalty and repeat purchases, and third, as the market share of its own brand organic products increases by 20%, the corresponding sales revenue increases and can promote overall business growth and profitability. Finally, achieving significant growth in the market share of organic products will further strengthen the leadership of Tesco in the retail industry and strengthen commitment to meet consumer needs for healthier and sustainable choices.
In summary, a 20% increase in market share of Tesco's private-label organic products is in line with Tesco's strategic objectives, has tangible practical benefits of revenue growth, customer loyalty, environmental sustainability and market leadership, and is measurable over a specific time frame.

[bookmark: _Toc19894]2.3 Strategy – How do we get there?
To achieve the objectives, the following strategic directions and broad marketing strategies can be adopted:
· Ansoff's Growth Matrix：
1. Market Penetration：Increase awareness and sales of existing Tesco private label organic products through increased marketing investment and promotional activities.
2. Market Development：Expand Tesco's sales channels for organic products, such as increasing online sales channels, opening more organic product zones or retail stores（Sohu ，2023).
3. Product Development: Constantly innovate and improve the quality and variety of Tesco's private brand organic products to meet the needs of different consumer groups（Gurcaylilar-Yenidogan,et al.，2018).

· [bookmark: OLE_LINK3]Porter's Generic Strategies：
	Porter's Generic Strategies
	Strategies

	Cost Leadership Strategy
	Optimizing production and supply chain management reduces the production costs of organic products and provides more competitive prices.


	Differentiation Strategy
	Focus on offering high quality, unique flavors and a wide variety of organic products to differentiate them from competitors and attract more health conscious and environmentally conscious consumers（Allen, Richard S,et al.,2006)



The more effective strategy for Tesco organic products is the differentiation strategy. Reasons for differentiation strategy:
1. Meeting the needs of quality and uniqueness: Consumers are increasingly valuing the health benefits and unique characteristics of organic products. By providing high-quality ingredients, unique flavors, and diverse products, Tesco can meet these needs (Ren, S. ，2023).
2. Brand trust: Introducing a differentiated series of organic products can leverage existing brand trust, attract consumers seeking reliable and high-quality organic products, and enhance brand loyalty.
3. Dealing with market competition: By providing unique and high-quality products, Tesco can create segmented markets, reduce direct competition, and may allow for premium pricing.

· Segmentation, positioning, and positioning strategy:
1. Segmentation: Identify and segment different consumer groups in the organic product market, such as healthy eaters, environmentalists, housewives, etc.
2. Positioning: To position Tesco's organic products as high quality, reliable, environmentally friendly and cost-effective products that meet the needs of the target market.
After segmenting the market, Tesco is expected to focus on launching new organic product lines for the following key markets:
[bookmark: OLE_LINK7][bookmark: OLE_LINK5]Healthy eaters and young professionals: These groups are ideal targets because they value health and are willing to invest in high-quality organic products (Ren, S. ，2023).
[bookmark: OLE_LINK6]Housewives: This group is crucial as they often purchase large quantities of goods for their families. More and more parents are choosing organic products to ensure their children's safety and health. Only in France, data shows that 19% of housewives purchase organic food several times a week(Maurice Beauboin .,2021).
Reasons for selecting targets:
The new generation of healthy eaters and professionals: This group is very concerned about the health benefits and sustainability that align with the core values of organic products. They are often early adopters and influencers who help promote Tesco's organic products through word-of-mouth (Ren, S. ，2023).
Housewives: This group has a large share in the food market. By solving the health and safety problems of parents, TESCO Group can reach loyal customers who pay attention to quality and price (Maurice Beauboin .,2021).
3. Positioning strategy: Such as the use of advertising, social media, promotional activities and product displays, highlighting the advantages and characteristics of Tesco's organic products.

Generally speaking, through the strategies such as market penetration, market development, product development, cost lead and differentiation, it is possible to combine the subdivision, positioning and positioning strategies to achieve the goal of increasing the market share of Tesco’s own brand organic products by 20%. These strategies will help toiletries strengthen their market position and attract more health and environmentally conscious consumers and achieve their goals.

[bookmark: _Toc24895]2.4 Tactics – How exactly do we get there? 
According to Kotler and Armstrong (2016), a marketing mix is a combination of controllable variables to generate expected responses in the target market. Kotler and Keller (2016) described commonly used marketing mix variables 7P (product, price, promotion, location, personnel, process, material evidence). The marketing mix will guide the tactical decision-making of Tesco Group. The following is a detailed marketing mix for implementing the strategy through 7P decision-making:
1. Product:
-Product diversity and quality: We will continue to provide high-quality and diverse Tesco branded products, including fresh, frozen, and dried foods.
-Product Innovation: Continuously introducing new varieties and improving product formulas to meet the constantly changing needs of consumers, such as launching new organic vegetable and fruit mixing bags.
2. Price:
-Pricing strategy: Introducing a competitive pricing strategy to make Tesco's proprietary organic products competitive while ensuring profitability (Komari, Ana, et al.2020).
3. Promotion
-Publicity: through TV, radio, Internet, social media and other channels, emphasize the quality and value of organic products purchased upon request(A. Ramadhani Kusumastiti, et al,2017; Utami, C. W. ,2016)..
-Promotion activities: Organize promotional activities such as discounts, free shopping, discount coupons or product displays, wine tasting, cooking courses, etc. Enhance consumer awareness and product experience.
4. Place：
Distribution channels: Create organic zones at Tesco retail stores to provide a convenient shopping experience through online distribution channels（Tanjung, Ivana.，2021）.
Sales strategy: Strengthen cooperation with suppliers and wholesalers to ensure timely supply and sufficient product inventory（Tanjung, Ivana.，2021）.
Process：
-Shopping experience: Optimize shopping through a simple shopping process, fast checkout, and friendly customer service. Improve consumer satisfaction
-Quality control: Strengthen product quality control and hygiene standards to ensure that products meet consumer expectations and industry standards（Tanjung, Ivana.，2021）.
People：
-Training and upgrading: Train and update the knowledge of organic product sellers under the Tesco brand and improve their knowledge level of products and services (Adhaghassani, F. S. ,2016).
-Customer Service: Develop a professional, enthusiastic, and patient customer service team by providing personalized purchasing advice and solutions.
Physical Evidence：
-Product Display: Highlighting the characteristics and advantages of organic products under the Tesco brand through exquisite product display and presentation (Tanjung, Ivana.,2017).
-Packaging design: Design attractive product packaging, highlighting organic certification and health logos to enhance the attractiveness and recognition of the product.
Through the above marketing mix decisions, we will be able to effectively implement the strategy to ensure that Tesco's proprietary organic products gain greater recognition and recognition in the market, thereby achieving our goal of increasing market share.

[bookmark: _Toc6470]2.5 Actions – Who does what, when and how?
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	Tasks
	Duration
	Planned start date
	Responsibility

	Competitor market share analysis and organic product sales data
	10
	01/09/2024
	Marketing Team

	Identify target consumer groups and their needs
	10
	15/09/2024
	Marketing Team

	Develop new organic product varieties and Negotiating Timely Supply of Organic Raw Materials
	10
	29/09/2024
	Product Development Team

	Planning and execution of advertising and promotional activities
	10
	13/10/2024
	Promotion and Sales Team

	Train sales personnel
	10
	28/10/2024
	Sales Team

	Ensure the supply and stock of organic products in retail stores and online sales platforms
	10
	11/11/2024
	Logistics and Inventory Team

	Strengthen supervision of product quality and hygiene standards
	10
	24/11/2024
	Quality Control Team

	Enhance customer service team professionalism and provide personalized solutions
	10
	09/12/2024
	Customer Service Team

	Interim assessment and adjustment
	60
	22/12/2024
	Marketing Team

	Marketing plan evaluation and next steps
	16
	14/03/2025
	Executive Management

	Continuous improvement and optimization: data-driven decision making
	10
	05/04/2025
	Entire Team

	Final summary report
	60
	21/04/2025
	Entire Team



[bookmark: _Toc3837]2.6 Control – How do we know we will get there?
A monitoring and evaluation mechanism will be established to track the progress of Tesco Group in achieving its marketing objectives. Regularly measure and analyze KPIs such as online sales growth, customer acquisition, and customer satisfaction evaluation (Lavy, Sarel,et al.,2014). This data-driven approach enables the Tesco Group to make informed decisions, identify deviations from plans, and take corrective measures as necessary to ensure the correct direction is maintained in achieving marketing objectives (Lavy, Sarel,et al.,2014).
Here's how monitor and evaluate and measure:
1. Measurement content:
-Sales data: measures the sales revenue, sales volume, and sales growth rate of organic products under the Tesco brand on a monthly basis.
-Market share: Quarterly measure of Tesco's share in the online grocery market and its comparison with competitors.
-Consumer feedback: Collect and analyze monthly consumer feedback on product quality, price, and service.
-Promotion effectiveness: Evaluate the effectiveness of advertising and promotional activities on a quarterly basis, including increasing brand awareness and market awareness.
2. Measuring frequency:
-Sales data and market share: monthly measurement and in-depth and quarterly evaluation.
-Consumer feedback and publicity effect: monthly measurement and analysis.
3. Contact with the target:
-All measurements should be directly related to the marketing objectives and compared to the intended target to assess the implementation.
4. Determine KPIs:
-Revenue growth rate: The goal is to achieve a revenue growth rate of at least 5% per quarter.
-Market share growth: The goal is to achieve at least 2% market share growth every quarter.
-Consumer satisfaction: The goal is to maintain at least 90% of consumer satisfaction every month.
-Advertising return on investment (ROI): The goal is to achieve a minimum of 20% advertising return on investment per quarter.
Through the above measurements and assessments, we will be able to identify problems in time and take corresponding measures to ensure that the marketing plan moves in the expected direction and achieve the goal of the market share growth of Tesco's private brand organic products.

4. [bookmark: _Toc13159]Recommendations：
1. Data driven solution: continuously analyze data and adjust marketing strategies in a timely manner to adapt to market changes.
2.  Expanding digital business: Given the increasing importance of online sales channels and digital marketing, increase investment in expanding Tesco's digital business. Understand how to leverage social media platforms, influential partnerships, and targeted online advertising to reach and attract a wider audience and prioritize optimizing the user experience of Tesco websites and mobile applications to enhance customers' online shopping experience  (Gennaro, 2024).
3. Sustainable Packaging Initiative: Emphasizing Tesco's commitment to sustainable development by introducing environmentally friendly packaging for its organic products. If possible, emphasize the use of recyclable materials to reduce plastic waste. Effectively communicating these measures through marketing activities, resonating with environmentally conscious consumers, and strengthening Tesco's brand image as a responsible retailer (Gennaro, 2024).
4. Continuous improvement: Cultivate an innovative culture, regularly review and update marketing plans to address market issues.
5.  technological development ：Using thermal imaging camera tracking technology to monitor the queue length, reduce customer waiting time, improve service speed and flexibility（Meng, Shujun.,2024）.
6. [bookmark: OLE_LINK4]Strategic Partnership: Explore the possibility of establishing strategic partnerships with local farmers, producers, and environmental organizations to ensure sustainable procurement of high-quality organic raw materials(Tesco Plc .,2023). Collaborate to develop joint products, exclusive discounts, and joint marketing activities to increase trust in Locks and attract environmentally friendly consumers. Through alliances with like-minded partners, Special can effectively convey information and attract new audiences(Tesco Plc .,2023).

5. [bookmark: _Toc22700]Conclusions:
In this marketing plan, we have analyzed the current market situation and internal resources of the company in detail, and set specific goals to increase the market share of our brand's organic products. Through the SOSTAC and SMART frameworks, we have established clear goals and strategies, as well as detailed implementation plans and control measures. Through market analysis, we identify competitors, opportunities, and threats, and propose appropriate strategic directions and tactical strategies.In the implementation phase, we have developed a 7p marketing portfolio to monitor the product, price, sales promotion, location, process, personnel and actual evidence in detail, and to monitor and progress progress and to monitor and evaluate the strategy timely. Finally, we propose proposals for data driven solutions, digital business expansion, sustainable package proposals, and ongoing improvements to improve Tesco's competitive power and brand image in the market. Through this marketing plan, Tesco believes that it can realize its goals, strengthen leadership, meet consumer needs, and realize business growth and sustainable development.
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