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[bookmark: _Toc113830307]      OVERVIEW OF COMPANY: TESCO
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Figure 1: Tesco’s growth in recent years
(Source: Statista, 2022)
Tesco Plc. is basically a retailer company which offers its customers the best quality of food, fruits and vegetables (Rosnizam et al., 2020). Initially, it started its operationalisation only in the UK market. Over the period, it has been reputed as a major supplier of the fresh food items in the UK’s supermarkets. Presently, the company becomes one of the major multinational retailers and expands its business across the countries (Kar et al., 2021). As per the report of Statista (2022), Tesco is the most valuable retail brand in the UK in respect to the grocery products and the above figure shows the recent growth surge of Tesco in the UK and in the region. Tesco is among the biggest food retailers on the planet with income in abundance of £54 billion out of 2009 and utilizing north of 470,000 individuals. They work roughly 4,331 stores in 14 nations all over the planet. The organization works fundamentally in the USA, Europe and Asia and their Head Office is situated in Hertfordshire, UK. As per Datamonitor (2010), the business network arrangement of Tesco contains: north of 960 Express stores which sell roughly 7,000 items including new food sources at reasonable regions; 170 Metro stores which sell various food items around and downtown areas; and 450 superstores which sell both food and non-food things including books and DVDs. Tesco likewise gives web-based retailing administrations through their site tesco.com and Tesco Direct.
[bookmark: _Toc113830308]MISSION AND VISION STATEMENT OF TESCO:
Tesco mission statement is “We make what matters better, together.”  The assertion clarifies that everybody is a vital part of the progress of the organisation. On the other hand, its vision explanation looks to adjust its business to the assumptions for its client making it the most trustworthy venture.
[bookmark: _Toc113830309]SWOT ANALYSIS OF TESCO:

Tesco’s Strength:

· TESCO has received numerous awards for its retail excellence, customer support, and basic buying revel in.
· It is taken into consideration one in all the largest and most profitable supermarket and retail formats inside the international, which many competitors have tried to emulate.
· The corporation has giant cash reserves and a huge range of belongings in its portfolio but undeveloped, which affords a strong financial role to climate all sorts of monetary cycles.
· It has huge brand fairness in its name with worldwide reputation and respect for what it stands for in phrases of first-rate, selection, and provider.
· The retailer has an extended-standing records inside the UK, giving it credibility and assurance that it will maintain to operate lengthy into the future.
· Its diverse store codecs appeal to nearby and cultural desires, assisting it offer an extra personalised provider revel in.
· It has progressed the usage of generation throughout its operations, creating more price efficiencies and improved provider reviews.
Tesco’s Weakness:
· Some of TESCO's subsidiaries are not operating in addition to they are greater liable to sure outside factors. For instance, TESCO Finance earnings stages have been adversely impacted throughout the current credit score crisis and haven't begun to rebound from this global occasion.
· Competitive pressures have brought about rate wars that have eroded some of the store's profit margin when TESCO ought to were focused on other methods to gain the competitive gain.
· Some of the retail codecs in sure nations have now not executed as well as predicted, suggesting that TESCO may not have done as a great deal marketplace study as they ought to have finished.
· Consumers won't be buying as many objects associated with having much fewer disposable profits and the retailer has no longer adjusted its stock and selection, leaving it with a high price of inventory.
· The retailer is exceedingly dependent on the UK and Europe for its sales and has now not spent the time and sources on developing the alternative markets in which it operates. It additionally can be seeking to serve too many markets lots of which won't be financially possible or align with their strategic rational.
Tesco’s Opportunities:
· There are possibilities for strategic alliances with different manufacturers and trendy organizations to provide extra products or appeal to more consumers in certain goal markets.
· In nations in which TESCO may be underperforming, there may be opportunities for joint ventures in which the nearby organization can help with market research and marketplace intelligence to improve performance in the one’s regions.
· There is tremendous possibility to develop on-line shopping for TESCO as well as offer its home transport service to extra areas.
· There are opportunities within the non-public label marketplace.
· Emerging markets nonetheless keep several possibilities for sure retail formats that TESCO already gives however which can provide higher get entry to the western items these regions call for.
Tesco’s Threats
· Economic recessions and credit score crunches will keep threatening market proportion and profitability in areas round the world, reducing the quantity and length of purchases made by means of consumers.
· Competitive threats are coming from other worldwide retail giants who that can be able to offer decrease charges and more range as well as have extra mounted worldwide supply networks to move the products quicker than TESCO because they're greater revolutionary and realize how to use era extra efficiently.
· Food expenses are on the upward thrust around the world, which additionally reduces what purchasers can buy and how much disposable profits they have available.
· Labour threats in phrases of accelerated wages and advantages round the arena add to TESCO's fee foundation, which further puts stress on its pricing method.
· Rising uncooked fabric prices are also threatening TESCO's profitability and inflicting it to amplify its dealer community that allows you to get better pricing on uncooked materials.
· Government rules and the political landscape is also setting pressure on TESCO to stick to new regulations that require them to make huge modifications to their working structure for additional cost.
· Greater stakeholder pressures associated with the surroundings and social responsibility also adversely affect TESCO's fee foundation.
[bookmark: _Toc112598236][bookmark: _Toc112606802][bookmark: _Toc113830310]  COMMUNICATION MODEL:
Humans depend heavily on communication in their daily lives. In the business world, communication plays a critical role. Effective communication is crucial if you want to survive in the business world. Delivering information in its original form from one party to another is the main goal of communication. Only if the recipient understands what was intended by the sender is communication deemed successful. 
Organizations have gradually come to understand the value of communication as a result of the fact that it occurs with consumers and stakeholders as well as within the business. As a result, it becomes crucial to establish a communication model that satisfies all the organization's requirements. (BHASIN, 2021) 
Shannon-weaver’s communication model is one of the complicated verbal exchange fashions that fall beneath the category of linear conversation fashions. In the clinical international, this version of communique is given the utmost admire. Because it changed into the primary conversation model that taken into consideration the effect of noise on communication.
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                                  (Source: Shivendra Tiwari, 2022)

   Categories of his communication model:
1. Sender:  The sender, or “information source,” is step one inside the Shannon Weaver paradigm. Sender plays the primary position within the Shannon and Weaver Model of Communication. Senders are the individual (or item, or object – any supply of information) who possesses the records inside the first location. The records source starts off evolved through choosing a message to transmit, a recipient for the message, and a channel to supply the message thru.
2. Encoder: The ‘encoder’ is the following level in the Shannon Weaver version. The encoder is the device (or individual) that turns the sender’s message into indicators that can be communicated to the receiver. The Shannon model changed into created to explain how we speak using telephone and computer systems, which encode our speech using binary numbers or radio waves.
3. Channel: The ‘channel’ is the third segment within the Shannon Weaver version. The medium that transports the facts from the sender and transmitter to the decoder and receiver is the conversation channel. This is often known as the medium
4. Noise: The Shannon Weaver version’s next level is ‘noise.’ When a communique is dispatched from the sender to the recipient, it is interrupted by noise. It receives its call from the thought that ‘noise’ might cause us to misconceive a message. The disruption that happens during the conversation manner is known as noise. As the call implies, it is a sequence of meaningless noises played at a noisy stage that disrupts a communication method.
5. Decoder: The opposite of encoding is decoding. Shannon and Weaver created this paradigm regarding conversation that occurs via devices like phones. 
6. Recipient: The receiver is the last step. This is the point at which the recipient receives the message, or what’s left of it after noise is considered. (Tiwari, 2022)
Shannon blanketed the idea of the sender, message, transmitter, encoding, deciphering, the channel of transmission, receiver, noise, and many others. In his communique version, Shannon mentions that the message despatched by the sender may be distorted due to the presence of noise in the channel. In maximum simple bureaucracy, the examples of noise may be wrongly spelled messages in an e-mail or textual content message, static in the radio signal, or outside noises at the same time as making a speech. The Shannon weaver version is the primary version of the linear verbal exchange version class that gave significance to the remarks from the receiver. (BHASIN, 2021)
[bookmark: _Toc113830311]INTEGRATED MARKETING COMMUNICATION:
The   reason   behind   incorporated   advertising   communications (IMC) is   to   reap   the promotional objectives in achieving goal markets and to raise consciousness of the company’s product and offerings. Therefore, IMC might also involve the aggregate of different promotional tools, consisting of, advertising, personal selling, income promotions, direct advertising, interactive marketing, exposure and public relations.  This chapter describes the IMC gear which makeup the promotional mix. It explains the characteristics of each advertising and marketing communications tool.   It   also   considers   the   various   factors   which   ought to   have an impact on   the   successful implementation of an IMC plan, inclusive of the measurement of its effectiveness.

IMC of Tesco:
Tesco uses above IMC tools to reach to each their customers and to increase their sales in retail sector. Tesco uses IMC tools to reach to larger audience by Advertising about their brand about low price and good quality product, By Promoting sales by giving discounts and Tesco club card, by keeping good public relation and doing personal sales to the customer. Due to use of IMC tools Tesco reached great Success.
[bookmark: _Toc113830312]CUSTOMER JOURNEY MAP:
Customer journey simple means that stages in which a customer goes through while purchasing product or diagram that illustrates the steps your patron(s) go through in enticing with your employer, whether it be a product, an online purchase, retail purchase, a service, or any mixture.

Figure 3: Customer journey map 
Awareness: Most potential customers begin at this phase, where a person has a problem or want and looks for a solution. At this point, customers overall are searching for academic content about services that would solve their issues. For example, A person want to buy groceries so she asks her neighbour were can she buy good quality of vegetables and fruits and she gets few suggestions like Asda, Sainsbury, Tesco etc than she goes to social media to see the ratings of all this retail shops.
Consideration: During the Consideration phase, as customers compare one corporation's offerings to its competition. Blog content, success stories, e mail nurturing campaigns and webinar or event registrations can assist agencies keep attractive with target market contributors. (LaFleur, 2022)
Decision: The first two levels weigh heavy on marketing groups, as they constantly capture and nurture leads. If someone who engages with an emblem makes it to the purchase phase, they end up a marketing-qualified lead prepared to engage with sales or aid engineers. (LaFleur, 2022)
Retention: The remaining stages of the purchaser journey happen put up-sale. Often, income representatives make the sales, onboard the clients and wait till renewal time or a go-sell opportunity arises to engage with them again. However, a hit business keeps to market to and interact with customers, which will increase the probability of a better client lifecycle value from repeat business. (LaFleur, 2022)
Advocacy: Customers who've significant studies with an employer's products or services can emerge as vocal supporters for the logo. When onboarding new clients, organizations have to recognize their expectancies for a services or products. If customers can understand their dreams and measure their fulfilment, they're more likely to advocate for that employer. Satisfied customers boom the number of different prospects who listen approximately those reviews and can remember that business enterprise for their very own needs. Customer advocacy can cause word-of-mouth advertising, that could appeal to new customers to a brand. (LaFleur, 2022) 
[bookmark: _Toc113830313]BRAND EQUITY MODEL OF COMPANY:
Brand equity is important for Tesco Plc as it has a direct influence of the customers preference in the sales revenue. As defined by Theurer et al., (2018), brand equity refers to the brand value generated from the various components such as product quality, customers’ perception about the brand and many more. Making the brand more equitable over its competitors can be facilitated by creating a proper strategy to create more value of the brand. In this way, the brand can be effective in terms of getting an edge over its competitors. The distinctiveness in Tesco lies in its high-quality products at a reasonable price. This can be identified as the strategy of Tesco to ensure success and to be a most valuable brand in the grocery retail market of the region. In addition to this, the conventional marketing channels, advertisements, timely distribution help the brand to build a long run relationship with its customers which in turn increases its sales revenue. Tesco mainly follows a unique model of brand equity which seems like the brand equity model given by Kavin Lane Keller (referred to figure 4). 
[image: Diagram

Description automatically generated]
Figure 4: Keller’s model of Brand equity
Brand Identity: Tesco emphasises on the brand identity by revising its brand logo. Tesco often changes its design of logo and that should be contemporary and contextual. Tesco is one of the most proficient logo design retail brands in the UK and Eastern Europe and that in turn helps to make the brand more identical compared to others (Awadari and Kanwal, 2019). Moreover, the brand now focuses on the environmental activities to better the brand image and influence the customers’ purchasing intention positively. 
Brand Meaning: The catchy tagline of Tesco Plc. is “Every little helps” that is enough to create an image that the brand is for all sections of the society due to its price competitiveness in the daily grocery items (Rosnizam et al., 2020). 
Brand Response: The consumers' responsiveness towards Tesco is well-appreciated and the brand has created the unique value proposition through selling the daily needed items in the retail market (Dakhli et al., 2019). 
Relationship with customers: The most distinguishing feature of the Tesco Plc brand lies in its relationship with the customers and in regard to that the company has always been a step ahead in comparison to the other retail brands. Tesco often offers its customers’ coupons for the next purchase advantage, or discount cards for lowering the price of the high-price products, and as believed by Samdani (2020), this strategy helps to create a positive brand image and to maintain the longevity of the relationship which it has been built with its customers.
[bookmark: _Toc113830314]    ADVANTAGES OF KELLER’S MODEL:
· This version is aimed to provide clients with logo attention whilst additionally permitting them to examine organisations by way of the usage of their creativeness and also offering feedback on marketing activities as a result of their know-how gained on the Keller’s brand fairness model.
· This model helps in patron retention with the aid of growing patron loyalty. If we look at the agencies like Apple, Coca-Cola and many others. They spend much less cash on consumer retention because their immediately awareness is on presenting a higher enjoy for the user, these corporations spend much less cash on patron retention.
· Brands that succeed in drawing consumer resonance benefit not simplest from their loyalty, however additionally from a higher fee top rate or high-effect advertising campaigns
· This version will help in developing their brand, therein they get good remarks concerning the enterprise from clients. Moreover, they get the top hand, and they could increase the rate of their products.
· No business might be able to continue to exist if it did now not make a earnings. As a end result, when your firm has a robust brand inside the marketplace, it advantages from greater and large earnings margins. Apple, as an instance, engages in promotions that provide top class customers with lifetime experience experiences. Despite the fact that every product's processing could be almost equal to that of any other popular product in their market. Customers of Apple, on the other hand, need to wait an entire year for new products to be brought underneath their tent. They are organized to pay hundreds of greenbacks for Apple gadgets in spite of being knowledgeable and well-knowledgeable.
· Good marketing and different marketing techniques provide INTANGIBLE VALUE to a product. It can supply vast aggressive blessings in product categories wherein most alternatives offer the equal benefits on dimensions like image, distribution, and physical layout.
[bookmark: _Toc113830315]DISADVANTAGES OF KELLER’S MODEL:
· Keller's approach has a drawback because due to the approach's attention on client markets, it observes matters in a higher order, with the pyramid proscribing judgements and neglecting the purchaser's come across with the sales crew.
· This model focuses greater on B2C marketplace in place of B2B market.
[bookmark: _Toc113830316]CUSTOMER TOUCHPOINTS:
Tesco has both the internal and external stakeholders and many times; the conflicts have emerged due to the expectations differentiation among the stakeholders. Tesco has its internal stakeholders like management, directors, employees and the external stakeholders like consumers’, competitors and so on. Unlike any other organisation, Tesco has always come up with innovative ways by experimenting with the contribution of the stakeholders’ influence in its decision making (Rosnizam et al., 2020). Tesco has often included its stakeholders in its success story so far. However, neither all the stakeholders are equally important nor are they equally crucial for the brand. Hence, it can be said that the company uses the contextual approach to utilise the stakeholders’ capabilities effectively in creating the brand value. 
[bookmark: _Toc113830317]TOUCHPOINT BEFORE PURCHASE:



Figure 5: Touchpoint before purchase
(Source: Self-developed)

Consumers are one of the most crucial stakeholders in the case of a retail brand like Tesco, the transparency of information and effective communication is a prerequisite condition for this phase (referred to Figure 5). Many times, it is found that Tesco has chosen its pricing strategy based on the observation of its counterparts like Lidl, Sainsburys, and many more (Samdani, 2020). These companies are also well-played in the UK’s market. In the case of Tesco, the consumers often expect high quality products with low prices which can be affordable by all the segments of region. 
In addition to this, the company meet the customers’ requirements and to reach the consumers’ coming from different financial backgrounds, has launched the two main variety of products- one is for the affluent customers’ who are targeted to sell the higher priced product of the company and the other is for all the customers’ who basically need the daily grocery items and intend to purchase the daily required from this retail brand. As Tesco offers a wide range of products in a vast intercontinental region so it is important to include the different and region-specific marketing strategies through the conventional channels of the region and that in turn helps to modify the product variation in line with the local people (Awadari and Kanwal, 2019). In addition to this, as suggested by Hecht et al., (2020), there is a requirement of analysing the local food habits and customers’ preference regarding the grocery items so that the brand can effectively magnify its products and distribution as per the local requirements. 
Another concern which is one of the recent but remarkably held an important position in the pre-purchasing expectation of the consumers’ that is the ecological impact of the production process. According to Tommasetti et al., (2018), the perception of customers about the environmental impact of the production can positively or negatively influence the attitude of customers towards the brand. Tesco has always been focused on production which has less impact on biodiversity. Additionally, the brand has undertaken many activities to meet the sustainable development goals and to better the earth as a living place as its marketing and promotional strategy. 
[bookmark: _Toc113830318]CUSTOMERS TOUCHPOINTS DURING PURCHASE:
This is a customer-centric stage in which the brand has to encourage the customers to purchase the concerned products. It is more of an advertisement phase through which the consumers’ can be effectively inclined towards the brand. Although there are different stakeholders apart from the consumers also involved like employees who are only concerned with their salaries or the entrepreneur who is mainly eager to earn more profit and so on, however, the customers’ purchasing is all the more critical decision for the phase (Hanaysha, 2018). Tesco offered many customised products like for children nutritious food items, for the group of dietary people Tesco has many varieties of food products to leverage their food habit. Furthermore, one of the most unique qualities of Tesco is the intense research before expanding into a region (Dakhli et al., 2019). As believed by Widener (2018), this is important in terms of understanding the local food habits, level of contribution of the climatic factors on the daily food intake of the people, food procurement policy of the government and many more. 
This approach helps the brand to infuse more pragmatism in the production as well as in the marketing strategy of the customers. Customers are basically attracted towards the comparison between the brand quality and its price (Wang et al., 2019). The brand quality especially in a new region is often determined by its established brand image of the other regions by the customers. Other than that, the research about the customers has facilitated the process of product orientation of Tesco. All the stakeholders, in this regard, can be familiar with the natural and cultural variation in the region. 
However, there are plenty of incidents where the stakeholders’ involved in conflicts, be it between management and employees, or be it among the consumers’, entrepreneur and regional directors and so on. Therefore, as suggested by Ratner et al., (2018), the management of the diverse opinion and interest of different stakeholders through effective negotiations and dialogue cannot be ignored if a company wants its growth and development in the international market.
[bookmark: _Toc113830319]CUSTOMERS TOUCHPOINTS POST-PURCHASE:


Figure 7: Customers touchpoint after sale 

The post purchase Consumers’ expectations mainly linked to the relation with the brand. After purchase touchpoints simply means billing, sending emails saying thank you, Giving discounts for future purchase etc. Tesco also gives more discounts for the people having Tesco club cards which encourages people to buy them and visit in future for Claiming discounts. Tesco has always highlighted the customers’ role as a major stakeholder in their operational abilities. The inclusive way of selling makes the brand more competitive in front of some powerful brands (Sota et al., 2018). Henceforth, Tesco emphasises on the principle of a healthy relationship with its customers through delivering high-quality brands due to which Tesco has been able to maintain its brand loyalty for a long run. 
[bookmark: _Toc113830320]Conclusion and Recommendations
To conclude the above analysis about Tesco Plc, it can be said that the brand has created its value by offering the most precious and fresh grocery products and able to reach almost all the sections of the country through its price competitiveness and capabilities of thorough marketing in the region. However, as the brand is liable to deal with the customers’ directly hence, as suggested by Rosnizam et al., (2020), it is necessary to connect with the customers’ more visibly through social media platforms. The diversified needs and diverse range of products that are offered by the brand should be informed to different and long distant regions so that the brand can be more valuable not only in the European countries but globally. 
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