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[bookmark: _Toc123296765]Introduction
Marketing is the process where an organization share information, create value for the customers and builds profitable relationships with the customers.  Marketing is the department under in sales department of the organization (Kannan, 2017). Therefore, marketing department shares information with the customers about products and services. This report discuss about Tesco Plc Tesco is a UK-based multinational company. The company's headquarter of the organization is in Welwyn Garden City. The organization has more than 4600 shops and 350000 people working in the world. Regarding the marketing process, an organization has to understand the role of marketing and targeting positioning and marketing mix strategies etc (Wood et al., 2017).
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[bookmark: _Toc123296767]Way of overcoming the Covid-19 situation of Tesco Plc
Tesco is the largest supermarket in the UK. The organization is very popular in the UK, as well as, the world, but unfortunately United Kingdom was one of the countries which has suffered a lot because of Covid-19. During Covid-19, people couldn’t go from a place to another easily and about 8 million lost their jobs during Covid-19. Therefore, some shops were opened with high restrictions for people as wearing masks and they had to ensure maximum distance during shopping. Tesco is a supermarket, thus the organization handled the situation through online activities. The company started a new technology team for online sales to customers (Cantu, et al., 2015) and they also introduced a home delivery service during the pandemic situation. As a result, it helped the organization to keep profitable business even in that time. Most of Tesco’s employees worked from home and others were on duty on the field, specifically those who worked on home delivery. Consequently, the company developed an app for retail of their products and sold everything through this app. In this way, the organization managed to overcome the pandemic situation.
[bookmark: _Toc123296768]SWOT analysis of Tesco
The SWOT analysis of the organization is presented. SWOT analysis is the method of analysis of the organisation. Therefore, the organisation can find out the strengths, weaknesses, opportunities and threats (Tse et al., 2016). By SWOT analysis the organization can state the internal and external environment of Tesco.
Strength
Strength is the qualities of the organization that make organization different from others. As a result, the organisation can make more profit for its uniqueness.
Largest supermarket: Tesco is the largest company in the country. In the UK market, 29% of the supermarket share’s owner is Tesco, hence the organization get a facility for that.
Monopoly market: the organization is large in the UK, so sometimes operates their business like a monopoly market, which makes it a challenge for other competitors.
Skilled labour: the organization has skilled labour that influences, so it influences the company to make profits (Soegoto, 2021). Because the employee ensures productivity in the organization.
Geographical diversification: the organization has 4673 shops in more than 14 countries where supplies products to the customers.
Obtain several awards: the award makes the organization more popular. This suggests that many people purchase products from the company.
Weakness 
Failed operation in Japan and USA: Tesco is the largest supermarket in the world, but the company can’t operate its business in Japan and USA.
Operating profit decreased: Tesco’s operating income decreased by 21.3% in 2021, which decreases business growth, as well as the share price of the organization. For instance, 8% share price decreased in the first three months of 2022.
Unfair business practices: Tesco comes from their commitment. The organization is the main competitor of all supermarkets in the UK (Babu, 2012).  Some of the company’s activities can be illegal and immoral.
Bad publicity: Tesco’s CEO became greedy, because of a difficult time. The organizational shareholder's vote to remove the present CEO of the organization. The CEO declares incentive awards by $ 1.98 million to more than $2.8 million.
Opportunities
Joint venture: For joint venture Tesco get more opportunities in the market, because its capital volume is high.
Matching price: Tesco has huge products in the market. The company match the price during introducing new products in the market according to competitors.
Jack’s business expanding: Nowadays, Tesco introduced Jacks’ business. It is popular for discounted pricing in the market. It added more growth to the organization.
Cashless stores: Tesco is the company that introduce cashless stores. The organization use special coins and notes. That creates new opportunities for the organization.

Recent events have highlighted the health risks posed by touching random circulated items such as coins and notes. As a result, he majority of consumers prefer cashless transactions.
One-hour delivery: Tesco has a huge store in the UK. Therefore, the organization can deliver products to the customer's home, within one hour.
Threats
Controversy: In 2017, during Christmas, there was a controversy with the new products and their advertise of Tesco. This controversy still has negative impact on Tesco’s products.
Rising cost: When the rising cost of the products to organizational products, the customer purchases more than before. That time companies' sales decreased, as well as the profit also decreases for the organization.
Supply chain issues: Sometimes the organizational products face some problems. The suppliers demand more prices for raw materials and products. They create artificial demand in the market, so the price of products increases.
Economic crisis: During covid 19 all organizations face an economic crisis in the market. Tesco also faced the problem because the inflation rate also increased in the UK. The organization had to take a loan with more interest (Moura, 2021).
Political instability: Sometimes the organization face politically unstable situations in the UK, which is a big challenge for the company when it comes to run the business properly.
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The marketing process is the strategic plan that helps an organization gain organizational goals. Sales are an important part of the organization because the organization gain revenue by selling products and service. The sale will be increased when the product and service are known to the customers. People usually get to know about the customers and service by marketing. There are many marketing process steps, but 6 of them will be approached in this report.

Figure 1: marketing process step
Tesco is an international company, that operates business in more than 14 countries. Our plan is to be the most highly regarded firm by our clients, the communities in which we operate, our devoted and loyal workers, and, of course, our shareholders is the goal of the company (Kotler and Keller, 2021). Therefore, the mission statement of Tesco is “We make what matters better, together” and every day, we strive to provide greater service to our customers, communities, and the environment is the vision statement of the organization.
The next step of the organization is developing a positioning strategy. In this study, one of the positioning strategies is used which is the SWOT analysis. The SWOT analysis mainly discussed the strengths, weaknesses, opportunities and threats of Tesco. Strength and weakness, opportunities and threats are presented (Strauss et al., 2014). Other positioning analyses are PESTLE and 5C. Here organizational situations are presented by the model of strategies.
Creating marketing is another step of the marketing process. So, the manager of the organization finds out about brand identity, target marketing, marketing goal and budget. When it comes about the brand identity of Tesco, there are many sub-brands of the organization as Tesco Express, Tesco Metro, Tesco Bank and Tesco Digital etc.
[image: TESCO]
Those are Tesco’s brand organizations, so the company run the business by those organizations. When it comes about the target market, it depends on products. Therefore, Tesco has large product variety the products, depending on the nature of the product. The corporation's financial situation and the resources at its disposal serve as the primary factors in determining the corporate strategy (He, et al., 2012). In most businesses, management must give their approval to the budget before the marketing strategy can be put into action. The budget component of the marketing plan provides a detailed description of the costs associated with the various activities. 

[bookmark: _Toc123296770]Marketing mix of Tesco Plc
The organization makes use of the "4 Ps," which are the product, the venue, the price, and the promotion. Thus, Tesco's marketing strategy is broken out here in detail. Some of the products ood and beverages, bakery products, technologies, toys, automated goods, pet care items and baby items etc. The price of the organization is low, and this is a big advantage of the organization. Tesco's Brand Guarantee guarantees that if consumers purchase 10 or more branded items, they'll pay the lowest price at Tesco (Doole, et al., 2012). Tesco has introduced low-cost food brands. The organization has more than 4600 shops in 14 countries. The organization provide products through the shops. The company use offline and online marketing in the countries as well all countries in the world. 60% of marketing expense is online and 40% of marketing expense is offline. 
The next step is to implement a marketing plan in the organization, so all marketing plans will be implemented at Tesco. After implementation, the manager of the organization collects feedback from the organization. From feedback, the manager takes a decision which is needed to develop for increasing productivity as well business growth of the organization.
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[bookmark: _Toc123296772]PESTLE analysis of Tesco Plc
The marketing environment is the environment the organization must face on the market. All environments of the organization can determine the microenvironment of the organization. PESTLE analysis covers all environments of the company and is a popular and effective tool for the analysis of it (Yüksel, 2012). 

Figure 2: PESTLE analysis
Environment situation is defined by PESTLE analysis so this report will approach it. PESTLE analysis consists of Technology, Economics, Socio Culture, Political and Information. The UK’s political climate established its commercial relationships with other nations internationally. Because of the UK's current positive political relations, numerous multinational corporations in the country can do business globally (Fernández et al., 2014). Tesco has several stores in more than 150 different nations, thus the political climate in the UK is favourable (Sammut-Bonnici et al., 2014). The next is the economic environment of Tesco. Fuel is the foundation of power, therefore costs for fuel rise in the UK. As a result, the cost of the items went up as well. Additionally, the nation's inflation rate rises. The UK's current inflation rate is 11.1%. Another crucial component of the economy is the bank rate. However, the bank rate went up as well. Another issue is the bank interest of the country, which increased as well. The Social environment of Tesco is where the organization considers the current trends of the market (Спиридонова, 2017). The social environment is made up of beliefs, values, customs, etc. of the population. The biggest supermarket in the UK is Tesco. People have faith in Tesco's goods and the strengths of its brand (Pan et al 2019). Profits are boosted by the organization's brand value. Finally, it contributes to the organization's business success (Sammut and Galea, 2014). Technology is an important part of the organization. Here the organization considered modern technologies and devices. The contemporary period is currently. Here, all businesses employ technology to gain a competitive edge (Bakhat and Marron, 2022). Tesco made advantage of several technologies, including digital marketing, home services, and online commerce. The legal environment is another issue of the organizational environment. Many laws in the UK safeguard organizational law and assist businesses conducting business there (Nagavani et al., 2018). The company must pay taxes to the UK government, which also provides a favourable business climate. The organization's environment is created by each component of the PESTLE. The environment of the organization is favourable when all the PESTLE analysis's components are strong. The business climate in the UK is steady (Moura, 2021). Tesco will thus run its company ethically.

[bookmark: _Toc123296773]5C situational analysis of Tesco Plc
Another situational analysis is the 5C of the organization. This is the popular and more effective method of situational analysis of the organization. The key drivers analysed depend on five important things of the organization. Which are Tesco company, competitors, customers, collaborators, and climate. At first company, Tesco is the British multination company in the world. The company is the largest organization. The organization has more than 4600 shops in 14 countries and then 350000 people are working in this company. The company has many sub-brands and under those brands, the organization provide products to customers. A total of 29% of supermarket shares is Tesco (Nora et al., 2012). Tesco has a huge of key partners and suppliers. They offer their own branded products to sell in Tesco’s shops. There are four categories: "Branded suppliers," "CE (Central Europe) own-label suppliers," "Global farmers," and "UK own-label suppliers." For instance, Coca-Cola, Unilever, Nestle, Princes, PepsiCo, Kellogg’s and General Mills, are a few of its main branded suppliers. Customers are another term of the organization. Tesco has a huge sub-brand and the company provide service based on the brand. The company engages in regular, direct communication with its clients. Every week send them more than 15 million emails. When the organization find out the satisfaction level of the customer in the UK that is not sufficient because there are lots of strong competitors of the organization. Tesco’s competitors are Sainsbury’s, ASDA, Aldi etc. For overcoming the challenge Tesco matched prices with other competitors like ASDA. The organization also follow the others company’s cost structure. That creates help to minimise organizational cost and increase the profit of the organization. The 5C analysis also discussed the macro environment of the organization. For example, it was fined 7.56 million pounds for selling food that had expired in Birmingham, which is located in the United Kingdom.
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[bookmark: _Toc123296775]Process and different segmentation of Tesco Plc
Segmentation is also part of marketing. Segmentation is the process where customers are devided based on geography, income, behaviour etc. Is one of the issues of marketing, because the right segmentation it is a very important step when it comes to selling products to the customers. Right segmentation helps the organization to increase profit (Minaee, et al., 2021). Tesco is the largest supermarket organization in the UK and has huge types of products under different brands. The organization has mainly four segments on the market. The segmentation is geographic, based on income, psychographic and behavioural when it comes to the customer.
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 Figure 3: market segmentation of Tesco
First, geographically, the company product is divided based on region and density. The urban people’s needs, and rural people’s needs are not the same, that is why the organization provide products based on their specific needs. In this segmentation the element is density. In places with big rate of density are situated more customers, and their demand is more than others (Dolnicar et al., 2020). Therefore, the organization has more supply in place. The second segmentation of Tesco is demographic, which is an important segment of the company. Here the organization considers the customers’ age, income, lifestyle, education and occupation etc., which helps the organization find out the proper customers. Once applied, the company can sell large amount of products to its customers. The organization prepares products based on customers' demands. In the demographic segmentation, we use some demographic profile that helps to find the right products for the right person. The third segmentation of Tesco is psychographics. Which indicates the personality and lifestyle of the customer. The organization finds the customer's needs based on their lifestyle, as well as personality (Yuheng et al., 2017). When the organization successfully find out the lifestyle and personality of its customer it offers them the same quality products which they want to be, based on their personality as well as lifestyle. Forth is the behaviour segmentation that the company use. What helps company to produce products based on customers’ attitudes, occasions, and special benefits is called behaviour segmentation. The organization produce a product based on those segments and tries to find out right customers in the organization.

[bookmark: _Toc123296776]Several ways of target positioning of Tesco Plc
Positioning of products involves the customer's need. That helps customers get the right products. Some positioning of Tesco is discussed which is the UK market.
At first functional positioning, in this system, the products or services of the organization continuously increased quality. When the products continuously improve customer satisfaction will be increased and they want to purchase more of those products, which eventually will symbolise the positioning of Tesco. Here the organization develop products and services based on the values of the products (Chen et al., 2013). Value is the quality of the products that satisfy the customers. Tesco produces product-based value products. Therefore, experiential positioning is related to offering clients sensory or cognitive stimulation, as the term suggests. Tesco primarily employs experiential positioning to reach shoppers for its health and beauty product line. When it comes about, pricing position of Tesco, here the organization match products with price. The company set the price of the products to attract their customers, so the customers want to purchase the product. The last one is multi-segment positioning, which is a particular kind of positioning that is used to simultaneously target several market groups with various items. Tesco utilizes multi-segment placement extensively. For this reason, using the same example as before, the supermarket chain also sells Samsung 48 Inch Smart Curved wifi Built-In LED TV with Freeview HD to appeal to a different customer segment that is willing to pay more for higher-quality goods, whereas Tesco Technika TV is positioned to target extremely cost-conscious customers. In this way, the supermarket chain can increase its sales (Kerns et al ., 2014). 
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Marketing is the method to create value for the customer, create profit for the organization and build a profitable business for the customer. With Covid 19, Tesco faced huge problems with operating the business. Because all people had to stay at home. The organization overcame the situation through digital marketing and online selling. In this essay, the marketing position process, SWOT analysis, PESTEL analysis, 5C model, marketing mix and segmentation are presented based on Tesco PLC.
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