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Executive Summary
The purpose of this paper is to discuss Tesco's strategic marketing plan to address the challenges of political uncertainty, intense competition and internal rigidity in the market to increase global market share and profitability. The marketing plan is an important tool to achieve specific marketing objectives and aims to optimise the allocation of resources through systematic marketing strategies to achieve long-term stable growth. SOSTAC and SMART, as effective marketing planning tools, provide a clear framework to guide Tesco's strategic marketing.

Specifically, this paper adopts the SOSTAC model to construct Tesco's strategic marketing plan, forming a complete marketing planning process from Situation analysis, Objectives, Strategy, Tactical, Action and Control. Through TOWS analysis, this paper deeply analyses the market opportunities and challenges faced by Tesco, and sets clear and specific SMART marketing objectives accordingly. In the objectives, this paper focuses on the measurability of the goals, and specifies the specific paths and reasons for achieving the goals to ensure the feasibility and effectiveness of the goals.

In the strategy and tactical, this paper comprehensively considers Tesco's market positioning, competitive situation and resource advantages, and puts forward targeted market and product strategies, including optimising market layout, enhancing brand influence and strengthening product innovation. At the same time, this paper also focuses on the 7P decision-making of the marketing mix to ensure that the tactical decisions can support each other and form a synergy.

In the action, this paper details who is responsible for each task, when it will be performed and how it will be done. In addition, the paper highlights the key role of employees in the marketing plan through training and incentives to ensure that they can deliver their work with excellence and achieve the marketing objectives.

Finally, in the control, this paper identifies the specific indicators and frequency of monitoring and evaluation to ensure that the effectiveness of the implementation of the marketing plan can be fed back and adjusted promptly. By identifying key performance indicators (KPIs), this paper provides a comprehensive assessment of the execution of the marketing plan, which provides strong support for subsequent optimisation and adjustment.



[bookmark: _Toc166711720]1.0 Introduction
The purpose of a marketing plan is to provide a clear and executable strategic direction for a business or brand to ensure that it achieves its long-term business objectives. It describes in detail how various marketing activities and strategies can be used to increase market share, increase sales, improve brand awareness, enhance customer loyalty, etc (McDONALD, 2016).

SOSTAC is a systematic marketing planning model designed to help firms develop and achieve their marketing objectives from the current situation. The six components of SOSTAC include: Situation Analysis: to understand the market environment and market position of the firm through in-depth analyses of the market, competitors, target customers, and current marketing activities (Ardeana et al., 2022).Objectives: setting clear, specific, and measurable marketing objectives based on the results of the situation analysis to ensure alignment with the overall business strategy (Irwanto et al., 2021).Strategy: determining the firm's competitive strategy in the marketplace, including market positioning, and differentiation strategies to ensure that the objectives can be effectively achieve the objectives (Krisbiantoro,2023).Tactics: develop specific marketing tactics and action plans, such as product promotions, advertisements, public relations activities, etc., to support the realisation of the strategy (Wijaya and Hermawan,2018).Action: translate the tactics into specific action steps, with clear responsibilities, timelines and budget allocations to ensure the smooth execution of the plan (Arsyadi et al.,2023).Control: adjusting the strategy or action promptly by monitoring and evaluating the progress and effectiveness of the marketing campaign to ensure that the goals are achieved (Syahrul et al.,2022).

SMART is a goal setting and assessment tool that is designed to help individuals or teams set clear, measurable goals to better manage and evaluate the progress and results of a project. The five key attributes of SMART goals include: Specific: the goal should be clear, specific, and be able to clearly describe the desired outcome or achievement (Glushchenko, 2023). Measurable: goals should be measurable, assessing the achievement of the goal through specific data or indicators (Oleksandra et al., 2019). Achievable: goals should be achievable, neither too easy nor too difficult, assessed based on realities and resources (Adeoye and Adong,2023). Relevant: objectives should be relevant to aspects such as overall strategy, project needs or personal development to ensure that they are meaningful and worthwhile (Ogbeiwi,2017). Time-bound: objectives should set a clear timeframe for completion to ensure that there is a clear deadline for the project to promote efficiency and a sense of urgency (Swann et al.,2023).

[bookmark: _Toc166711721]2.0 Main Findings
Following the completion of the external (macro and micro) and internal audits (Task 1), the five key issues raised were addressed to determine Tesco's strategic marketing objectives: to increase Tesco's global market share and profitability. SOSTAC will be used to construct a detailed marketing plan, which will cover the period from September 2024 to August 2025.
[bookmark: _Toc166711722]2.1 Situation Analysis
The TOWS matrix (Threats, Opportunities, Weaknesses, Strengths) is a strategic planning tool that helps companies to identify and analyse threats and opportunities in the external environment and weaknesses and strengths in the internal environment to formulate effective strategies to address market challenges and seize opportunities (Dandage et al. 2019). Threats: Political uncertainty may lead to market access barriers and rising operational costs. Intense competition may erode Tesco's market share and profits. Organisational rigidity may reduce decision-making efficiency and market responsiveness. Opportunities: Leveraging emerging technologies to improve operational efficiency, optimise customer experience and enable precision marketing. Optimise global expansion strategy to enter emerging markets or expand existing markets. Leveraging employee strengths to improve service quality and innovation. Weaknesses: may lack sufficient flexibility and adaptability in responding to political uncertainty and market changes. May lag behind some competitors in the application of emerging technologies. Strengths: Global brand influence and supply chain management experience. Highly qualified workforce and strong customer service capability.
[bookmark: _Toc166711723]2.2 Objective Analysis
Based on Tesco's current challenges and opportunities, the following is a specific SMART marketing objective set:
[bookmark: _Toc166711724]2.2.1 SMART Marketing Objectives
To increase customer conversion rates on Tesco's online retail platforms by at least 15% over the 12 months from September 2024 to August 2025 by leveraging big data analytics and AI-driven precision marketing strategies, whilst ensuring that customer satisfaction scores remain above 90%.
[bookmark: _Toc166711725]2.2.2 Detailed Explanation of Objectives
Specific: The objective clearly states that the objective is to improve the “customer conversion rate” of the “online retail platform” and sets a specific percentage improvement of “at least 15 percent”. The importance of maintaining “customer satisfaction scores” above “90%” was also highlighted. Measurable: A 15% increase in conversion rate is a quantifiable goal that can be tracked by analysing customer behaviour and purchase data. Customer satisfaction scores are also a measurable metric and data can be collected through customer surveys or feedback systems. Achievable: Given that Tesco already has the foundations in place to use Big Data and AI technologies, and with the continued advancement of technology and the expertise of the team, this objective is achievable. Relevant: This objective is directly related to the key issues facing Tesco, including Key issues facing Tesco, particularly in relation to how emerging technologies are reshaping competitive positions and market strategies, and the impact of intense peer competition on market share and profitability. By improving customer conversion and satisfaction, Tesco will be better able to respond to market competition and increase market share and profitability. time-bound: the target is set for the ‘12 months September 2024 to August 2025’, which provides a clear timeframe in which to plan, execute and monitor progress. progress.
[bookmark: _Toc166711726]2.2.3 Reasons for choosing this target and how it will benefit Tesco
The rationale for choosing this objective is that increasing customer conversions through precision marketing strategies can directly increase online sales, which in turn can help to increase Tesco's market share and overall profitability. In addition, maintaining high levels of customer satisfaction will help to build brand loyalty, reduce customer churn and potentially attract more new customers through word of mouth. These benefits are not limited to overall profit improvement, but can be specifically reflected in the performance of the online retail platform and market share growth, thus strengthening Tesco's position in the highly competitive retail market. At the same time, this objective is measurable and Tesco can monitor and evaluate its achievement through specific data metrics.
[bookmark: _Toc166711727]2.3 Strategy Analysis
[bookmark: _Toc166711728]2.3.1 Overall Strategic Direction
Under SOSTAC's Strategy framework, Tesco can formulate the following overall strategic directions:1. Political Risk Management and Global Layout Optimisation: In response to political uncertainty, establish a political risk assessment mechanism, flexibly adjust global expansion strategies, and prioritise layouts in politically stable regions with high market potential.2. Technology-driven innovation and upgrading: Actively embrace emerging technologies, such as artificial intelligence and big data, to improve supply chain management, customer service, marketing and other aspects of the ability to reshape the competitive position.3. Differentiated competition and market cultivation: In the face of fierce competition among peers, we will achieve differentiated competition through product innovation, service upgrading, brand building, etc., and at the same time cultivate the existing market to enhance customer stickiness.4. Employee development and organisational optimisation: Give full play to the strengths of employees, strengthen employee training and motivation, and enhance employee satisfaction and loyalty. At the same time, we will optimise our organisational structure to enhance decision-making efficiency and market response speed.
[bookmark: _Toc166711729]2.3.2 Broad Marketing Strategy
The Ansoff Growth Matrix is a framework that helps companies decide their strategic direction. It divides strategy into four quadrants based on the combination of a firm's existing and new products, and existing and new markets: market penetration, product development, market development, and diversification (Loredana,2016). Porter’s generalised strategy, on the other hand, focuses more on how to gain a competitive advantage in a specific market environment. Porter proposes three basic competitive strategies: total cost leadership strategy, differentiation strategy and concentration strategy (Islami et al.,2020).

In conjunction with the overall strategic direction, Tesco can develop the following broad marketing strategies: 1. Market penetration and diversification: Utilise the market penetration strategy in Ansoff's growth matrix to deepen its existing markets and increase its market share. At the same time, through diversification, expand new business areas and product lines to reduce dependence on a single market.2. Product Innovation and Branding: Launch competitive new products or services through technological development and innovation. At the same time, strengthen brand building and communication to enhance brand awareness and reputation.3. Combination of Cost Leadership and Differentiation: Apply Porter's common strategy to reduce costs through optimising supply chain management and improving operational efficiency to achieve cost leadership. At the same time, achieve differentiated competition through product innovation and service upgrading to enhance profitability.
[bookmark: _Toc166711730]2.3.3 Segmentation, Positioning and Repositioning Strategies
In marketing strategy, segmentation, positioning and repositioning strategy is the key link: 1. Market segmentation and target customer determination: According to the characteristics of consumer demand, purchasing behaviour and so on, the market is segmented. According to different segments, determine the target customer groups and formulate corresponding marketing strategies.2. Market positioning and differentiation strategy: According to the needs of target customers and the competitive situation, determine the positioning of Tesco in the market. Through the differentiation strategy, highlight the uniqueness and advantages of the products or services to attract target customers.3. Market Repositioning and Strategy Adjustment: With the changes in the market environment and the evolution of consumer demand, Tesco needs to carry out market repositioning promptly. By adjusting product positioning and marketing strategies, Tesco can keep pace with the market.
[bookmark: _Toc166711731]2.4 Tactics Analysis
7P marketing mix strategy is a modern marketing concept further expanded based on traditional 4P marketing theory (Product, Price, Promotion, Place). It covers more marketing elements to meet the market and consumer needs in a more comprehensive and refined way.7P marketing mix strategy includes Product, Price, Promotion, Place, Publicity, People care and Partnerships (Anjani et al.,2018).

For Tesco's strategic marketing objectives, the following is the detailed 7P decision analysis:
1. Product:
Decision: To develop a range of healthy, organic and environmentally friendly food products based on market trends and consumer preferences to meet the modern consumer's quest for a high quality of life. Rationale: Consumer demand for organic, green and eco-friendly products is increasing with rising health awareness. By launching new product lines, Tesco can meet this market demand and enhance its brand image. Research Support: Market research reports show that the health food market shows a steady growth trend, and consumers have a higher willingness to buy organic and environmentally friendly products (Nuttavuthisit and Thøgersen,2017).

2. price:
Decision: Adopt a differentiated pricing strategy, set prices according to product characteristics and market demand, and attract consumers through promotional activities. Rationale: Differentiated pricing can better reflect the value of the product, while providing flexibility to adjust to the ability to pay and the needs of different consumer groups. Promotional activities can help increase sales and market share. Research Support: Price sensitivity analyses show that there are differences in consumer price acceptance for different products, so differentiated pricing is more reasonable (Liu et al., 2020).

3. Place:
Decision: Optimise the layout of brick-and-mortar shops to enhance the shopping experience; at the same time, strengthen the expansion of online channels, including the official website, mobile applications and third-party e-commerce platforms. Rationale: The combination of physical shops and online channels can provide more comprehensive coverage and a more convenient shopping experience. Optimising the layout of brick-and-mortar shops can enhance consumers' shopping pleasure, while expanding online channels can attract more young consumers. Research Support: Consumer behaviour studies have shown that the combination of online and offline shopping is favoured by more and more consumers, especially in the context of epidemics, where online shopping is more valued (Moon et al., 2021).

4. Promotion:
Decision: Diversified promotions using social media, advertising, and partnerships, including discounts, discounts, and giveaways. Rationale: Diversified promotions can attract different types of consumers and increase brand awareness and purchase intention. Social media and advertising channels can expand brand exposure, while partnerships can bring in more potential consumers. Research Support: Market research reports show that promotional activities have a significant effect on increasing consumer purchase intention and market share (Dehghani,2015).

5. People:
Decision: Improve the service level and professional skills of employees and motivate them through training and incentives. Rationale: Employees are an important part of the brand image, and good employees can provide better service and enhance consumer satisfaction and loyalty. Research Support: The positive correlation between employee satisfaction and customer satisfaction has been widely confirmed, and improving the service level of employees helps to improve customer satisfaction (Kurdi et al., 2020).

6. Process:
Decision: Optimise the shopping process to increase the speed of checkout; enhance after-sales service, including return and exchange policy and complaint handling mechanism. Rationale: Simplifying the shopping process can enhance consumers’ shopping experience, while quality after-sales service can strengthen consumers’ trust and loyalty. Research Support: Consumer satisfaction surveys show that the convenience of the shopping process and the quality of after-sales service are important factors influencing consumers' purchasing decisions (Shokouhyar et al., 2020).

7. Physical Evidence:
Decision: Improve shop decoration and display to create a comfortable and stylish shopping environment; also enhance the visual display of products and services. Rationale: A good shopping environment can enhance consumers' shopping experience and brand image, while visual displays can help consumers better understand products and services. Research Support： Environmental psychology research shows that shop environment and presentation have an important impact on consumers' shopping behaviour and purchase decisions (Helmefalk and Hultén,2017).
[bookmark: _Toc166711732]2.5 Actions Analysis
[bookmark: _Toc166711733]2.5.1 Optimisation of marketing strategy
Person in charge: Marketing Department
Timeframe: September 2024 - August 2025
Specific actions: September to November 2024: Conduct market research to analyse consumer demand, competition and potential opportunities in the target market; December 2024: Based on the research results, formulate targeted market strategies and product positioning; January to August 2025: Implement marketing activities, including advertising, promotional and public relations activities, monitor the effects and make adjustments.
[bookmark: _Toc166711734]2.5.2 Utilise emerging technologies
Person in charge ： Technology and Innovation Department
Timeframe: September 2024 - August 2025
Specific actions: September to December 2024: Evaluate existing technology platforms and identify the need for technology upgrades and innovations.
January to June 2025: Implement technology upgrade projects, such as enhancing data analytics, introducing artificial intelligence for consumer behaviour prediction, etc. July to August 2025: Evaluate the effectiveness of technology upgrades and make necessary adjustments.
[bookmark: _Toc166711735]2.5.3 Strengthening Employee Advantage
Person in charge ： Human Resources Department
Timeframe: September 2024 - August 2025
Specific actions ： September to December 2024: Identify employee skill gaps and training needs January to June 2025: Design and implement training programmes, including online courses, workshops and field practice July to August 2025: Evaluate the effectiveness of the training and collect feedback from employees for continuous improvement of the training programmes.
[bookmark: _Toc166711736]2.4.4 Improving the flexibility of organisational structure
Person in charge ：Organisation Development Department
Timeframe: September 2024 - August 2025
Specific actions: September to November 2024: Diagnose the existing organisational structure and identify rigidities and inefficiencies. December 2024 to April 2025: Design the new organisational structure, including departmental adjustments, delineation of responsibilities and optimisation of communication mechanisms. May to August 2025: Implement the organisational restructuring and monitor the change process to ensure a smooth transition.
[bookmark: _Toc166711737]2.4.5 Ensure employees deliver and achieve goals with excellence
Incentive Mechanism: Establish a performance appraisal system that is aligned with the strategic objectives, and reward and promote outstanding employees. Continuous Feedback: Conduct regular performance feedback interviews with employees to identify problems and provide solutions, and encourage employees to make suggestions and improvements. Team Building: Organise team building activities to enhance cohesion and cooperation among employees and promote information sharing and collaboration.
[bookmark: _Toc166711738]2.6 Control Analysis
[bookmark: _Toc166711739]2.6.1 Measurement Content
[bookmark: OLE_LINK22][bookmark: OLE_LINK23]1. Marketing strategy optimisation effects: market share growth rate, ROI (return on investment) of marketing activities, market acceptance of new products or services. 2. Emerging technology utilisation: progress of digital transformation, contribution of technology in improving operational efficiency, customer satisfaction with online experience. 3. Employee strengths enhancement: employee training participation and completion rates, employee satisfaction and loyalty, employee performance enhancement. 4. Organisational flexibility improvement: changes in decision-making cycle, success of cross-departmental collaboration projects, employee performance improvement. 5. improvement.4. Organisational flexibility improvement: changes in decision-making cycle, success rate of cross-departmental collaboration projects, speed of organisational response to market changes. 5. Risk management and mitigation: frequency of risk events and losses, testing and effectiveness of contingency plans.
[bookmark: _Toc166711740]2.6.2 Measurement Frequency
The determination of measurement frequency depends on the nature of the metrics and business needs:
For short-term, fast-changing metrics in real time (e.g., market share growth rate, ROI of marketing campaigns, etc.), a high measurement frequency, such as daily or weekly, can be set. For medium to long term, relatively stable changing metrics (e.g., organisational flexibility improvement, employee satisfaction, etc.), a lower measurement frequency can be set, e.g., monthly or quarterly. For testing of risk management and contingency plans, measurements and assessments can be made over a specific period or after a specific event.
[bookmark: _Toc166711741]2.6.3 Identifying KPIs
Key Performance Indicators (KPIs) should be indicators that can be quantified and directly reflect the achievement of goals (Hristov and Chirico, 2019). For the above measurements, the following KPIs can be set: 1. Marketing strategy optimisation KPIs: quarterly market share growth rate, percentage increase in ROl of marketing campaigns.2. Emerging technology utilisation KPIs: completion rate of digital transformation, percentage of sales in online channels.3. Employee strengths enhancement KPIs: completion rate of employee training, employee satisfaction survey score.4. Organisational structure flexibility improvement KPIs: Percentage reduction in decision-making cycle, success rate of cross-departmental collaboration projects.5. Risk Management and Mitigation KPIs: rate of reduction in the number of risk events, rate of passing the test of contingency plans.



[bookmark: _Toc166711742]3.0 Recommendations
Based on the SOSTAC analysis, this paper makes the following recommendations for Tesco's strategic marketing objectives:
1. Continuous attention to political dynamics: In the face of political uncertainty, Tesco needs to pay close attention to changes in the international political situation, assess potential risks promptly, and formulate corresponding countermeasures. For example, establish a flexible supply chain system to reduce dependence on a single market; strengthen communication and cooperation with government departments to ensure that policy adjustments minimise the impact on the enterprise, etc. 

2. Increase investment in technological innovation: Using emerging technologies to enhance the precision and effectiveness of marketing activities is one of the keys for Tesco to achieve its goals. Therefore, it is recommended that Tesco increase its investment in technological innovation and actively introduce and develop advanced marketing technology tools, such as big data analysis platforms, artificial intelligence algorithms, etc. 

3. Continuously optimise the staff development programme: Employees are one of the most valuable resources of a company, and optimising the staff development programme is important for improving employee job satisfaction and loyalty. Tesco needs to pay close attention to the needs and development trends of its employees and provide them with competitive salaries and benefits, as well as comprehensive training and development opportunities. 

4. Improve organisational flexibility: In the face of a fast-changing market environment, Tesco needs to improve its organisational flexibility to respond to changes in the market quickly. Tesco can improve organisational flexibility by optimising processes, reducing hierarchy and enhancing cross-functional collaboration to ensure that it can quickly adapt its marketing strategies, tactics and action plans to market changes.



[bookmark: _Toc166711743]4.0 Conclusions
Firstly, during the Situation Analysis stage, Tesco identified key challenges such as political uncertainty, highly competitive markets and internal rigidities, which pose a threat to the company's market share and profitability. Based on these challenges, Tesco set clear Objectives to optimise its market strategy, leverage emerging technologies, strengthen the strengths of its workforce and improve the flexibility of its organisational structure to mitigate risks and increase global market share and profitability. To achieve these objectives, Tesco has developed a Strategy that includes adjusting its market strategy to better meet consumer needs, leveraging emerging technologies to improve marketing effectiveness, enhancing employee training to improve service quality, and optimising its organisational structure to increase responsiveness and decision-making efficiency. In Tactics and Action, Tesco needs to refine the measures to ensure that resources are allocated appropriately and teams work together efficiently to achieve the set strategic objectives. Finally, through the Control process, Tesco will continuously monitor and evaluate the implementation of strategic marketing activities, and adjust and optimisation based on market feedback and actual results to ensure the achievement of strategic objectives.

In summary, through the SOSTAC analysis, Tesco’s strategic marketing objectives aim to reduce risk and increase global market share and profitability by optimising market strategies, utilising technology, and reinforcing the flexibility of staff and organisational structures. The realisation of this objective requires comprehensive consideration of the market environment, technological trends and internal resource capabilities, and is achieved through scientific planning, execution and evaluation.
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