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The Marketing Concept
Marketing is seen as the task of finding and stimulating buyers for the firm's output. It involves product development, pricing, distribution, and communication; and in the more progressive firms, continuous attention to the changing needs of customers and the development of new products, with product modifications and services to meet these needs. In the sense that money must be collected, managed, and budgeted according to sound business principles, every entity must perform a financial function. Every organization must perform a production function, which entails figuring out the best way to arrange inputs to generate the organization's outputs.
The considered marketing areas are: marketing research, including any kinds of research related to the needs, the buyers, the competition as well as the application of the network; marketing strategy, including not only the classical strategic elements of marketing but the investment in the network, the establishment of the network position; marketing organisation, including the organisational and organising issues related to the marketing activities, the development and operation of marketing information system, the mobilisation of the contractor's network and organising the system of sales and finally operant marketing, including the offer and the related pricing, sales and tender negotiations, the classical communication activities, logistics with the supply of spare parts and the classical customer service activities (Mandják T., 1998).


	Marketing: past, present and future
Marketing is as old as humanity itself. That is why we may have seen photographs of busy market stalls and merchants actively engaged in convincing communications in films set in ancient Greece or Rome. Of course, these traders' practices may not be classified as marketing, and they might seem to be very different from anyone booking airline tickets via a website.
The 4Ps model was criticised as a list of decision making variables on four further fronts. Firstly, the lack of any formal and precise specification of the properties or characteristics of the marketing mix elements that could be classified was seen as a major flaw (Waterschoot and Van Den Bulte 1992). Secondly, the lack of a clear conceptual framework suggested that the categories were not mutually exclusive (Grönroos 1994a).
Most markets have been saturated since the 1960s (the size of the market remains the same). As a result, there is now a lot of competition for consumers. As a result, the complexity of brand strategy has evolved into what we see in today's marketing department. Marketers are involved at a strategic level within an organization, so they advise on what should be made, where it should be sold, how much it should cost, and how it should be conveyed to customers. Marketers of today conduct business and customer analysis. They make an effort to comprehend customer needs (and future needs) and allocate appropriate organizational resources. Modern marketers are particularly interested in brands. They are also increasingly interested in ensuring that employees understand marketing, that everyone within the organisation involves themselves with marketing activities. Brands are of special interest to modern advertisers. They're also becoming more concerned with ensuring that workers understand marketing and that everybody in the company participates in marketing activities (M. J. Harker and J. Egan, 2006).
Looking back at Tesco, it is clear that the organisation adapted to the customers’ needs and came with marketing strategies that would help them develop. For example, Tesco created its own brand, built small centers and shops of Tesco in neighbourhoods. These small shops were meant to bring the essentials of each customer at “his feet”, placing them amang block, apartments, houses etc. Tesco also developed in other areas such as telekomunication, petrol and gas, clothes. Tesco claims that IT has played a key role in their success, by enabling fast response, increasing stock availability, improving collaborative planning, forecasting and replenishment and reducing costs. 
One of the main factors that Tesco has to put into consideration by being a leader on british market is to create what Armstrong (2009) calls sense of ‘‘ownership’’ among its employees so that they feel that they are part of the change process. This, as seen above, is a value and a strategy for the company and is good because it creates the sens of commitment for each individual.

Customers and other stakeholders 
The company’s mission statement is inhered in ‘‘creating value for customers to earn their lifetime loyalty’’. This suggests that customers are to be respected and offered value for money. Excellent service that satisfies the customers and meets the strategic intentions of the organisation-is usually the result of careful design and delivery of a whole set of interrelated processes. Tesco considers that customers are at the very heart of their business and they believe that they should come first with the Competition Commission too. Tesco's team worked to streamline the customer's shopping scenario while maintaining the attributes that customers value: getting the quality, the assortment, and the prices they want. Early customers of Tesco can find the products via Internet they couldn’t find in their local store. This would save the searching time and efforts for them. For the people who are familiar with the home shopping over the Internet and the single professional, a £5 delivery fee is well worth the time savings if not shopping themselves (Y. Ma & J. Ding, 2010).
Tesco’s leadership and management values are identified in the following assets:
· The main factor that sets Tesco’s leadership and management apart is its values  that rule around customer satisfaction and partnership. Customers are seen as an extension of the corporate image of Tesco. This factor is sustained by existing communication betweend customers and their problems and Tesco’s management, the ability to egotiate with people in search of solutions, effective conflict resolution and solving problems in a fast and peaceful way among staff and customers, and a positive attitude when dealing with complains or reclamations. 
· Another asset of Tesco’s leadership is its ability to make what the company describes as ‘‘developing their staff’’ for leadership positions. By doing this, Tesco means that all its emplyees can grow professional in the organisation. Tesco does not use  vertical leadership structure, rather believes in flat management structure that empowers everybody.[footnoteRef:1] [1:  Inspired from e-Journal of Organizational Learning and Leadership] 

These values of Tesco determine that it has a management style that is close to both customers and employees. Firstly, it is important how leaders and employees act and what they do so everyone part of the stuff has the opportunity to come up with ideas or to solve problems. Also, Tesco is focused on having low prices of products, but these products are not cheap in quality and this makes customers loyal (Y. Xie, 2013). Tesco launched Tesco Clubcard for its customers, a card with which customers are able to save money when using this card. 
Tesco has both internal and external stakeholders. Employees, administrators, the board of directors and executive committee, and shareholders are Tesco's primary internal stakeholders. Employees, like every other company, are critical to Tesco's success, as are managers. Tesco has 450,000 ‘colleagues' worldwide as of August 2019. It prioritizes human capital in everything it does. The chairman, chief executive, chief financial officer, and a number of non-executive directors make up the Tesco Board. Shareholders are also very important stakeholders in Tesco. They are very influential and highly important for the business. Customers, vendors, creditors, rivals, pressure groups, local communities, and the government are among Tesco's most important external stakeholders. Every week, Tesco serves millions of customers. Tesco collaborates with thousands of manufacturers and producers to provide consumers with high-quality, nutritious, and sustainable goods.
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