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[bookmark: _Toc112610231]Introduction
Blog marketing is the technique of promoting a business, website, brand, or service using the medium of blogs. Blog marketing may also be thought of as simply blog advertising. The firm that will be used for the blog posting is Tesco as it is a very popular supermarket chain within United Kingdom.
[bookmark: _Toc112610232]Tesco Company Background
Tesco is a retail firm that has its headquarters in London, in the United Kingdom. Jack Cohen began the enterprise in the year 1919 in the district of Hackney in London. In 1931, Barnet witnessed the inauguration of its first retail store. Tesco is an international retail organisation that today has outlets situated in over one hundred countries over the globe. The United Kingdom is home to the company's principal administrative offices. The most current numbers suggest that the body that is responsible for the generation of new job possibilities already has roughly 450,000 people. At addition to selling a vast variety of items in its supermarkets placed all around the world, it also offers a huge number of services including financial services and telephones. Tesco increases operational excellence and leads to a general improvement in the amount of productivity a firm obtains (Successstory.com, 2021). Tesco handles roughly 80 million consumer contacts each and every week. This corresponds to 66 consumers being handled each and every second and over 141,000 pounds being earned in sales each and every minute (Parker, 2019). 
[bookmark: _Toc112610233]Segmentation of Tesco
Tesco, being the biggest retailer in the UK, presents a huge challenge. It has a preponderant share of the retail market in Europe and is thus the industry leader. Tesco will have a significant advantage over its rivals as a result of the effectiveness of its business operations. If discounts are made more generously and investments are made in the expansion and administration of the firm, it is possible that the rate at which new consumers are won over and old ones are maintained will rise. The process of market segmentation uses a variety of categories, including geographic, demographic, psychological, and behavioural factors. Both the Tesco brand as a whole and each of its individual products may be segmented, targeted, and positioned in a number of various ways. In an attempt to influence more customers in the direction of its own supermarket brand, Tesco applies price positioning to a wide range of its own brand goods. This is done in an effort to attract more customers.
[bookmark: _Toc112610234]Product Strategy of Tesco
At the moment, Tesco provides a broad selection of goods and services, all of which are available via distinct product lines. It encompasses monetary services, electronic goods, apparel, cuisine, and cosmetics, among other things. At this time, the company owns 1600 product lines that are distributed over the Tesco Finest and Tesco Value ranges. Tesco has also focussed their strategy on the healthier trends therefore they have developed healthier foods, supplements and ready to eat options which can create a balanced diet for the customers (McKenzie, 2020). Tesco also has its own apparel brand, which offers a diverse selection of garments available for purchase and varies based on the sort of shop that consumers frequent.
[bookmark: _Toc112610235]Pricing Strategy of Tesco
Tesco is using a cost leadership pricing strategy in order to give consumers with a wide selection of items at competitive prices. Using this strategy, the firm is able to keep the pricing of its goods at a low level while still maintaining a high level of product quality. Moreover, the company is able to do this without sacrificing product quality. The most significant drawback of this strategy and technology is that it may put pressure on the position of the firm as a result of the fact that competitors may provide new products or have production techniques that are less expensive. This may be the case as a result of the fact that competitors may provide new products or have production techniques that are less expensive. In response to the increasingly cutthroat pricing competition and the growing cost of living, a new pricing strategy has been established. This is being done as a reaction. The strategy will provide individual families with assistance in making purchases of new products while also lowering their total expenditure. Tesco actively competes with other stores so that it may provide products of the same quality but at much reduced prices.
[bookmark: _Toc112610236]Place strategy of Tesco
Large chain stores in the United Kingdom, such as Tesco, Asda, Sainsbury's, and Waitrose, carry the same products most of the time. Both of these companies are aware that consumers are likely to be unsatisfied to a high degree if they are unable to discover their chosen flavour in the store. As a consequence, they make every effort to get all of their goods physically into retail locations to the maximum extent that is feasible. Tesco needs to sell their products easier on the online means by implementing easy door-to-door delivery. Furthermore, their physical stores needs to be accessible near busy offices or universities, and even further away from the city centre.
[bookmark: _Toc112610237]Promotion strategy of Tesco
Tesco conducts their operations with a focus on the image of their brand. They start marketing and selling their products under their own brand name, putting an emphasis on delivering things of superior quality at competitive costs. The company has, up until now, been promoting the sale of its goods via the use of conventional marketing tactics. The company recognises the growing significance of digital marketing, and as a result, they have begun to boost their social media marketing efforts. Tesco has made a smart business decision by taking this course of action since it has assisted the firm in being identified not just with its own brand of items but also with its cheaper pricing. At the moment, Tesco is involved in business with a wide range of product categories, some of which are included below but also include things like fashion, home appliances, and financial services (M Rahman, 2017). The firm is also gathering followers, likes and many reaches for their pots on social media apps such as Instagram, Facebook and Twitter.
[bookmark: _Toc112610238]Process strategy of Tesco
The company anticipates that the implementation of the new system will contribute to an improvement in the current level of performance for the online delivery of food goods. In order to run their business in the most effective manner possible, the company relies heavily on various forms of automation, as well as competent management and technology. Tesco aims to have a very sustainable process strategy as they have set a goal to become a carbon-neutral company by the year 2050. The revaluation and formulation of Tesco's clear business strategy are essential to the company's continued success. Tesco has set a goal to increase customer loyalty as well as its core business in the United Kingdom in order to assist it enhance its customers' overall shopping experiences (Haanaes, 2016).
[bookmark: _Toc112610239]People strategy of Tesco
The overall number of Tesco workers in 2022 was 354,744, representing a 3.42 percent drop from the previous year's figure. The overall number of Tesco workers in 2021 was 367,321, representing a fall of 13.18 percent from the previous year, 2020. In 2020, there were a total of 423,092 people working at Tesco, which is an 8.92 percent decrease from 2019 (www.macrotrends.net, n.d.). As a result of the greater use of automation in their business, they have had to cut down on the number of personnel they employ. However, this has enabled them to pay their remaining workers better wages. Tesco intends to make an effort in order to attract individuals from a variety of various backgrounds. Because they are also focused on the individuals who shop at Tesco, Tesco's large number of customer assistants play an enormously essential part in the success of the firm. This is because Tesco's customers are their first concern. In addition, Tesco places a strong emphasis on loyalty cards and finding new methods to involve consumers in the company's expansion and success. Tesco spends a significant amount of both money and effort on the training and development of its staff, which likely contributes to the company's highly skilled workforce (M Rahman, 2017).
[bookmark: _Toc112610240]Physical evidence strategy of Tesco
The Physical evidence of Tesco stores may refer to either the setting a company operates in or the furniture, aprons, menu, brochures, letterhead, business cards, reports, signs, and equipment that the organisation uses. However, this definition does not include all of the company's tangible representations. Their retail establishments are quite effective, and they often stock all of the fresh goods in which customers are interested. Customers pick them above other rivals in large part due to the fact that they are often extremely well supplied and their stores are accessible and clean. In addition, the business's website will aid in giving target clients with the required information linked with the new items that the company will give to those customers. Customers who shop at Tesco's real retail outlets will find that their online trips to the website are just as organised and productive as those purchases they make in person. Customers have an easier time finding the items they are looking for in offline shops since the layout is intuitive and the goods are arranged in clear categories. In addition, the style of the internet websites is quite simple and straightforward, making it simple for a greater number of clients to acquire the things they are interested in (M Rahman, 2017).
[bookmark: _Toc112610241]Conclusion
In conclusion, the above assignment comes to the conclusion that the marketing mix plays a significant part in the process of selling new products or services to target consumers of the organisation. Every blog posting describes in depth the marketing mix nd the background of Tesco.
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