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[bookmark: _Toc69226298]Introduction
A licensed marketing organization defines marketing as "the management process responsible for identifying, predicting, satisfying, and satisfying customer needs." delivery, distribution and exchange of valuable goods in areas, institutions and processes. Tesco is a global leader in the retail of food and groceries (Tuten, 2019). The purpose of this article is to analyze the micro-enterprise environment, identify the main resources and capabilities of the Agency and assess the strategic choices of the Agency and the rationality of the Agency's policies. Tesco is one of the world's largest grocery stores with sales of £ 64 billion in 2019 and more than 470,000 employees. Five Porter forces can also be used to analyze the competitive landscape (Tesco, n.d.).
[bookmark: _Toc69226299]Marketing Processes of Tesco
[bookmark: _Toc69226300]Product development
In order to expand Tesco's product line and cross-functional, internal development is also very important when developing new products. When interpreting company policies and various investment portfolios, their nature and diversity must also be taken into account (Rosnizam, 2020). Changing needs of Tesco customers can introduce a new industrial production line. Tesco may need to focus not only on research and development, but also on additional costs. The core capacity of retail is a plethora of innovative products and services, which is a key element of competition. Therefore, innovation should be the main driving force in Tesco's product development.

[bookmark: _Toc69226301]Product Differentiation
Tesco presents various products and services and it also provides club cards to collect various analytics information, such as site analytics, store analytics, and product line analytics (James and Cooper n.d.). This data analysis will help Tesco better understand the market. In addition, they began to use new products and services. More importantly, according to some customers who are interested in the internet, Tesco has started its online marketing to bring products home (James and Cooper n.d.).
[bookmark: _Toc69226302]Prodcut and Market Diversification
Tesco founded its own food company. But in the late 20th century, Tesco's business was related to finance, the Internet, telecommunications, tourism, and other fields (Ebler, n.d.). For example, in 2003, Tesco and MMO2 created their own mobile phone service. UK is the second largest mobile phone market in Europe, with 50 million people using mobile phones.

[bookmark: _Toc69226303]Situational Analysis
The company's position analysis is important because it describes the five strengths of the organization's strategy, marketing success, SWOT analysis, customers and gateways (Tian n.d.). The FEPSOS method is used to analyze situations, discuss the environment, the organization, the activity, the environment, the strategy, the performance and the organization.
[bookmark: _Toc69226304]Macro Environment
The business environment is a set of political, economic, social and technological forces that are largely uncontrollable and uncontrollable and can have both positive and negative consequences for companies (Sparks, 2019).
According to PESTEL's analysis, "The macro environment is really desolate. In this environment, many factors are linked to the decisions of the leaders of all institutions. "For example, trade barriers, demographic change, tax changes. Managers can use the PESTEL model for multiplication to facilitate analysis (KRISAMUT and Sirikutta, 2019). According to the Oxford Business Dictionary, the definition of "micro-environment" is as follows: 
[bookmark: _Toc69226305]Political Environment
Political factors are an important factor for business. This refers to changes in government policies and regulations. The political environment can be one of the unpredictable factors in the institution's market environment. Different business environments are interconnected at any given time. This is the main environment that mainly affects all other factors. In each country, policy generally defines the nature of business rules (Ibrahim, 2017). The government and politicians have introduced new rules and laws. Rules and regulations are always directly or indirectly linked to business opportunities. At the same time, supranational organizations, business groups (ASEAN, NAFTA, EU) and international organizations.
[bookmark: _Toc69226306]Economic
All companies are financially dependent. Therefore, companies should pay special attention to the economic situation in the country. The economic health of a country depends on many indicators. The most common indicators are GDP and household disposable income. An example of economic change is the rise in labor prices (Brannen, Mughan and Moore, 2020). This increase affects many factors such as increases in goods, taxes, materials, services, etc.
[bookmark: _Toc69226307]Social
Palmer and Hartley believe that "a social and cultural environment is important for companies to fully understand the cultural values ​​of the company." A good example is that burgers cannot be sold at McDonalds because of India's cultural values. Lancaster pointed out that the most demanding aspect of the business environment was "community and culture" analysis. This is very difficult because it depends on the behavior of the number of people per person. It also includes different cultural values, needs and priorities of people and different attitudes (Tuten, 2019).
For example, due to social change, companies have to stop producing many products and sell them only for cultural pleasure.
[bookmark: _Toc69226308]Technological
New technology opens up more opportunities for institutions and companies in new markets. It is too easy to get a database of customers related to these products and they can also direct them and very cheaply. On the other hand, because of the technology invention, there are many opportunities for organizations to start a new business based on service delivery (Rosnizam, 2020). Nowadays, some companies not only trade online but also lack marketing opportunities and are therefore only trading on the internet like the Amazon online store.

[bookmark: _Toc69226309]Environmental Factor
This factor plays an important role in business. This includes weather and climate change. Climate change and temperature changes can affect many institutions such as tourism, insurance and agriculture. According to Palmer and Hartley, there are two reasons why companies should consider the natural environment. The problem of natural resources (including resources used directly or indirectly) is persistent in manufacturing companies (Brannen, Mughan and Moore, 2020). Due to globalization, this has become a major problem for manufacturing companies. This development could offer new opportunities, but it will also pose challenges for some industries.

[bookmark: _Toc69226310]Legal Factors
Legal elements include consumer protection law (to protect customers from wrongdoing and fraudulent customers), competition law (monopoly power), labor law (redundancies, dismissals, minimum wage and working conditions) and health law and occupational safety. As governments (including international governments) pass laws based on judicial decisions, some views on the relevant institutions and progress are very interesting (James and Cooper n.d.).
[bookmark: _Toc69226311]Microenvironment
The micro-environment is a collection of other business factors and variables. Management decisions can directly or indirectly affect this. The micro-environment is a whole part of things. This can have an indirect effect on the relationship between institutional markets. The micro-environment also contains general strengths and developments (Tian n.d.). Sometimes this may not take effect immediately but it can have a slow effect on customers, suppliers and resellers. For example, economic changes in countries / regions may not directly affect the performance of companies, but must gradually change products, sales methods or price categories. 

[bookmark: _Toc69226312]Customers
Customers are the lifeblood of a company. This means that if a company no longer has customers, it cannot produce a product and stop that particular activity. The company must maintain the latest level of products and services and update them according to the customer's requirements (Sparks, 2019). Also, if a company hopes to be at the forefront of the market, it must develop a product or service plan for consumers. Claims for many years. In short, the company must be one step ahead of customer requirements.
[bookmark: _Toc69226313]Suppliers
Suppliers are the main driving force behind the operation. Companies need to trust suppliers to offer their products. Suppliers offer raw materials, finished products, services or products. All companies should rely on one proposal when comparing manufacturing and retail companies. Providers offer customers basic services rather than value-added products or services. Suppliers and customers are two faces of a successful marketing organization (Ibrahim, 2017). If the supplier does not have products or raw materials, the company cannot sell them, even if the product is very demanding, if it does not have other authorizations.
[bookmark: _Toc69226314]Competitors
In a highly competitive market today, manufacturers or companies need to understand their competitors and their future policies, methods and policies. In the most likely case. The company has two competitors (Ebler, n.d.).
[bookmark: _Toc69226315]Segmentation
Tesco can measure the size, purchasing power and market segment format. Tesco Extra Cheras serves about 500,000 residents with a higher median income than other suburbs or rural areas. This market share can be reached and served effectively. With brochures, TV stations, brochures, catalogs and direct mail, Tesco Extra Cheras can easily reach customers. The last one is SMS. Market segments can be analyzed and linked in different ways with different aspects and concepts of market composition (Sparks, 2019). 
[bookmark: _Toc69226316]Targeting
Tesco Extra uses a "mass marketing" placement strategy. A mass market strategy is a strategy that ignores differences in market shares and targets the entire market with one proposal. It focuses on the general needs of consumers rather than differences. This means that Tesco does not differentiate between the types of customers it serves, but they serve as many customers as possible (Ibrahim, 2017). Most customers meet their general needs with lower product prices. That's why Tesco, as a discount store, strives to serve more customers with shared needs without making it unique.
[bookmark: _Toc69226317]Positioning
This strategy has proven very successful in the industry and has attracted many customers who buy these products at lower prices. As a result, concepts such as "Tesco sells cheaper products every day" have become ingrained in the minds of customers (Tesco, n.d.). Since then, Tesco has issued sales receipts for the same amount and points that customers earn. Tesco uses this policy to position itself as a retailer, managing and retaining customers while continuing to do business with Tesco.
[bookmark: _Toc69226318]Marketing Mix of Tesco
[bookmark: _Toc69226319]Product
Tesco (Tesco) is a discount store that offers a wide range of products, limited services and low prices. Buyers can find both private (Tesco Choice) and domestic brands. Most of these brands are based on value rather than fashion. To attract and retain more customers, Tesco offers many value-added services such as free parking, customer service, air conditioning, children's rooms, bathrooms, etc. This strategy has proven successful in attracting value-oriented rather than product-oriented customers (Tian n.d.).
[bookmark: _Toc69226320]Pricing
Most Tesco products can also be purchased from other retailers. To compete with other companies, the most suitable pricing policy is Tesco pricing and more. Price plus price is a pricing strategy that adds a standard rating to the cost of a product. Cost-based pricing applies only to Tesco's own brands and not to domestic brands. This is because Tesco has priced its own brand based on production costs. As a result, Tesco brands are 30-40% cheaper than domestic brands. The latest pricing plan approved by Tesco is valuable pricing. Value for money offers the right mix of good service at reasonable prices (Tesco, n.d.). 
[bookmark: _Toc69226321]Place
To make shopping more convenient for shoppers, the store has a variety of restaurants and cafes such as Pak Hailam Kopitiam, The Chicken Rice Shop, KFC, etc., which allow shoppers to relax and satisfy their hunger (Ibrahim, 2017). Customers traveling to Tesco have access to numerous free indoor and outdoor parking spaces.
[bookmark: _Toc69226322]Promotion
Today's consumers are bombarded with business information from numerous sources. According to consumers, information from various advertising media and methods is now part of the company's news (Ibrahim, 2017). Local conflicts arising from these various parties can lead to confusion regarding the image of the company, the status of the brand and the relationship between customers. 































References
Brannen, M.Y., Mughan, T. and Moore, F., 2020. The Creative Use of Insider Ethnography as a Means for Organizational Self Investigation: The “Essence of Tesco” Project. In The Routledge Companion to Anthropology and Business (pp. 132-154). Routledge.
Ebler, S., SERVICE MARKETING ASSIGNMENT.
Ibrahim, A.A., Alkhawlani, M.A.A. and Al-shaghdari, F.M., 2017. Customers Desires on Marketing Mix and It’s Impacts on Tesco (Malaysia). International Sciences of Management Journal, 1(1).
James, A. and Cooper, B., The Impact of Relationship Marketing On Customer Loyalty At Tesco Plc, UK.
KRISAMUT, T. and Sirikutta, S., 2019. MARKETING MIXS AND SERVICE QUALITY TOWARD CONSUMER BEHAVIOR TREND IN TESCO LOTUS IN BANGKOK METROPOLITAN AREA.
Rosnizam, M.R.A.B., Kee, D.M.H., Akhir, M.E.H.B.M., Shahqira, M., Yusoff, M.A.H.B.M., Budiman, R.S. and Alajmi, A.M., 2020. Market Opportunities and Challenges: A Case Study of Tesco. Journal of the Community Development in Asia, 3(2), pp.18-27.
Sparks, L., 2019. Tesco: how supply chain strategy supports retail success. The Business & Management Collection.
Tesco Plc, U.K., Impact of Social media marketing on consumer Perception: A Case Study on.
Tian, Q., Analysis on the Business Strategy of Tesco in the Chinese Market.
Tuten, T.L., 2019. Principles of Marketing for a Digital Age. SAGE.
image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





