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[bookmark: _Toc88584122]Introduction
Marketing activities are one of the most significant parts of the modern business environment nowadays. Various activities of marketing mainly cover a wide range of areas. It helps the company to expand their businesses from the local premises to the global stage. That is the reason various marketing fundamentals, their analysis and various evaluation is going to be described herein in this assignment. In order to do that the assignment selects the company Tesco Plc as a model company. Its SWOT analysis, PESTLE analysis, marketing model, marketing mix, marketing segmentation and many more are going to be described here.
[bookmark: _Toc88584123]SWOT analysis
 
	Strength 
1.     Financial status: The financial status of the company Tesco Plc is very strong (Fatricia, 2017). Their operating profit is more than two billion according to the annual report of the year 2020.  
2.     Market shares: In Great Britain, Tesco acquires more than 27.1 per cent of the market share for grocery items. This is a huge strength for the company. 
3. Special performance during the pandemic: The company claimed more than 10.6 per cent of growth during the pandemic. It can be considered as a special strength for the company.
4. Innovation: The company is very good at innovation. This is another strength for the company. 
5. Adaptability: Another strength of the company is its adaptability. The company adapted more than double its production during the time of the pandemic. It enhanced its delivery capacity. 
	Weakness
1. Changes in leadership: Recently the company has changed its chief executive officer (Bin Mohd Shah, 2018). As the new chief executive officer has to take a little time to manage all the changes so it is a weakness for the company. 
2. Quality control: Sometimes Tesco fails to maintain its quality. For example, Tesco sold chicken with partially digested food. 
3. Food safety issues: It is found from many types of research that Tesco failed to manage various issues for their food safety. Those defective foods would harm their customers. 

	Opportunity
1. Online sales: The company has a great opportunity to increase its sales online. The covid pandemic has created an opportunity for the company that can be used very positively.
2. Artificial intelligence: One of the best opportunities for the company is introducing artificial intelligence (Tirawatnapong and Fernando, 2018). It would help the company to increase the level of their production. Not only that but various operational activities can also be conducted with that artificial intelligence. 
3. High unemployment rate:  Many reports say that many people have lost their jobs during the pandemic. This would be an opportunity for the company to fill up their vacant posts.  
	Threat
1. Brexit: Many reports say that Brexit will impact very negatively more than 80 per cent of their imported food. This is a serious
the threat for the company.
2. Covid pandemic: The pandemic itself is a serious threat for the company (ZHAO et al., 2018). It causes more than 533.5 million extra GBP for the company.
3. High Competition:  As the market is full of high competition. So this is another threat for the company. 
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The PESTLE analysis of Tesco Plc mainly describes various external factors of the company. The factors can influence the marketing activities of the company in many ways. 
Political factors: Many political factors in the United Kingdom play a vital role in influencing the marketing activities of the company. They are:
Government regulations: Tesco is one of the most famous global brands. It operates its businesses in many countries (Mahadevan, 2019). So the company has to deal with different types of government regulations for different countries and territories. 
Deal of Brexit: The deal of Brexit mainly refers to the exit of Britain from the European Union. It also influences the marketing activities of Tesco Plc in many ways. 
Its impact: All the political factors can influence the marketing activities of Tesco in many ways. Governments of various countries may make the export-import easier for the company or difficult. On the other hand, the Brexit deal has created an uncertain environment for the company. 
Economic factors: Many economic factors in the United Kingdom play a vital role in influencing the marketing activities of the company. They are:
Market expansion: The development of the market and its expansion is one of the most significant parts of the economic factors. 
Various tariffs: Various trade tariffs can influence the marketing activities of the company in many ways (Zim and Zahan, 2019). It can increase the cost of marketing for the company. 
Its impact: It is found from many types of research that the market of the developing countries is still developing. That is the reason Tesco still depends on the homely market of the United Kingdom. Similarly, the Brexit deal increased the tariff for their food item. As a result, a temporary shortage of food items may be found. 
Social factors: Various social factors can influence marketing activities in many ways. The strategies of marketing can also be fixed by various social factors. They are: 
Local trend: Various local trends are the essential elements of the social factors (Vergassola, 2019). Tesco follows various local trends of the local communities. For example, Tesco uses the sticker of Halal meat in order to attract Muslim customers in the United Kingdom. 
Cultural influence: Various cultural influences can also control the activities of marketing. There are several products that mainly depend on the cultural influences of society.  
Its impact: However, the factors play a vital role in the marketing activities of the company. Because the cultural trends can be influenced by the purchasing power of the people. On the other hand, the company uses kosher products to attract Jewish customers.  
Technological factors: Many technological factors in the United Kingdom play a vital role in influencing the marketing activities of the company. They are:
Uses of technology: Various kinds of technology and their uses are increasing day by day in modern businesses. Tesco Plc uses many latest technologies and various high tech gadgets to expand their business. 
Ecommerce: E-Commerce is another essential gift of modern technology. Various online shopping, M-commerce, barcode shopping and many more are examples of e-commerce activities.  
Its impact: Various technological factors impact the business very positively. It helps Tesco Plc to deliver faster customer service with high levels of satisfaction (Alsaffar, 2020). Similarly, various mobile applications enrich the high shopping experience for their customers.  
Legal factors: Many legal factors in the United Kingdom play a vital role in influencing the marketing activities of the company. They are:
Local law: The legal structure and local rules and regulations play an essential role in the marketing of the company. As Tesco Plc is a big brand name so the company follows all local as well as international laws. 
Fraud case: Tesco could not produce the exact figure of their financial status in front of the court in the year 2017. As a result, the court treated it as a fraud case.  
Its impact: This kind of fraud case caused a heavy charge as a penalty on the board of directors of the company. These kinds of incidents hamper the reputation of the company very badly. 
Environmental Factors: However, many environmental factors in the United Kingdom play a vital role in influencing the marketing activities of the company. They are:
Recycling plan: The recycling plan of Tesco Plc is an essential plan for the company. Currently, the company has introduced its phase 2 recycling plan. 
Sustainable plan: On the other hand, various sustainable plans are also essential for the marketing activities of the company. 
Its impact: The recycling plan of the company helps to reduce the waste products of the company. Besides, the company also reuse and recycle various glass made bottles and others. It helps the company to reduce their waste materials and helps the company to sustain their businesses for a long time. 
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Many scholars and experts have provided various stages of marketing activities that help to conduct different types of marketing activities smoothly. They are: 
Understanding the marketplace along with the customers: The first stage of marketing is understanding the market and market places along with the consumers (Boronenkova, Chepulyanis and Nikulionok, 2021). Because different people have different demands. So, the marketing department needs to study the demand of the people. At the same time, all the products are not available at all the places. So, the availability also needs to be studied. 
Designing a strategy: A strong and fruitful strategy needs to be designed by the department of marketing. The marketing department can make a customer-driven strategy where the customers are the main focus of the entire business. 
Delivering a marketing plan: Constructing a fruitful marketing plan is another essential stage of marketing. In this stage, the marketing department delivers an integrated marketing plan so that the company would be able to achieve its objectives. 
Building profitable relationship: Here, in this stage, the marketing department creates a profitable relationship with their clients, customers, and other related parties (Nikhashemi and Valaei, 2018). It helps the company to create more profits for further activities. 
Capturing values: In this stage, the marketing department captures the values of the products. It helps them to collect the price of the products from the customers. 
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Marketing activities play a vital role for the companies and the business. They are given below in detail. 
Meeting consumers’ needs: The department of marketing plays a vital role in meeting the demand of the customers. Various markets are here to fulfil the needs of the customers. So, it is the marketer's main job to meet up the demand of their customers. However, in modern days it is found that marketers can also create a demand for a product but this is not in a big quantity. It is very limited. Generally, various marketers are here to meet up the demand of their customers. Various people and customers need different types of products or services. The marketers play the role of meeting those demands. They identify the needs on behalf of the consumers and adopt various strategies to meet up those demands. They supply the product and sometimes they can influence the demand as it mainly depends on the culture or the personality of the individual. 
Ensuring the development: Various marketers ensure the development of the organisation. For that, the marketers innovate various kinds of products or services for the company so that the company can survive and sustain its activities for a long time. The department of marketing helps the company to increase the price of the shares for the company. As the companies are customer-centric, the department of marketing helps to highlight the achievements of the company so that the consumers would be able to recognise them. Marketing activities also help the company in order to achieve its objectives. Not only that but various marketing activities help to develop the reputation of the company so that the company can make a strength by using their reputation. Thus, it ensures the growth of the company.   
Expanding the market: The department of marketing helps to expand the market for the company. In order to do that, the company collects a lot of data and information from the market. They target their potential market for the company so that the company would be able to increase the sale of their products or services. Besides, the marketing department targets various individuals or a group of people as their potential customers. These are all used by the marketing department mainly to expand the business of the company. As it is an age of globalisation so most companies like to expand their businesses in many countries. That is the reason the marketing department helps them to flourish their businesses. 
Offering the right price: Pricing is another important activity of the marketing department. The department of marketing plays a greater role to offer the right price of a product. To do that the marketing officials conduct various sales activities, promotional activities, event marketing and many more. The pricing of a product is one of the most critical tasks for a producer. Because it creates revenue and various kinds of costs are involved with it. The marketing department considers various appropriate changes and set a fair price for the product or the services. 
Offering the right product: Offering the right product to the customers is one of the most essential tasks for the marketing department. That is the reason it plays a vital role for the customers and the clients. To offer the appropriate products, most companies sell various kinds of products and commodities that are more than one item. That is the reason various physical products like goods or commodities should be packed well. It should be labelled well also so that the marketing department would be able to offer the right products with the right conditions. In terms of services, the services should be characterised by using intangibility as well as inseparability. Not only that but the marketing department also designs many products to offer the right products. The department also helps to manage the products.   
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The events of various marketing activities are one of the most significant events of modern business management. That is the reason many scholars and experts have provided many theories and models for marketing activities. They are:
Marketing segmentation, targeting and positioning
The segmentation, targeting and positioning of the products are the most essential elements of marketing activities. This is the process of three stages that can be considered as the STP. The STP is one of the most important elements of the marketing mix also. However, market segmentation is an important marketing term (Camilleri, 2018). The term mainly refers to attracting potential buyers into the premises or the segments that can meet up the demands. Here the customers can respond to the marketing actions. In terms of the company Tesco Plc, marketing segmentation helps the company to split or divide their potential customers into small groups as well as various segments where the customers can share their interests if it is similar. On the other hand, targeting mainly refers to targeting the potential market along with the potential customers for the company. It is another important element of marketing strategy. Targeting the market and targeting the customers help the company in many ways (Chugunov, Pasichnyi and Nepytaliuk, 2019). Here for Tesco Plc, targeting helps the company to improve the brand name of Tesco. It also helps to satisfy Tesco customers by providing more services. It encourages them to develop various marketing strategies for the company so that the company can expand their business. It also helps to increase the experience of the audience and the customers or other related parties. It ensures to build the awareness of the brand so that the brand name would be developed. However, the positioning of the products mainly refers to a form of marketing activities that represents the advantages of the product or services. It reflects a particular benefit for a particular customer or a group of customers. In this case, first of all, the marketing team targets a group of customers and then tells the benefits of the product to those groups to make a good position for the products (Kim and Moon, 2021). Here the marketers can target their expected customers and audiences by using various market research. They can use various favourable responses for the products also.
[image: https://lh4.googleusercontent.com/gMUwt9O83J9ZeIXUilwnlz3cPIIS84D7TPhR5VEPjd8FP5Chx5jw7DeeLqZ90NY1vkHdUgyhMt0YIdc9CsTuGrRQen59JS960m8Fb5d21grPAb-bwb7Q1CaqWGVmsKDYdtZ1gKha]
Figure 1: The image of product positioning
Source: (Kim and Moon, 2021)
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The strategy of marketing mix mainly refers to the strategy that helps the company to satisfy its customers. This kind of marketing mix strategy also helps to make the position of the company clear to the customers. It allows the customers to revisit the premises of the company without any hesitation. Not only that but it also describes that the clients and customers can visit the company and consume the products with full confidence. Here, the company Tesco Plc follows the 7p marketing mix strategies to attract their clients and customers. The 7p marketing mix strategies are described below. 
Product: The product mainly refers to what the company mainly produces to meet up the demand of the customers. Here Tesco Plc supplies all kinds of grocery products and items to meet up the demand of household needs and other daily needs (Businesses, 2021). 
Price: The price mainly refers to the value of the products. It is the only element that is used to generate revenue. Tesco uses various kinds of prices for different types of products.  
Place: The place mainly refers to a spot or an address. The spot is used to make the event of purchase for the customers. It can be online or offline nowadays. Tesco provides both online as well as offline facilities for their customers.  
Promotion: Promotion mainly refers to the communication of the message. The message tells the customers about what the product is, its price, its usage, other description and many more. It helps to increase the awareness and the interest of the customers to get the products. 
People: The people are the heart of the market. They are the potential customers and consumers of the products. However, people can include the customers, suppliers, employees, investors, buyers and many more stakeholders. 
Process: Companies are mainly required to conduct various kinds of dealings and activities. All the activities have their method. The process mainly refers to those methods that help to conduct the activities smoothly and efficiently. 
Physical evidence: Physical evidence mainly refers to the existence of the product or services (Lahtinen, Dietrich and Rundle-Thiele, 2020). This kind of physical evidence can be formed in many ways. 
[bookmark: _Toc88584129]Conclusion
It is found from many types of research that nowadays, most modern businesses mainly depend on various marketing activities. As various marketing activities help the company to expand their businesses in the global stages so many experts and scholars have provided many models for discussing the activities of marketing. They are described here briefly. However, the assignment selects Tesco Plc to analyse the SWOT and PESTLE for the company. Target marketing, marketing mix and marketing segmentation are also described here so that it would help to understand the significance of marketing. Although, most marketing activities collapsed during the covid pandemic. Finally, it can be said that without the help of marketing, it would be difficult for companies to expand their businesses.
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