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Executive summary 
The covid-19 pandemic has created a devastating situation in the business market of the UK. Every business organization faces difficulties to maintain their product suppliers and retaining their customers. Many organizations have to cut jobs to pursue their business. Additionally, some business organizations have made effective strategies to cope up with the hurdles. The report will describe one such organization and suggest effective marketing strategies for it. 
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[bookmark: _Toc87988968]1. Introduction
Tesco is a British multinational retail business organization headquartered in London. The supermarket holds 27.9% of the retail market share and thus it is considered as one of the biggest retail organizations. Tesco employs 420,000 people and operates almost 5000 stores in different geographic locations in the world. However, the supermarket has faced difficult situations due to the covid-19 pandemic. Tesco has experienced sales falling and due to that, they have reduced the number of jobs from their stores. Besides that, they have experienced a shortage of cash and difficulties in reorienting their business operations. The researcher thus decided to help the organization in this aspect by describing the process and stages of marketing. The role of the marketing environment and the relevant marketing models will be described for the organization. The segmentation, target marketing and positioning of Tesco will be described in the report. Additionally, the marketing mix strategies will be revealed by the research for Tesco.  
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[bookmark: _Toc87988970]2.1 The process of marketing for Tesco
Creating a brand presence: This is the primary stage where Tesco creates content to create its brand presence in the marketplace. According to Naseri and Noruzi (2018, p.10), this stage consists of creating social media profiles, blogs, videos, and sending out press releases. Adapting these stages will help Tesco to build its presence in both online and offline platforms which help the brand to reach its targeted customers. So that when anyone can search about the brand, they can get sufficient relevant information about it. It will help the customers to trust the brand. 
Brand introduction: In the introduction phase the supermarket will introduce its brand to the new customer through the use of social media marketing, SEO marketing, email marketing and other popular modes of marketing (Naseri and Noruzi, 2018, p.10). The idea beneath this stage is to know the audience about the products of Tesco and their offerings to the customers. So that they take some time and visit their stores and sites to know more about them. 
Promotion: Promotion is the final stage of marketing to inform the Tesco customers about their products and offers and give them proper reasons to buy products from them. The stages of creating a brand image and brand introduction shares news to the consumers about the brand (Digdevdirect, 2021). This stage of marketing will reflect the value of Tesco towards their customers as the supermarket will introduce their offers, discounts, loyalty programs with the help of text messages, emails, social media advertisements (Digdevdirect, 2021). Reflecting these values will help the brand to attract and engage potential customers. 
[bookmark: _Toc87988971]2.2 Stages of marketing for Tesco 
Understanding the customers' needs: In the first stage of marketing, it is important to understand the needs and demands of the customers. It will help Tesco to attract customers to its stores especially after the pandemic situation (Autoklose, 2021). With this knowledge, Tesco can restructure their product range as covid 19 pandemic has changed the customers' needs. According to Ryan et al (2020, p.625), Maslow's hierarchical theory of needs describes that the needs of the customer's needs to be identified as the revenue of Tesco is entirely dependent on the customers' purchase decisions. 
Designing the marketing strategy: this stage of marketing entirely depends on the decision-making process. According to Hodgkinson and Sadler-Smith (2018, p.480), the analysis paralysis theory of marketing, when people are exposed to many choices, they do not end up making any decisions at all. Thus, Tesco needs to segment their market and their targeted customers in the first place. It will; help Tesco to choose their targeted segment of customers. Additionally, the elaboration likelihood model describes that the organization needs to consider strategies before making any decisions (Hodgkinson and Sadler-Smith, 2018, p.480). Tesco needs to analyze its marketing strategies to understand whether it offers the maximum value to its customers and then select the most feasible strategy for marketing.
Constructing the marketing plan: After creating the targeted customers and segmentation of the products Tesco will develop integrated marketing plans with the marketing elements which help them in their marketing strategies in order to fulfil their marketing goals (Britannica, 2021). Building healthy relationships with customers is vital in the post-pandemic period which will help 	Tesco to change its marketing strategy into action. The organization needs to incorporate 
Building profitable relationships: According to Britannica (2021), building profitable relationships with customers by offering them valuable products is the main aim of customer relationship management. Tesco needs to build long term healthy relationships with their consumers in this post-pandemic period to maintain their market position. According to Mustapha and Shamsudin (2020), the reciprocity theory of marketing describes that once the customers get something valuable from the organization, they are likely to repay that kindness. In this case, customers will repay the kindness of Tesco by becoming loyal customers of the company. 
Capturing value from customers: In order to deliver value to the customers, the marketing team of Tesco needs to work closely with the other departments of the organization. Depending on this strategy will help the supermarket to retain its glory in the competitive retail market of the UK. The basis of relationship management is to maintain good partner relationship management. 
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Essential planning: The marketing team of the organization needs to focus on the environment to set strategic marketing plans (Kauškale and Geipele, 2017, p.510). People are affected by the pandemic and thus the supermarket needs to promote their online services and low-cost strategies to attract customers. 
Understanding customers: Before making the final decisions about the marketing strategies the administration needs to understand the customers' needs. People are looking for better quality products in lesser price ranges after the pandemic. Tesco needs to design its marketing strategy accordingly. Otherwise, the competitors like Sainsbury's could take advantage. 
Follow new trends: In order to be competitive, the supermarket needs to follow the latest trend because it is the only way to attract millennial towards the brand. The latest trend in the marketing sector is social media marketing (Leischnig and Geigenmüller, 2018, p.83). Tesco needs to adapt that to remain competitive. 
Keep a check on threats: In order to successfully pursue their business, the supermarket needs to check on their threats quite often. The highly competitive business market, the competitors’ business strategy, the threats of the new entrants in the market could be considered in this segment. 
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	Factors 
	Descriptions 
	Impacts 

	Political
	The UK is a politically stable country that helps Tesco to pursue its business successfully in the country. Besides that, the government of this country encourages business as retail contributes 5.2% of the UK's GDP and 9.3% of the total employment (Filimonau and Gherbin, 2017). However, the supermarket has faced a difficult situation as they have to pay extra transportations charges for importing products from EU countries. 
	Both positive and negative impact 

	Economic
	The impact of Brexit affects the supermarket economically, it has raised its products by 3-5% to cope up with the expenses (Bbc, 2020). Besides that, the lockdown restrictions have forced them to temporarily stop their operations. That has affected the revenue percentage of the supermarket by 7%. 
	Negative impact 

	Social
	Since the pandemic has started people are inclined towards online shopping facilities and home delivery services. Tesco has started their fastest delivery service WHOOSH to meet that requirement of the customers (Tesco, 2021). Additionally, the job cuts in the UK have reduced people's purchasing power. Tesco has maintained the competitive price range to retain its customers. 
	Positive impact 

	Technological
	The UK is a technologically advanced country and technological advancement helps the organization to t serve its customers effectively. Tesco effectively sells its products through its official websites and enhances the number of customers. Additionally, it uses digital inventory technology which helps to maintain their products stocks. Additionally, the self-service checks out facility in the Tesco stores makes it popular among its customers (Harvard Business School Review, 2021). 
	Positive impact 

	Legal
	Tesco properly maintains all the legal obligations of the UK such as follows health and safety at work act 1974, the equality act 2010, and the minimum wage act 1998 in its stores. However, it has recently been convicted in the charge of unequal pay to its male and female staff. 
	The positive and negative impact

	Environmental
	The UK has strong environmental norms and in order to cope up with that Tesco has started to use soft plastics in their stores that are biodegradable. Additionally, they have started to use natural refrigerants in their delivery vans. According to Tescoplc (2021), Tesco actively supports the communities through charity and fundraising from their stores. Besides that, it has arranged food for everyone in order to support vulnerable communities in the pandemic situation. 
	Positive impact


Table 1: PESTLE analysis for Tesco 
(Source: Author)
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	Strengths
· Tesco has had a physical presence for approx more than 100 years. 
· Tesco is the largest sector of the Uk market and has employed 3, 60,000 employees (Statista, 2021).
· The company has achieved £53.4 billion in the sales group in the year 2021 whereas, in 2020, the company has achieved £49.9 billion in sales.
· The company has a total of 4008 stores in Ireland as well as in the UK. Also, they have a total of 4613 stores all around the world.
· Tesco holds more than 27% market shares in the UK as of 2021.
· The website of Tesco is also very active which helped to double the count of online orders by 2020 (Statista, 2021).
· The company has properly developed and effectively used its tagline 'every little help'.
	Weaknesses
· Tesco has denied operating the profit from 2.5 million dollars in the year 2020 to 1.8 million dollars in the year 2021 where the company had more than 30% market share in 2012 (Business-standard, 2021).
· Tesco has been charged £7.5 million due to selling expired products to the customers in 2021. Also, the company has been charged £129 million in the year 2017 due to misappropriation of the account.
· The government of the United Kingdom has found that the company has breached the regulation of minimum payment for the 2016-2018 time period.
· The company is unable to compete with ALDI currently.


	Opportunities
· Tesco has achieved a drastic growth in the sales of online groceries due to this pandemic situation.
· The recovery of the grocery industry of the United Kingdom can be expected.
· The economy of the UK may grow by approx. 6% by 2021 (Statista, 2021). 
· The sales of Tesco have increased through the online channels. 
· The company can expand their brand through the cash-and-carry model.
	Threats
· Tesco may face challenges due to Brexit. The revenue along with income can be affected through the Brexit consequences.
· The lockdown situation due to covid19 has created an inconsistent situation with the business of the company. This may affect the business of the company (Tesco, 2021).
· The company is facing tough competition from the company Lidl, Sainsbury's, ASDA as well as ALDI. Basically, ALDI and LIDL, both german companies are gently taking over the British grocery market with added discounts (Neupane, 2015, p.20).


Table 2: SWOT analysis 
(Source: Author)
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Market segmentation analysis for Tesco
	Customer segmentation 
	Description 

	Demographic 
	Tesco has divided its demographic segmentation into two categories as regional and density, in terms region the supermarket has targeted 14 major countries including the UK (Tesco plc, 2014). In terms of the density, Tesco has targeted all the customers from the urban and the rural areas in the UK and in terms of the other continents the supermarket has targeted only the capital and metro cities of the United States, France, Japan, and Malaysia. 

	Geographic 
	In the demographic segmentation of Tesco, they have targeted people from every age group, regardless of their gender, race, and color. In terms of economical capability, Tesco has targeted both the higher, middle and lower-middle-class customers (Tesco plc, 2021). The organization also considered the people of the joint family and the nuclear family. Converting such a wide range will help Tesco to cover up their loss in the Pandemic situation. 

	Psychographic 
	Tesco has to target the easy-going people with a determined personality as creating relationships with these customers are relatively easy. Besides that, it is vital to create customer relationships to pursue their business successfully (Internet retailing, 2014).  Tesco has also targeted the people who maintain the traditional lifestyle along with the people who follow the contemporary lifestyle.   

	Behavioral 
	In the behavioral segmentation, Tesco has targeted those customers who have frequent buying habits. Additionally, the people who advocate the service of Tesco have also been targeted in this segment.  The people with positive and skeptical attitudes are comparatively easy to serve and thus they have targeted people with positive attitudes (Internet retailing, 2014). Besides that, the customers who actively use smartphones and social media are the target of Tesco.  That will help Tesco to provide better service in this situation. 


Table 3: Target customer analysis for Tesco 
(Source: Author)


Target customers for Tesco

	[image: ]
	Gender - Male 
Age -32 
Qualification - Graduate 
Occupation - Business analyst 
Social status - Higher middle class 
Economic status - Medium to high 
Shopper habit - Frequent shopper
User Category - Early adopter and technologically advanced
Online status - active user in social media  

	Robert James 
	Strategy - Tesco needs to provide attractive offers to this customer through emails and other social advertisements in order to attract this customer. 


Table 4: Targeted customer’s profile 
(Source: Author)
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	Gender - Female 
Age- 33
Qualification - Postgraduate diploma 
Occupation- Entrepreneur 
Social status - Low to medium  
Economic status - Medium to high 
Shopping habit - Shops mostly from online
User category - Tech-savvy 
Online status - Frequently uses social media accounts.

	Malia Duke 
	Strategy - Tesco needs to attract this customer through offering attractive online discounts and Tesco could attract this customer to join their loyalty club card membership program. 


Table 5: Targeted customer’s profile 
(Source: Author)
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	Gender - Transgender 
Age - 25
Qualification - Graduate 
Occupation - Photojournalist 
Social status - Middle class 
Economic status - Medium 
Shopping habit - Once a month 
User category- Technologically sound 
Online status - Moderately uses social media platforms.


	Julia Baron 
	Strategy - In order to attract this customer Tesco needs to depend on offline media, they might inform about their offers and discounts through newspaper advertisements or TV advertisements. 


Table 6: Targeted customer’s profile 
(Source: Author)

Position analysis for Tesco  
Tesco needs to strategically align its products to attract customers after the pandemic situation. The organization will follow different positioning such as their expensive and quality products are sold by functional positioning (Fayvishenko, 2018, p.248). Tesco will maintain the symbolic positioning strategy to sell their food and grocery products. Additionally, as it is based on the value aspirations of the customers Tesco can also follow up this strategy in their clothing segmentation in order to reflect their ethical practices against the child labor associated with the clothing industry (Hopper, 2020). The price positioning is another strategy that might be followed by Tesco in order to attract customers after a pandemic situation and it could be successfully maintained in the electronics product range. 
[bookmark: _Toc87988978]4.2 Marketing mix strategies for Tesco

	Elements
	Discussions 
	Strategies 

	Product 
	Tesco offers a wide range of products that includes grocery, clothing, food, electronics, and financial services. The supermarket takes care of every possible need of its customers (Thabit and Raewf, 2018). Additionally, they successfully sell all the products through online platforms. 
	After the pandemic situation, Tesco needs to enhance its range of health care products that might include floor cleaners, sanitizer spray, hand sanitizer, disinfection products. In terms of electronic products, the supermarket can sell air purifiers. It has been seen that people are attracted to these products to protect their families from coronavirus pandemics.  

	Price 
	Tesco always tries to maintain a balanced price range for their products so that their customers do not face difficulties purchasing the products (Thabit and Raewf, 2018). Additionally, the price range prevents the company from running itself into the loss. The competitive pricing strategy of this supermarket makes it attractive to its customers. 
	In order to retain its potential customers, the supermarket needs to maintain its challenging price ranges as a significant number of people in the UK have lost their jobs in the pandemic and that reduces their buying capacity. 

	Place 
	The supermarket is headquartered in Hertfordshire, England and it has 5000 stores throughout the world (Lahtinen et al, 2020). However, the supermarket has targeted only the metro cities of different regions. Besides that, the supermarket has effectively presented on both online and offline platforms. 
	After this pandemic situation, Tesco needs to expand its services to every urban and rural region in every continent. Besides that, they need to make their online services more effective to reach more customers as people are looking for online delivery services after the pandemic has started. 

	Promotion 
	Tesco always maintains its focus on its low pricing strategy and that works great to promote the brand (Lahtinen et al, 2020). Tesco has effectively used newspaper, television, Text messages, and social media platforms for advertising their products. 
	Tesco needs to focus on online marketing to attract customers after the pandemic situation. As people mostly rely on social media to connect with the world. It can use SEO marketing, content marketing, pay per click marketing opportunities. 


Table 7: The marketing mix strategy table 

[bookmark: _Toc87988979]5. Conclusion 
The research has been conducted on Tesco and from the above research, it could be concluded that Tesco has the largest and popular market base throughout the world. The internal, as well as external environments, have been analyzed properly in this research. Covid19 has affected the business of Tesco a lot. Henceforth, the researcher has provided a marketing mix strategy for Tesco that may help the company to grow their business with some effective marketing strategies. This particular study has helped a lot to find out the processes and understand the different marketing stages properly. Along with this, the role of the environment of marketing has been comprehended properly through this assignment. Lastly, this assignment has helped to determine the segmentation, strategies for the marketing mix for the company Tesco. 
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