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Executive Summary
The report has explained the marketing functions of Tesco and its impact on the needs of customers. The marketing report has demonstrated and developed knowledge regarding the marketing practices of the UK-based company Tesco and identified its benefits to improve customer satisfaction and value. The discussion has identified the role of marketing and analysed the marketing functions. The marketing mix of the brand regarding the 4Ps analysis is described in this report. The report has also evaluated the marketing strategies of the brand by analysing the online services and e-commerce strategy of Tesco. The discussion has analysed the ways in which the marketing functions of the brand influence the customer's needs. In addition, the report has suggested beneficial recommendations to improve the marketing strategies of Tesco in the future days.
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[bookmark: _Toc129794656]Introduction
Marketing refers to the ways in which a business presents its products and services to the target customers operating in a specific industry. Marketing can be defined as a process through which organisations obtain the needs of the customers and exchange values with them by offering products and services accordingly. Utilising marketing strategies, the organisations gain competitive advantages through promotional offers, advertisements, seasonal discounts etc. 
The discussion in this assignment will focus on evaluating the development of marketing for the purpose of creating customer value and offering according to customer needs evaluating the marketing functions of Tesco. The marketing functions within business operations will be discussed here. The marketing process of Tesco will be discussed to demonstrate the marketing opportunities, strategic ways and marketing mix of 4ps analysis. A theoretical overview of marketing strategies and the application of marketing practices at Tesco will be evaluated. The discussion will further present a brief knowledge regarding the marketing functions of Tesco to meet the needs of the customers. Based on the overall analysis, some recommendations will be provided to the company in order to improve the marketing activities for enhancing customer satisfaction.
[bookmark: _Toc129794657]Company background of Tesco 
The company carries out its functions as a multinational retailer of products and services. Tesco Plc. was founded in 1919 in Hackney, London. Jack Cohen was the founder of this company and its first store was opened in 1929. The targeted consumers of Tesco are the people who are interested in sales and are cost-conscious. Nowadays, Tesco has its shop opened globally including large and small one-stop formats. It has online as well as offline stores that deal in merchandise categories of goods. Tesco provides cost-effective products and services to its customers (Tesco, 2023). Multi-format stores are opened in different parts of the world after the introduction of globalisation. An increase in revenue and sales of the products and services are recorded in Tesco Plc. after the use of advanced technology in their business. There are approximately 4613 stores for the year 2020 all over the world of Tesco Plc. Acquisition of Tesco Plc. was first done in the year 1957 and approx. 70 stores were bought at that time.
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Figure 1: Featuring the company
(Source: Tesco, 2023)
[bookmark: _Toc129794658]Role of marketing 
Marketing plays an important role in increasing the revenue and profit of the products and services of a business organisation. Marketing makes the customers know about the products and services of a company as the consumers are able to identify the product's quality before buying it from a store. Consumers are able to make their decision after knowing their needs and requirements by evaluating products from social media platforms (Rosnizam et al., 2020). The marketing manager of companies takes care of distribution, advertisement, pricing, and selling of their products.
Importance of marketing
Marketing is beneficial for a company as it helps the consumers to know about the existence and features of their products. Marketing managers of Tesco advertise their products on digital media platforms such as Instagram marketing, content marketing, email marketing, Facebook marketing, YouTube marketing, etc. Marketing of an organisation with the help of social media marketing strategies is useful in providing effective growth of the retail business (Tesco Plc, 2022). The manager of Tesco uses digital media platforms as it helps in achieving desired goals for the company.
[image: ]
Figure 2: Importance of marketing in a company
(Source: Tesco Plc, 2022)
[bookmark: _Toc129794659]Marketing Functions 
There are several functions of marketing distribution, selling, marketing management, promoting, and service management. These functions are helpful in maintaining a standard relationship with the consumer. Distribution of goods and services is done by storing products in the warehouse and sending them to the required stores. Having an efficient distribution system is useful in increasing the supply of products to the manager of Tesco. Promoting goods at the right place and right time helps in increasing revenue and sales of the products (Krummel, 2022). The promotion of goods and services is helpful in creating a professional image of an organisation. The price of a product affects the overall performance in increasing the revenue of a business organisation. Keeping an affordable price of goods is beneficial in accomplishing ultimate goals by increasing sales and profit. It is therefore important for every organisation to carry out effective marketing functions.
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Figure 3: Marketing functions
(Source: Krummel, 2022)
Promotion 
Promotion of goods and services in a company is essential in attracting a large number of customers. Marketing manager of Tesco Plc. uses social media platforms in order to promote their products with the help of the internet (Morgan et al., 2019). Promoting particular goods is useful in informing users about their features in increasing revenue and profit. With the help of promotion or advertising, a product is likely to attract targeted consumers in building trust among them. As people spend most of their time on digital media, Line managers of Tesco promote their goods with the help of their e-commerce website.
Selling
Selling high-quality goods and services is beneficial in creating long-term relationships with customers in order to achieve desired objectives of a company. With the increase in the number of sales, the revenue of a business organisation tends to grow eventually with the help of selling effective products (Ferrell et al., 2021). Delivering high-quality goods and services is beneficial in achieving desired objectives of Tesco Plc. Marketing manager of Tesco Plc. used to sell effective goods with the help of social media marketing strategies. Line managers work in an effective environment in order to meet customers’ demands and requirements.
Product management
Management of products is an essential function in the marketing department of a business organisation. It is useful in building an effective image of the consumers to be successful in a company. The marketing manager of Tesco comes up with innovative ideas and advanced technology to adjust their products (Kingsnorth, 2022). Building trust and confidence in the consumers is beneficial by providing affordable prices for their goods and services. Manager of Tesco Plc. used to follow marketing management that is useful in providing effective products to consumers. Making effective product management is essential in building good decisions that help in improving the overall growth of Tesco Plc. 
Pricing
The pricing function of marketing plays an important role in selling a large number of products and achieving desired goals. Marketing manager of Tesco Plc. uses affordable prices for products and services in order to attract targeted consumers (Katsikeas et al., 2020). Manager of Tesco Plc. analysed the price of their competitors to accomplish sustainable development in their business.
Marketing Information management
Gathering essential information about a particular product is beneficial in providing effective goods and services to consumers. Marketing manager of Tesco Plc. makes effective use of marketing information management in order to achieve desired objectives of their company. With the help of surveys and working on the feedback provided by users on social media platforms manager of Tesco Plc. attracts a large number of customers. 
Financing
Finance can be said to be a backbone of a business organisation and it plays a major role in its marketing functions. Marketing manager of Tesco Plc. uses retailers and wholesalers as a channel of distribution in their company (Rust, 2020). They used the required capital in their business organisation from time to time in order to improve their performance to accomplish sustainable development. Financial management is beneficial in providing effective growth for a business organisation.
[bookmark: _Toc129794660]Marketing Process of Tesco 
Analysing marketing opportunities
The marketing process evaluation of Tesco reflects on identifying the marketing opportunities for strategic planning and the development of marketing practices. The opportunities of marketing reflect on understanding the demand of the customers for gaining competitive advantages (Hutt and Speh, 2021). Tesco focuses on the market opportunities for planning marketing processes in the long term to improve business performance. Analysing marketing opportunities is extremely essential to evaluate the business opportunities, which allows the organisation to determine the business environment changes, customers and understanding of the competitors. The opportunities are as follows:
Brand awareness: The marketing opportunities enable Tesco to develop strong brand awareness by reaching potential customers by utilising digital marketing strategies. Brand awareness helps Tesco to improve business sales and retain the brand image of the company (Gillespie and Swan, 2021). Strong brand awareness allows Tesco to increase brand loyalty among its customers.
Evaluating product and service demand: The opportunities of marketing help Tesco to evaluate the product and service demand in the market and serve the customers accordingly. The analysis evaluates the strategic ways to improvise product development and the opportunities to improve the profitable growth of Tesco.
Customer retention: The marketing opportunity analysis evaluates customer feedback, which helps Tesco to retain its customers while modifying service offerings according to the customer's demand (Jobber and Ellis-Chadwick, 2019). Tesco gains a deeper understanding of the target customers including their choices and the ways in which they make purchasing decisions.
Developing long-term strategic decisions: The marketing opportunities help Tesco to develop strategic decisions by evaluating the impacts of external factors on business operations. By understanding the factors regarding the current market trends and customer requirements, Tesco implements changes in product offerings according to the requirements of its target audience.
Marketing Mix of Tesco
The marketing mix refers to an essential tool in marketing planning to determine the ways in which the product will be marketed. It consists 4Ps that are product, promotion, price and place as shown in figure 4 (Chaffey and Ellis-Chadwick, 2019). The marketing mix analysis of Tesco is as follows,
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Figure 4: Marketing Mix analysis
(Source: Chaffey and Ellis-Chadwick, 2019)
· Product
The operations of Tesco have expanded since the beginning of the business. Currently, the company provides a wide product range, which includes electronics, food, sports, grocery, health, books, home and decor, beauty and jewellery products. Tesco has introduced various product and service categories which include Tesco Lotus, Tesco Value, Tesco Loves Baby, Tesco Kipa, F&F Clothing, etc (Kotabe and Helsen, 2022). It is clear that the company caters for the needs of the customers by analysing various segments of marketing.
· Price
The company has an efficient supply chain network that helps Tesco to gain a competitive edge and advantages of economies of scale. Tesco offers the lowest-priced products compared with the other retail brands in the UK without compromising on the quality of the services (Brennan et al., 2020). The company regularly offers different services and related discounts to their customers as well as collects feedback regarding the services. Tesco tries to cut down irrelevant operating costs to provide low-priced products to customers.
· Place and Distribution
Tesco already has 7000+ stores worldwide, operating in more than 15 countries including Ireland, the UK, France, Japan, Hungary and Slovakia. The company introduced various types of stores for different services like Tesco Metro, Tesco Superstore, Tesco Extra, Tesco Express and more as shown in the below-mentioned figure (Tien et al., 2019). The company also distributes their products through digital marketing platforms in order to improve business services and the online shopping experience of the customers.
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Figure 5: Different product distribution channels of Tesco
(Source: Tesco, 2023)
· Promotion 
The low-price strategy is the most significant promotional practice of Tesco to attract customers. The company makes extensive use of digital media as well as print media to offer promotional information to potential customers (Blythe and Martin, 2019). Apart from that, Tesco offers seasonal discounts to their customers as a promotional practice to retain them in the long term. The company introduced ClubCards to avail additional discounts to cardholders.
Marketing Strategy
The marketing strategy of Tesco targets the customers with the help of strategic positioning and developing a strong brand image. The marketing strategy of Tesco includes a wide variety of product offerings to customers in multiple markets based on psychographic and demographic segmentations (Dewi and Darma, 2019). The target market of Tesco is cost conscious and has an interest in value variety and bargaining. Tesco has positioned itself as a high-quality and low-cost brand, which attracts a large number of customers globally. Tesco has already launched various new products like farm-based fresh foods through which the brand has already increased 15% of sales in 2022 (Catalão, 2022). The marketing strategy of Tesco indicates constant expansion and modification in the product line in order to appeal to a new customer base. 
[bookmark: _hij2a2azn0o][image: ]
Figure 6: Marketing Strategy of Tesco
(Source: Catalão, 2022)
[bookmark: _cd5exj8j0ubu]Online Services and eCommerce Strategy
[bookmark: _rtvxzb3bftmk]The online selling strategy of Tesco is sophisticated and enables customers to develop a valuable shopping experience. The E-Commerce strategy of Tesco focuses on brand commitment to maintaining convenience and value. The online business operations of the company utilise various digital platforms including Facebook, Twitter, Instagram, Pinterest, Linkedin and YouTube which has successfully increased online sales in the UK by 18% in 2022 (Abiodun and Kolade, 2020). The company also introduced click-and-collect services that enable facilities for customers to order online and collect their order items from any Tesco store. Figure 7 has shown the online shopping guide for the company that indicates the ways in which Tesco values its customers. The online platform of Tesco allows customers to purchase products from a wide variety.
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Figure 7: Online marketing shipping guide of Tesco
(Source: Abiodun and Kolade, 2020)
[bookmark: _Toc129794661]Theoretical overview of Marketing 
Considering the theoretical overview of marketing, figure 8 demonstrates the five stages of the theoretical model that classifies biological and physiological needs, safety needs, love or belonging needs, esteem and self-actualization. The theory of marketing states that to improve marketing activities and strategic competitiveness it is important to satisfy the basic needs of human beings (de Hooge, 2022). The utilisation of social media marketing by different organisations like Morrisons, Sainsbury's, and Aldi, B&M, Card Factory, Marks & Spencers and others has successfully enhanced business sales. 
Basic Needs: The basic needs of customers require considering and serving accordingly for maintaining customer satisfaction. 
Safety: The needs of safety focuses on maintaining the security of the customers during online transactions and sharing sensitive information while purchasing products. 
Belonging: The belonging needs of customers indicate the development of customer value by the organisation through serving them according to their choice (Dewi and Darma, 2019).
Esteem: The esteem needs indicates maintaining product quality and affordable price, which helps to retain the customers for the long term.
Self- actualization: Self-actualization reflects on the ways in which organisations achieve a sense of security and solutions regarding customer concerns. Organisations in different industries like retail, IT, automobile and many others are constantly working to understand the requirements and needs of the customers and implement changes in marketing practices (Brennan et al., 2020).
The improvement in marketing practices helps organisations to meet the requirements of the customer successfully.
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Figure 8: Maslow’s Hierarchy of Needs
(Source: Brennan et al., 2020)
[bookmark: _Toc129794662]Application of marketing theory within Tesco to understand customer needs
Reflecting on the application of the theoretical suggestions in marketing practices, Tesco has successfully met the satisfaction of the potential customers of the company. The people of the UK majorly use social media platforms like Instagram, Facebook, Twitter, LinkedIn and others. Tesco has built a strong professional network that helps to collect information regarding customers' demands and preferences (Jobber and Ellis-Chadwick, 2019). Understanding the changes in market trends alongside clearly communicating with the customers helps Tesco to modify product offerings accordingly. The theoretical application has successfully improved the marketing practices of Tesco, which have helped the brand to generate better sales and gain opportunities for improvement.
It is found that offering customers clear communication helps Tesco to collect positive feedback about services that have helped the brand to meet their needs successfully. Understanding the preferences and needs of the customers helps in developing better customer loyalty and value at Tesco (Katsikeas et al., 2020). Tesco has successfully improved product quality and strengthened its customer base, which has successfully improved sales of the brand.
[bookmark: _Toc129794663]Ways in which marketing functions impact customers' needs of Tesco 
The marketing strategies of Tesco influences customer behaviour as the company elicit customer reaction by utilising attractive imaginaries that are tied to customers' emotions. The marketing functions of Tesco positively influence the needs of the customers while understanding their desires and concerns regarding product offerings. The marketing practices of Tesco are highly effective to influence the consumer and contribute to the success of business growth.
The emotional response of the customers
The marketing functions of Tesco positively influence the needs of customers as the marketing campings are effectively utilised to monitor customer reactions. It helps in attracting customers emotionally while developing a strong bond through the marketing messages (Morgan et al., 2019). The customers' response helped Tesco to understand their needs and improve the product line accordingly to meet high satisfaction.
Brand imagery 
The brand's imagery and attractive messages in the marketing practices of Tesco help to attract the attention of the customers to the brand. Intense and clear messages using informative imagery helps Tesco to attract customers towards purchasing products from the brand. Looking towards the target customers, the use of attractive market campaigns by Tesco like announcements of discounts, gifts, seasonal offers or offers on special occasions directly generates strong customer value towards the brand (Rosnizam et al., 2020). In this case, the use of social media platforms became beneficial to Tesco to attract a wide number of customers at a time.
Customer Loyalty 
The marketing campaigns of Tesco generally share information regarding low-priced products and discounts which is one of the most beneficial strategies to enhance customer loyalty. The marketing strategies of offering low-price products have created opportunities for the brand to gain competitive advantages by improving customer loyalty for a long time (Tien et al., 2019). The strong loyalty towards the brand helps Tesco to generate better sales and profitability. 
Brand value
The marketing campaigns positively influence consumer behaviours of Tesco by evolving emotions and expectations towards the brand. The customers of Tesco always focus on the low price offerings including seasonal discounts and other facilities. The expectations of the customers towards the brand have successfully improved the brand value of Tesco (Dewi and Darma, 2019). On the other hand, the marketing practices such as implementing innovations in product offerings, use of digitalisation, a wide range of products and many other facilities have successfully developed a strong brand value for Tesco among its customers.
[bookmark: _Toc129794664]Recommendations 
Based on the above analysis regarding the marketing practices of Tesco and its impact on customer satisfaction, some recommendations will be discussed below to improve the marketing process and strategies of Tesco in the upcoming days.
Prioritise content development
Tesco should be aware of prioritising content development while marketing its products and services. Tesco should hire a dedicated team of professionals who will improvise the content strategy of the brand to create attractive marketing content for understanding and meeting the needs of the customers (de Hooge, 2022). Apart from that, Tesco should focus on preparing market surveys to understand the current market trends and prepare the marketing content to serve the customers accordingly. 
Align all consumer insights
The marketing team of the company needs to be more interactive as well as productive to understand the needs and demands of individual customers. Collecting daily feedback regarding the product offerings and services of Tesco will be effective to improve the marketing practices of the brand (Chaffey and Ellis-Chadwick, 2019). Tesco should focus on aligning the customer insights in the marketing practices to offer the customers more efficiently according to their needs. Utilising Technology like artificial intelligence, machine learning and IoT will be effective to offer a more satisfactory purchasing experience to the customers for improving customer loyalty in the long term.
Maximizing the utilisation of digital marketing practices 
The utilisation of digital marketing practices indicates the various digital marketing strategies like influencer marketing; email marketing, social media marketing, content marketing and others. Tesco can utilise digital marketing strategies and practices to improve the marketing campaigns of the brands to reach the maximum number of people at a time (Pride and Ferrell, 2019). It will help in attracting and retaining customers for a long period.
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Figure 9: Examples of digital marketing practices
(Source: Pride and Ferrell, 2019)
[bookmark: _Toc129794665]Conclusion
The discussion in this report has successfully evaluated the development of marketing alongside building strong brand value for the business operations of Tesco. Analysing the topic of research, this report has identified relevant practices of marketing and evaluated the marketing strategies of Tesco. It was found that the low pricing strategy is one of the most beneficial marketing practices of Tesco that made the brand stronger and flourished in the global platform. 
The discussion estimated the role of marketing, which indicates that marketing, helps in gaining competitive advantages by understanding the customers' needs and offering them accordingly. The marketing practices of Tesco have successfully improved customer retention and business profitability. The vast range of product offering segments of Tesco like Tesco Metro, Tesco Superstore, Tesco Extra, and Tesco Express has offered their customers a wide range of product choices. Moreover, Tesco should focus on collecting daily feedback from the customers to understand their concerns and areas of improvement in product offerings. It is also recommended to the brand that Tesco should focus on maximising the utilisation of digital media marketing strategies to improve the marketing campaigns and attract a wider number of customers at a time. The improvement in marketing practices will help in meeting the needs of the customers and will develop certain potential opportunities to maximise business sales.
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