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[bookmark: _Toc5215643]Introduction 
Marketing management is the process of formulating strategies to plan for products, services, promotions, advertising, and sales in order to reach the desired customer segment. It plays a substantial role for an organisation such as Tesco to forge exchanges that satisfies the organisational as well as individual’s objectives extensively. Besides this, the marketing management of the company is accountable for figuring out, anticipating, as well as satisfying the requirements of customers. It makes it possible for the organisation to create value for its clients in the marketplace extensively. The report will identify and cater a detailed illustration of the innovative marketing strategies with which Tesco will be able to achieve its business objectives effectively. The report will also discuss the impact of marketing strategies on increasing the brand awareness of the company. It also accentuates on the management of customer journey and gaining their trust through creation of proper communication channel. At last, the report will demonstrate the impact of consumer satisfaction on the existing and forthcoming stakeholders. 
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Innovative Marketing Strategies
At present, the level of competition in the UK retail sector is growing at an exponential rate and thus, it is of significance for the company to devise innovative marketing strategies to outmatch its rival companies and acquire a strong position in the marketplace. The innovative marketing strategies for Tesco are as follows. 
Concepts:
The marketing department at Tesco accentuates on the production concept to reduce the unit costs, product concept to make the best product, and selling concept to increase their aggressiveness in selling. Lastly, the company accentuates on the needs of the customers and set up the target accordingly (Armstrong et al., 2015). 
[image: ]
4Ps of Marketing:
For Tesco to accomplish its business objectives of increasing the market share, it is essential to make sure that its promotional activities demonstrate the balance of their marketing mix. For instance, in order to amplify the loyalty of customers the organisation requires communicating their key quality as well as value messages (Khan, 2014). Marketing mix is a complex set of variables and differs from business to business. Tesco’s mix accentuates on catering superior quality products and services, which are cheaper alternatives to the famous brands. The marketing mix of Tesco is as follows. 
Product:
Tesco offers a variety of products to its customers at a reasonable rate. The product range of Tesco comprises of beauty products, clothing products, bakery products, food, beverages, and books. Apart from its chain of retail outlets, Tesco is also entailed in catering financial services such as loans, insurance, credit cards, mortgages, and savings account. Besides this, makes sure to provide superior quality products and services to their customers.
Price:
Tesco follows the approach of cost leadership pricing strategy and ensures to cater high quality goods and services at the lowest of price possible (Tescoplc.com, 2019). Providing the customers with products and services at lower prices than its rivals without compromising on the product quality plays a vital role in acquiring the competitive advantage.  
Place:
Tesco is a multinational enterprise operating in the retail sector throughout the world and it has more than 6,800 retail outlets. Besides this, the different stores of Tesco are Tesco Superstore, Tesco Bank, Tesco Metro, and Tesco Express for catering to the diverse requirements and desires of the people in the marketplace (Tesco plc, 2019). The retail outlets of Tesco are positioned strategically in order to ascertain that the customers are capable of accessing the outlets without facing difficulties. At the same time, the company also carries out its business activities such as selling the products online as well. 
Promotion:
Tesco makes use of Above the Line (ATL) and Below the Line (BTL) promotion for effective advertisement of the products and services. Besides this, Tesco utilises promotion channels such as advertisements, social media platforms, mobile applications, as well as charitable events (Kotler et al., 2015).
Market Gap Analysis:
The management of Tesco uses the strategic tool of gap analysis for effective identification of where the company is heading as well as its expectation or potential. The gap analysis makes it feasible for the organisation to compare or contrast its actual accomplishment with the potential accomplishment in order to figure out the gap within the existing strategy (Chernev, 2018). Several reasons are there due to which gaps exist in the company’s strategy. However, majority of the reasons are due to the frequently changing business environment. The retail marketplace has come in several leaps alongside bounds, the use of internet and technology is taking over at an exponential rate. 
Time
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Tesco’s Position
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Figure 1: Gap Analysis
(Source: created by the learner)
As per the gap analysis, it could be stated that Tesco is in a quite stable position in the retail industry and the markets in which it operates. It is because the company has adapted to the exponential technological changes that are taking place. Tesco also sells its products online through its own e-commerce website. Besides, this the company also meets the needs and wants of the employees, clients, and vendors extensively. The vendors receive their payment on time, the employees are provided with adequate training as per their needs, and the clients are catered with superior quality products and services timely.
Pricing Strategy of Tesco:
Tesco applies the competitive or the cost leadership pricing strategy. With such a strategy, Tesco is capable of offering high quality commodities at low prices because it buys in significant volume. The fact that Tesco purchases such immense quantities of the products enables considerable lead vantage to negotiate the best possible prices with the suppliers. Purchasing vast quantities of every product makes it feasible for Tesco to pass the savings to their customers extensively (Tescoplc.com, 2019). 
The use of AIDA Model:
Tesco applies the model for effective promotion of the products and services.
Initiate awareness among the clients (Hadiyati, 2016)
Forge interest for as well as desire to have the commodities
Leading the clients to take actions for purchasing the product(s)
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Figure 2: AIDA model
(Source: Hadiyati, 2016)
[bookmark: _Toc5215645]Impact of marketing strategies on raising brand awareness
Marketing strategies are primarily developed to attract the attention of the customers in order to sell them the products and services of the company. Therefore, it can be said that the marketing strategies have direct impacts on the brand name as well as the brand awareness. At Tesco, the primary purpose of the marketing team is to engage with the customers so as to gain their perspective and understanding about their needs and demands. The important aspect is that marketing strategies have huge impact on the brand awareness of the company; it is a tool that is extensively used by Tesco to convey their message across the potential customers, thereby, influencing their decision-making process (Pappas, 2016). Along with this, another very important point of marketing strategies is that they help the customers to identify their needs, thereby, affecting their perception and about their personal needs. Along with this, it has been noticed that the management of the Tesco tries to use both online as well as offline advertisement methods in order to increase their reach to customers. Therefore, it can be stated that the marketing strategies of an organisation has huge amount of impact on the sales and annual revenue of the company. 
Every business exists to make profits in exchange of selling products and services to customers. Therefore, in this context, it can be stated that marketing strategies is an indispensable part of the business of Tesco that helps it to increase the annual revenue in every passing financial year (Ryazanova and Volchkova, 2017).Along with this, it can be said that since the marketing strategies of Tesco influence the thought process of customers, therefore, it is evident that marketing strategies of a company can have an impact on the way the customers view the brand and perceive its products. 
Marketing strategies like promotional factors are able to ensure that the brand image of the business helps to ensure that the psychological aspect associated with the acceptance of the message that is being sent by the company. The brand is a major area in the business of today.  The name and reputation of the company gets boosted. Promotional activities and campaigns help to ensure that there is widespread knowledge of the Tesco and its various facilities throughout the target audience and that is the reason why it is important that continuous promotional activities especially in the case of digital platforms is done to attract the potential customer base. Marketing strategies in the form of coupons, discounts are ways to increase business revenue but they are also ways which help to ensure that there is excellent brand loyalty created as well.  Regular content being streamed in the digital media is also a major way by way of which it is possible to create brand awareness.  
Tesco is excellent in involving community in the marketing strategic process and it is done by introducing community linked plans that will ensure that there is growth of revenue and that there is also creation of brand value. Tesco was intelligently positioning itself to ensure that there is the growth of the “pensioner- friendly” supermarket (www.dailymail.co.uk. 2019).   The entire design and the process of set up of the store is associated with lighter trolleys , better shelves that will ensure that the senior citizen draws benefit from the en tire programme in a major way. 
 There is another factor that is linked to developing a creative interactive process that will enable that all the staff of the organisation is able to ensure that the layout of the store is made up in such an excellent manner that there is excellent advertisement possible in the in house process as well (Yoo,  et al ,2010) The important aspect is that marketing strategies have huge impact on the brand awareness of the company; it is a tool that is extensively used by Tesco to convey their message across the potential customers, thereby, influencing their decision-making process and there are excellent promotional campaigns that are linked to ensure that there is more widespread of name of the brand and this is associated with creative handling of digital SEO and paid social advertisement.  Marketing mix is a complex set of variables and differs from business to business. Tesco’s mix accentuates on catering superior quality products and services, which are cheaper alternatives to the famous brands.  This branding oriented strategy is excellent for the business of Tesco and also helps to convince client. The marketing campaigns ensure that the Brand gets personality and that there is a possibility that is linked to ensure that different channels like advertising, sales promotion, public relations and publicity, events and experiences, personal selling and direct marketing are used to create a wholesome brand image. Pricing strategy is linked to creating the brand image as well by ensuring to distinguish the various brands in an effective manner. 
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The communication channel in marketing refers to the various channels, which provides satisfaction to the customers. It manages the journey of the customers from the purchase of goods until the utilisation of the products or the services. It also helps in gaining the trust of the customers. Most of the channels are related to the media. The traditional media channels include radio, print publications, billboards, television, telephones, events and postal services. The digital marketing channels include blogs, websites, social media, podcasts, video, email, webinars and mobile. Different channels like advertising, sales promotion, public relations and publicity, events and experiences, personal selling and direct marketing (Karjaluotoet al., 2015). Advertising helps in fostering awareness among the mass public. As the information is communicated to a wide variety of people, the information spread can be compared with other organisations providing similar products to decide on a product. Most of the advertisements are through print media and digital media. 
Sales promotions are used to attract customers by providing discounts, contests, rewards and loyalty points. The companies gain attention from the customers by providing information to the customers, which will enable them to buy the product or the service. They are also able to gain the trust of the customers by providing accurate information about their products and services. The media also produces stories and articles about the products offered by Tesco, which act as testimonials for the customers. Tesco treats its customers as its most valuable asset. The regular and loyal customers are provided with a Club card, which is a reward and loyalty card that collects point from the purchases of the customers and provides them with rebates and discounts on their future purchases. It also enables Tesco to gain a competitive advantage in the market, as they will be able to get valuable information about their customers and build a strong customer database. Another communication channel for Tesco is the different types of lifestyle magazines for different types of customers. To add to the satisfaction levels of the customers, the store managers provide valet parking and other privileges to the loyal and high-value shoppers. Tesco also uses various social media platforms to promote their products and services (Shen et al., 2016).
Tesco uses personal selling methods, which acts as a communicative channel for interacting effectively with the customers. The direct marketing channels involve emails, postal mails and telemarketing. Here, the message or the advertisement is addressed to a particular person. Although the emails and postal mails are sent in bulk, it is sent to individual customers. 
Tesco can use event marketing as a form of marketing its products. These can be held either in person or through virtual media. Tesco should identify the target audience efficiently and then the marketing and advertising strategies should be developed. The various channels for communication have helped the organisation to widen their customer base by fostering awareness among the customers, and this contributed to their profits and revenues. The consumers also trust the advertising and promotional campaigns of Tesco due to their high quality of goods and services (Hänninen and Karjaluoto, 2017).
As described, it is evident that currently, it is necessary to develop multiple channels, so that it is easier for the customers to browse the products information, purchase the products as well as pay for it effectively. The necessary aspect here is that communication channels is an important part of the business. Since the customers form the centre of every business, therefore, it is necessary for the business owners to establish a channel so that they are able communicate effectively with the individuals. Along with this, the purpose of establishing the communication channels is to develop platforms where the customers are able to interact with the company about their queries and complains. Along with this, the company Tesco can also gain insights about the customers by gaining their feedback on their products and services. Company has developed several communication channels such as it is highly active in online channels as well as offline channels; this is the most interesting aspect of the company. Along with this, implementation of new technologies such as artificial intelligence and internet of things are few aspects that the company needs to implement aggressively in order to improve the quality of their services (Fox and McEwan, 2017).
Along with this, the company has implemented strategies such as chatbots, where the robotics provides the customers with instant messaging and other response to their various queries and complains. This greatly enhances the overall customer engagement with the company highlighting that every customer is important for the company. Along with this, it is essential to note that management of Tesco needs to focus on long term goals rather than short term objectives, in order to accomplish this; the company must focus on enhancing the features of their mobile app (Hampton et al., 2018). 
[bookmark: _Toc5215647]Impact of customer satisfaction on present and future stakeholders
At TESCO, the satisfaction of the customers is the paramount objective of the organisation. The managers and leaders primarily emphasise on delivering the utmost level of service and product to their customers. In the developed and highly competitive market of the United Kingdom, the Tesco enjoys a market leadership, which it relates to the level of customer loyalty and satisfaction. The employees and managers work round the clock to provide the customers with the best quality product at the most competitive price to keep the level of the satisfaction of the customers high. The marketing strategies and every organisational activity are in a way focused towards increasing the satisfaction of the customers (Townsend and Gebhardt, 2019). The company understand that without the satisfied customers the sustainability of the company would be at risk. They constantly come out with new and attracting strategies and plans to delight their customers to increase the footfall at their stores. The employees are continuously trained and their interpersonal skills are enhanced so they can interact with the customers in the most pleasant manner as possible. A happy and satisfied customer is sure to come back and with himself is hoped to bring in new customers and promote the brand with its word of mouth advertising. This increase in the customer base of the company translates into higher revenue for the company in turn increasing their profits (Hill and Brierley, 2017).
A profitable and sustainable organisation shines like a gem in midst of numerous similar organisation. This attracts investors form all spectrum of the economy and even from a global scale. The better accounting results and trends of good revenue growth and upward trajectory helps the company acquire investors more easily than others. In the highly competitive and price sensitive business sector sustaining, an unchallenged market leadership reflect well in the books of accounts of the company. The investors look for companies who are strong in fundamentals and can sustain sudden economical and political turmoil’s and sustain on the basis of the fundamentals. These types of companies are termed a ‘A’ level companies and investors are ready to pay a premium for investing in such companies. This provides them with a safe and secure investment option and assures them with good returns. Tesco is one such company, and with its brand bank subsidiary acts as the cherry on top the cake. Any investor getting a chance to be associated with a strong and stable bank would not miss it. The long term sustainability of an organisation is directly related to the current performance of the company which is clearly seen through its current functioning and revenue which can only be achieved from happy and satisfied customers. Tesco shows all the tell-tell signs to an investor for a sustainable and successful business venture and investment. The company for its expansion plans can use these investors and their expertise to deliver to customers around the world. The company with its continuous focus on customer satisfaction has created a high brand value in the minds of its customers as well as the investors (Nyadzayoand Khajehzadeh, 2016). The stakeholders that will play a key role to the influences in the customer satisfaction would include the employees of the Tesco. The employees in the marketing department have a very important part to play as a present stakeholder as the consumer satisfaction is driven by the factors of the customer inclination. The marketing department has been observed to the introductions of the consumer profiling techniques that revolves around the implementation of the data analytics to identify the purchasing trends of the consumers. It would provide credible information that would help in developing the supermarket services and products that would transcend on alleviating the customer satisfaction. It reflects on the fact that how aptly it serves to the purpose of the customer satisfaction. The leaders and managers, possessing a commendable share within Tesco who conforms to the prospect of developing on the customer satisfaction serves as one of the prominent future stakeholders. The prevalence with the low switching cost and high bargaining power of customer has made it a certainty that the business will not be able to prosper if the company fails to deliver on the customer satisfaction. Thus the customer equity would change their loyalty to other services and this would hinder the sustainable of the company and eradicates the situation of any prospect of future stakeholders. If the number of the customers increases and it would be contributed to the situations of enhanced customer satisfaction. Thus it forms the base on which the sponsors make informed decision and invests further more in the promotional campaigns. It would be inclined to the purpose served by the increased number of customer purchases of the diverse product portfolio and if the purchases increase it would appeal more number of new investors that would serve to the prospect of the future stakeholder. The functional management team has been observed to the major influences by the advents of customer satisfaction. The members of the customer relation have been trying to improvise the means of interpersonal skills and have been coming up with the innovative solutions about addressing the customer issues. Thus, demonstrates how it influences the present stakeholders of the functional management teams.


[bookmark: _Toc5215648]Conclusion
[bookmark: _GoBack]The report has been exemplary to reflect on the importance of the marketing management approaches to impart sustainability to the operations of Tesco. The report has shed light on the importance of using the 4P’s of Marketing Mix in order to identify the successful operations in creating and promoting the product portfolio within Tesco. It has been reciprocated that the parameters of place and promotion has been used with exemplified assertiveness to generate higher annual revenues. The report reflects on the importance of using the right set of communication channel to address to the target audience and how to assess the most effective means of selecting the communication channel. It has also been analysed through the report on how to gain on customer satisfaction and build on future stakeholders.
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