





KRZYSZTOF KUROWSKI
2009954


LECTURER: EFUA ADAMS



MARKETING FUNDAMENTALS ANALYSIS AND EVALUATION



Table of contents
Current marketing trends in the UK	3
Marketing campaign of Tesco	3
Marketing mix followed by Tesco.	4
Segmentation and targeting used by Tesco	5
Positioning strategy by this retail organization	7
The theoretical paradigm of Tesco’s marketing	7
Reference	9




[bookmark: _Toc63783168]Current marketing trends in the UK
UK market is considered as the fifth largest market in world mainly for exporting goods. According to statistical data analysis of 2018, exportation of goods as well as services combined was estimated about $140.8 billion from U.S to U.K (export.gov, 2021). Analysis shows that a rapid change of current market situation is needed a strong technological advancement. In the 21st century, some trends are being followed in the UK so that companies can easily attract customers and enhance their business flow rate. Every person likes to enjoy new technologies that are present at this time (Ahmed et al. 2020). At present time customers want that a company will value their thoughts and understand their demands. Therefore, every company needs to understand its customers' demands and value their thoughts (marketreach.co.uk, 2020). 
As this is the modern era; therefore, companies are using automated technology in place of human workers in their factory (marketreach.co.uk, 2020). Marketing automation is very much effective in the business market. It is very important for any company to enhance its brand value because brand value helps a company to increase its business flow rate. Tesco organized a Christmas ad campaign, where the driver was acting like he was travelling through time. This campaign was very successful as customers were very much attracted by this ad campaign. This ad campaign is also emotionally attached to customers. The ad campaign organised by Tesco ranked 3rd for its effectiveness in all over the UK. It is very important for any company to give customers a very good service. Every company in the UK is following this marketing trend that is to give customers a very good service.    
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An effective marketing campaign is always important for customer attraction, product promotion, and to increase the brand’s value. Tesco, a famous retail company of UK implemented different campaign in order to product promotion and increase their brand recognition. A case study shows that Tesco have developed an ad campaign in Christmas time. Main purpose of this campaign is to promote their product and to attract customers to increase customer bases for progression of company.  Tesco decorated its delivery truck very well with various kinds of lights and other pieces of stuff. This delivery truck attracted its customers very much. As it was Christmas time and delivery truck were decorated in Christmas theme, therefore, customers enjoyed it so much (unruly.co, 2020). Moreover, Tesco managed to dress up its delivery man as a time traveller who will travel in time and will celebrate the company's one-hundredth anniversary. 
With this ad, Campaign Company attracted its customers towards its products very much. As this ad campaign was organized at Christmas time; therefore, it was very sentimental for customers and by this campaign, Tesco became successful in its business market (Janšto et al.  2019). “Delivering Christmas” ad campaign organized by Tesco ranked third in the ad market for its effectiveness in business market (unruly.co, 2020). As a result, brand value of Tesco has increased a lot throughout these years. As this campaign was in form of culture, therefore, it was able to attract more people towards it. Tesco has noticed that in Christmas its sales enhance on Christmas day, continuously for five years (O'Hara and Benson, 2019). A positive outcome is noted of the delivering Christmas campaign. Brand value has increased due to that particular issue and more people came and joined the campaign. They have collected information about the company’s products. Feel the taste of products that increases relationship among company and customers.  
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Marketing mix is a strategy that helps companies to communicate with customers and enhance their business flow. This is very crucial for each company to communicate with customers and give them a description of products in detail (Pomering, 2017). Therefore, companies follow these marketing mix strategies, which are very effective to increase companies’ business, productivity and brand value. According to analysis 4p marketing strategies followed by Tesco is an important reason of progression of company in competitive business market. Through following this marketing mix, team has segregated their project and developed an efficient plan for execution in Christmas. These 4ps of marketing strategies are products, price, place, and promotion. Products are very much essential for any company, as customers are attracted to a company if that company produces quality products (Othman et al. 2019). Therefore, Tesco companies always try to supply quality products to their customers. As a result, customers try to stick with Tesco Company. Therefore, business rate of Tesco has increased a lot throughout these years. Price is also very important for any company to grow its business.

Figure 1: Marketing mix followed by Tesco
(Source: Created by learner)
 Tesco company in its ad campaign "Delivering Christmas" gave its customers a discount on products that helped Tesco company to get attention from its customers. The place also plays a crucial part in business strategies. Companies always choose a place where the population is high because a high-populated area is very effective to grow business. Therefore, Tesco was so successful in attracting a good number of people. One of the most important strategies in marketing mix is promotion. A good promotion can be very effective in marketing business. Promotion can attract people, and by attracting them company can easily increase its brand value and enhance profit rate. Tesco with its ad campaign "Delivering Christmas” promoted its brand and attracted a number of people towards its products and was very successful in attracting customers that helped Tesco to become successful in its market of business. 
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Tesco had organized an ad campaign named "Delivering Christmas" during Christmas time. This campaign attracted people very much that sale rate of Tesco has increased a lot throughout these years. Main intention behind this campaign was to target people and make them attract towards a company. Tesco is a UK company; therefore, its main target is people of the UK (Dost et al. 2019). The company targets different group of people from different ages and provides services as per requirements. Through targeting different age group’s people in this Christmas campaign, Tesco became successful creating good public relationship with all consumers. Main target of Tesco Company is people from an urban area. As people from an urban area is high chance to buy products from this company; therefore, Tesco Company mainly targets people from urban area. People of all ages can buy products from Tesco Company. Therefore, Tesco targeted people of all ages who can buy products and make their business grow. As Tesco is a retail company; therefore, male and female both can buy products from Tesco; thus, both are targeted by Tesco's ad campaign "Delivering Christmas". People who earn more have a high chance to invest their money in any product of Tesco Company.

Figure 2: Segmentation practicing
(Source: Created by learner)
 Therefore, Tesco Company mainly targeted people who are in middle or high-income category.  Tesco is a retail company; therefore, people from any age group and any occupation can buy products from Tesco Company. In order to enhance its business, Tesco has targeted all these people through its ad campaign. 
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Positioning is considered as one of most important strategic activities in marketing communication. This Christmas advertisement by Tesco has targeted the emotion of consumers to attract them towards their retail stores all over the UK. Analysis of its public communication campaign shows that the marketing department has followed experimental positioning that targets the cognitive part of consumers. Experimental positioning helps Tesco to create a long-term communication with consumers that fosters business growth. Before developing this project, the team has thoroughly analyzed the desires of customers. Through following this positioning strategy, Tesco has differentiated themselves from their competitors. With this Christmas campaign, they have created satisfaction among consumers of the UK (Dadzie et al. 2017). It has not only increased profitability of the company but also enhanced its reputation in the competitive market. This festive ad has created an emotional punch as people felt a high level of warmth as well as happiness. 
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From an analysis of this marketing campaign, it has been understood that higher authorities of Tesco have followed consistency theory of marketing. Marketing department has targeted beliefs, values as well as attitudes of UK consumers to attract them towards their products and services. Due to the current busy lifestyle of people, offline businesses are facing downfall largely as a number of consumers are avoiding shopping malls to save time and choosing local grocery stores over it. In addition, consumers are also mentally drained due to stressed situations. With this Christmas ad campaign, Tesco has targeted emotions of consumers so that they can get attracted because of that overall sales margin can get increased (Pomering, 2017). This theory has also helped marketing departments to become consistent with social norms that also create an appeal among consumers. This ad project has created happiness and warmth that can develop a long term positive impact on brand recognition. 
During promotion of the Christmas campaign, management of Tesco has also considered the likelihood elaboration model. Through this advertisement, the marketing team has stressed upon development of peripheral communication with existing as well as potential consumers. They have changed the attitude of consumers by development of strong emotional attachment rather than elaboration (Othman et al. 2019). Company has looked upon writing a social message that has changed consumer's persuasion into action. Follows of these theories and models help this people communication project ranked third as it has increased the favourability of consumers' brand and purchase intention. 


[bookmark: _Toc63783174]Reference
Journals
Ahmed, R.R., Qureshi, J.A., Štreimikienė, D., Vveinhardt, J. and Soomro, R.H., 2020. Guerrilla marketing trends for sustainable solutions: evidence from SEM-based multivariate and conditional process approaches. Journal of business economics and management, 21(3), pp.851-871.
Dadzie, K.Q., Amponsah, D.K., Dadzie, C.A. and Winston, E.M., 2017. How firms implement marketing strategies in emerging markets: An empirical assessment of the 4P marketing mix framework. Journal of Marketing Theory and Practice, 25(3), pp.234-256.
Dost, F., Phieler, U., Haenlein, M. and Libai, B., 2019. Seeding as part of the marketing mix: word-of-mouth program interactions for fast-moving consumer goods. Journal of Marketing, 83(2), pp.62-81.
Janšto, E., Hennyeyová, K., Polakovič, P., Šilerová, E. and Gerhátova, G.,  2019. Importance of New Marketing Trends and their Application by Slovak Wine Companies. " Innovative Approaches for Sustainable Food Systems Development, p.109.
O'Hara, J. and Benson, M., 2019. Where Have All the Direct-Marketing Farms Gone?. Journal of Food Systems, and Community Development, 9(1), pp.31-37.
Othman, B., Harun, A., Rashid, W., Nazeer, S., Kassim, A. and Kadhim, K., 2019. The influences of service marketing mix on customer loyalty towards travel agents. Management Science Letters, 9(6), pp.865-876.
Pomering, A., 2017. Marketing for sustainability: Extending the conceptualisation of the marketing mix to drive value for individuals and society at large.  Marketing Journal (AMJ), 25(2), pp.157-165.
Websites
export.gov, 2021, united kingdom market overview, Available at: https://www.export.gov/article?series=a0pt0000000PAv5AAG&type=Country_Commercial__kav#:~:text=Highly%20developed%2C%20sophisticated%2C%20and%20diversified,world%20for%20U.S.%20goods%20exports.&text=U.S.%20exports%20to%20the%20UK,about%20%24140.8%20billion%20in%202018. [Assessed on: 10th February, 2021]
marketreach.co.uk, 2020, marketing-trends, Available at: https://www.marketreach.co.uk/blog/marketing-trends-2020 [Assessed on: 9th February, 2021]
unruly.co, 2020, tescos-festive-ad-campaign, Available at: https://unruly.co/blog/article/2020/01/13/how-tescos-festive-ad-campaign-delivered-success-for-retailer/ [Assessed on: 9th February, 2021]


Urban people


Male and Female


Middle class and Higher class


products


price


place 


promotion


2

