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TESCO Marketing Process.

Executive Summary
The presented study provides a view of the different elements and processes followed by a famous retail company. Taking evidence from the company TESCO, it highlights the role of the marketing mix to understand the process of achieving business objectives. Besides, the marketing strategies are also elucidated undertaken by this company. The current challenges faced by TESCO in contemporary times in relation to competition, data privacy, and disruptions are viewed. The requirement for creativity and innovation is also brought to light effectively. In the last part of this study, various recommendations are provided with which the company in question can deal with the challenges and solve the same effectively to provide a seamless shopping experience to its customers. There is overall sketch of the marketing measures and elements used by Tesco that have enabled its success through unique marketing strategies.

















[bookmark: _Toc149246442]Introduction
,,Marketing management is the art and science of choosing target markets and getting, keeping and growing customers through creating, delivering, and communicating superior customer value”( Kotler, 1997).
The present study aims to highlight the significance and role of the marketing mix applied in every specific stage of a company’s marketing method. The selected company for this purpose is TESCO, one of the most popular and largest retail and grocery stores in the UK. The study elucidates an overview of the organisation with its marketing principles and theories. The marketing activities and their roles are also depicted. Finally, it sheds light on the marketing issues and requirements of innovation and creativity. Some recommendations are also provided so that the limitations of the company can be eradicated effectively to improve overall operations. 
[bookmark: _Toc149246443]Company Overview
TESCO is a well-known company dealing in retail and grocery in the UK (Bedford, 2023). Established in 1919, the company is located in London, UK. The company has various segments like food, personal care, and banks. It operates in 4673 locations and its products include supermarkets, hypermarkets, superstores, and convenience shops (Cohen et al. 2023). TESCO also has a number of brands like One Stop, F&F, Makro, and Premier. The company earns considerable revenues through its operations. As viewed in 2022, the total revenues were £61.344 billion, with a total operating income of £2.825 billion (Forbes, 2023). The net income of the organisation is £1.483 billion with total assets of £12.189 billion and equity of £15.644 billion. 
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Figure 1: Top online stores in the United Kingdom in 2022, by e-commerce net sales
(Source: Statista.com, 2023)
Both online and offline services are provided to the customers to ensure proper operations. The sales generated through online domain itself were $7156 million, which showed an increase of about 6.1% from the previous year (Statista.com, 2023). The company is one of the most competitive organisations in the UK retail market, with major competitors such as Sainsbury, ASDA, Morrisons, and Lidl (Statista.com, 2023). Among these, TESCO has a market share of 27.3%. Therefore, TESCO has a great stronghold in the UK retail market.  
[bookmark: _Toc149246444]Marketing principles and theories applied by TESCO.
Marketing principles refer to those concepts and guidelines that organisations implement effectively to promote their products. TESCO applies these principles to achieve its marketing objectives (ZXhang et al. 2023). The main principles and their application in TESCO are mentioned below as follows: 
· Customer orientation: It refers to understanding the needs of the customers to satisfy them effectively. TESCO, for meeting the customer's requirements has adapted policies to be quicker and sharper. The approach to customer service is to listen to people using all tools available to satisfy their needs in the best possible manner.
· Value development: The main objective of marketing is to create and convey value to customers by highlighting the products. TESCO ensures value creation by properly serving customers, communities, and the planet. Clubcard program and ensuring quality, price, and experience satisfaction are the means of creating it at TESCO.
· Market research and innovation: These help in ensuring that only the targeted customers are attracted and satisfied effectively.  Innovation aids in the development of added values. At TESCO, research is done through customer surveys, analysis of survey data, and competition analysis. Innovation is done through the application of specialist knowledge to develop and nurture new ideas. 
Marketing theories are those models that develop a structure to evaluate marketing practices. For TESCO, it ensures gathering insights into customer behaviour, market dimensions, and strategy creation. It is mentioned below as follows:
· Positioning theory: Through this, a favourable position for a product is created for the customers (Patel and Swamy, 2023). TESCO uses Positioning Statements and Perceptual Mapping for this purpose (Patel and Swamy).
· Perceived value theory: States that customers measure the benefits and costs of any product to develop its entire value to influence pricing. TESCO value brand, prices are deemed to be a little lower by women than men, which has been analysed with the help of researching the target market.  
· Social marketing theory: According to this theory, Tesco states that businesses must promote positive behaviour in society. It cares about the community by providing living and education opportunities, promoting inclusion, and advocating human rights. 
Cottrell (1995) declared hopes on the view point of buyers, he supposed that hopes means help the looked-for product, at a right value, and a remaining connection between clients and business that equally advantageous for everyone. It is part of the joint connection between parties (buyers and business), where shopper has trust on firm to happen request or efficacy according to shopper anticipation (Beatty et al, 1996) and other party (company), explain trust, means that clients are devoted to the business (Berling,1993).
[bookmark: _Toc149246445]Marketing activities of TESCO
TESCO implements a number of policies and measures to undertake marketing operations. Through collaborations, better sustainability policies, upgrades, and better customer satisfaction of needs, such activities are executed. Both traditional and modern marketing means are used for this purpose. They are mentioned below as follows:
· Traditional means of advertisement through newspapers, television, and promotional offers are used and for delivery electric vans are being used (Lin and Domng, 2023).
· To increase customer loyalty, club cards are provided to regular customers.
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Figure 2: Clubcard
(Source: Iida, 2023)
· TESCO media collaborates with Pinterest to leverage Clubcard data to provide personalized advertisements (Iida, 2023).
· The delivery vehicles are being replaced by electric vans to make faster and sustainable deliveries.
· Content marketing, brand community building, research, word-of-mouth, and product market fit approaches are being used for this purpose (Azan et al. 2022). 
· Customer segmentation, private label brands, omnichannel marketing, and value for money are the different strategies followed for marketing.


[bookmark: _Toc149246446]Role of marketing mix of TESCO 
Marketing mix or 7Ps refers to the fundamental elements based on which marketing activities of any organisation are conducted. By amalgamating the elements in varying measures, successful marketing is conducted. TESCO’s marketing mix is elucidated below as follows:
· Product: TESCO provides a wide range of products from groceries to clothing, household items, foods, and even jewellery items, it makes TESCO a retail giant (Jain and Jain, 2022). Besides, it has its own brands Luke TESCO Kipa, TESCO Value, and TESCO Finest that cater to different financial backgrounds. 
· Price: A competitive pricing strategy is followed by TESCO. The availability of an effective supply chain network enables the company to take benefit of “economies of scale. Through this, the lowest possible prices are provided. Quality is never compromised for price keeping in mind the desire and satisfaction of customers.
· Place: TESCO has a total of 6900 stores serving in 15-plus countries. It operates through the means of hypermarkets, supermarkets, and convenience stores. Additionally, online and e-commerce business are conducted for customers living in a distance
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Figure 3: 7Ps of marketing mix
(Source: Jain and Jain, 2022)
· Promotion: The main means of promotion for TESCO is the significantly lower price with extensive use of print and media advertising (Altay et al. 2022). In-store campaigns, promotional offers, and club cards attract customers. Campaigns like “Prices that take your back”, and “Every Little Helps” are also used to aware customers of the products and their benefits. 
· People: The people at TESCO are termed as colleagues and are treated well. There is no tolerance for bullying or discrimination. Equality, human rights, and inclusion are provided
· Process: Process refers to the efficient level of operations conducted by TESCO from order taking to delivery (Azan, 2021). TESCO aims to provide a streamlined and smooth shopping experience both online and offline with skilled employees.
· Physical evidence: For Tesco, it includes the store layout, design, and interior. The environment and work culture are positive and cooperative that helps the employees to coordinate with each other while working. TESCO uses a variety of colours and navigation of products which is easy for everyone. There are special facilities for the elderly and disabled people such as the Sunflower Lanyard initiative, which is distributed in all the stores in UK, where special disabled people can give sign to ask for their needs. 
[bookmark: _Toc149246447]Current marketing challenges in contemporary times.
Currently, TESCO’s marketing faces new and dynamic challenges in the contemporary market like: 
· Altering customer preferences: Customers, currently are changing their demands towards convenient and more personalized experiences. To meet these trends, new methods are to be adopted which are difficult.
· Supply chain disruptions: After the “COVID-19 pandemic”, the supply chains have been viewed to be prone to get affected. Therefore, resilience must be developed.
· Regulation and compliance: TESCO, being a diverse product offering company, has to comply with different regulations like food law, labour law, and various others (Rosnizam et al. 2020). These laws are ever-evolving and changing, which makes it difficult to adapt.
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Figure 4: Contemporary marketing challenges of TESCO
(Source: Self-developed)
· Brand reputation: Continuously holding a brand reputation is also difficult for TESCO in the current market situation (ijbmi, 2023).
· Data privacy: Since TESCO utilizes the private data of customers to provide personalized and suitable advertisements, it must follow strict measures for data privacy. In the digital world, it becomes quite difficult to ensure security. 
[bookmark: _Toc149246448]Need for innovation and creativity.
The main reasons for innovation and creativity for TESCO are mentioned below as follows:
· Both innovation and creativity aid TESCO in standing out and differentiating the company’s brand from other organisations. TESCO’s Jack stores ensure low-cost products and “no frill” shopping.
· Innovations in terms of personalized AI enable TESCO to analyse data and predict customer behaviour in a better manner (Tescoplc, 2023).
· These improve employee engagement and aid in improving their morale for better performance. For instance, the Clubcard was an innovation to attract loyal customers. 
· Innovation and creation also bring better and newer ideas to ensure better sustainability by reducing waste and keeping ethical tabs on supply chains. For instance, TESCO uses AI for a more personalized supply chain. 
[bookmark: _Toc149246449]Recommendations for improvement.
There are various methods by which TESCO can ensure better performance and effective marketing activities. Such as, they can provide better online offers making to attract customers for huge mass. AI must be introduced in the operations as well to make work faster and remove human errors (Bicen and Gudigantala, 2019). Inventory administration must be strengthened to withstand any changes in the economy. Cost-efficiency will enable the company to provide the products at a lower price than competitors. Agile decisions must be formulated by viewing market alterations.
[bookmark: _Toc149246450]Conclusion.
The above-formulated study elucidates the marketing methods and policies that aid in making a company successful. Taking instances from TESCO, this study shows the principles and theories followed like customer orientation, ethicality, and “perceived value theories”. It also shows how the 7Ps are properly combined to achieve the desired results. 
Marketing strategies like provisioning better promotional offers, club cards, loyalty programs, and digital marketing, done by TESCO are also highlighted. Besides, the main issues faced by the company in question in contemporary times associated with regulations, supply chain disruptions, and changing customer needs are also highlighted. In the ultimate part of this study, the requirement for innovation and creativity is brought to light. Recommendations are also provided for betterment. 
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