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Executive Summary

The purpose of this report is to critically analyse the issues which drive changes in customer buying behaviour, the report focuses on the marketing activities of Tesco PLC Ltd, and how Tesco PLC must adapt their marketing strategy to retain their current loyal customer base, but also to attract new customers into their stores.  

























Contents
Executive Summary	1
1.	Introduction	3
1.1	Company Background	4
2	Main Findings	5
2.1	The Marketing Environment and Strategy	5
2.2	The Macro & Micro Marketing Environment	5
2.3	Target Markets	6
2.4	Media Strategy	6
2.5	How Success is Measured	6
2.6	6
3	Conclusion	6
4	Recommendations	7
5	Bibliography	9
6	Appendix A	12
6.1	Managing Marketing Change Presentation	12
7	Appendix B	12



















Introduction 

Marketing is central to Tesco PLC’s success as one of the UK’s leading retailers. Through a customer-centric approach, Tesco leverages marketing to understand diverse consumer needs, build brand loyalty, and maintain its competitive edge in what could be considered a saturated market (Yawson and Yamoah, 2022). Its strategic use of customer segmentation, omnichannel engagement, and promotional campaigns enables Tesco to deliver personalized shopping experiences that resonate across demographics (Latterly.org 2025).  (Sheridan, 2025) is of the opinion that customer segmentation is crucial in Tesco’s Marketing Strategy, and analysing customer behaviour allows Tesco to create a personal shopping experience that the customer can relate to which fosters long term loyalty which ultimately leads the customer to choose Tesco as their preferred shopping experience. This opinion is supported by (Skift in Association with IAG Loyalty, 2024) who consider loyalty strategies need to undergo transformation in order to command attention from consumers amid ever increasing loyalty programmes.
Value Quality Service (Tesco Annual Report 2025), are three words which epitomises Tesco PLC Ltd marketing strategy. (Aaker, 2015) claims that not all brands have a strong or distinctive personality, this cannot be said for Tesco PLC Ltd.  Tesco has, and is one of the most distinctive and recognisable names in the marketplace and the high-street.  
Having previously identified several issues which are outlined in  the presentation Tfound at Appendix 1.  this report aims to critically evaluate the role of Tesco PLC Ltd.’s, marketing department and outline future developments of the marketing plan to address earlier identified challenges (Appendix A). In addressing these challenges the author aims to analyse known marketing tools utilised by Tesco PLC Ltd., which aims to highlight the importance of marketing to the company, address the resources which are invested by Tesco PLC Ltd., identify how the micro and macro environments have influenced the company’s marketing strategy along with how they measure  , this report aims to critically analyse the issues faced by the company, and how they have to adapt their marketing strategies, to retain and attract customers into their stores. 


Company Background

Tesco PLC began life in 1919, where following the end of the first world war its founder believed in making food affordable and available to everyone.
Tesco’s first store opened in North London in 1929, and since that time the company has expanded into a household name and a worldwide brand and become one of the most successful retailers in the world (Pereira, 2024a) boasting over 7000 stores, with over 4300 of those stores in the UK, (Bedford, 2025) and employing in excess of 300,000 employees in the UK (Bedford, 2025).  Since this time Tesco has become one of the most successful retailers in the world.
The retail and food industry has changed significantly in this time, globalisation has opened opportunities to extend markets allowing for the shipping of food products across the world in a timely fashion, thus giving customers the opportunity to buy products that are not inherently native to the country.  Customers have demanded products such as fruit and certain vegetables all year round, where historically they would naturally lean towards seasonal, homegrown fruit and vegetables. 
This has created a challenge for companies such Tesco to maintain these supply chains and maintain Jack Cohen’s vision of ensuring that food was affordable to everyone. 


Main Findings

A key concern for companies like Tesco is the fact that customer behaviour constantly changes, customers no longer display loyalty to retailers, and with high expectations they will move retailer in search lower prices or higher quality goods (Tri Wahjoedi, Wulandari Harjanti, and Sri Rahayu, 2022). Factors such as cost of living, interest rates, environmental issues such as inclement weather or global issues like war must be factored into Tesco’s marketing strategy so that they can stay one step ahead of their competition and retain a loyal customer base.
(Cameron and Green, 2024)in defining leadership observed that only truly delighted customers remain loyal to an organisation, whilst this theory is more akin to leadership, and change management, this can also be applied in the marketing context, where customers who are satisfied with the customer service or product would remain loyal, however, this view was challenged by (Cromb 2005) who formed the opinion that whilst this was in the main true even delighted customers defected, and that not all loyal customers were profitable to a company.  This therefore poses a dilemma for Tesco, in what is a highly competitive market, on whether loyalty has now changed, or has it transformed into something more nuanced. (Ladhari, Souiden and Dufour, 2017) considers that the shoppers emotional satisfaction far outweighs price and quality, consequently playing a critical role in fostering customer loyalty. However, (Tri Wahjoedi, Wulandari Harjanti, and Sri Rahayu, 2022) found that while product quality positively affected loyalty, price and perceptions can negatively impact on satisfaction which would lead to customers switching retailers when expectations are not met.  
It is for these reasons Tesco PLC utilises sophisticated marketing strategies to maintain emotional and experiential loyalty, cultivating loyalty through engagement, sustainability initiatives and tailored loyalty programmes (Ladhari, Souiden and Dufour, 2017).
(Krasnikov and Jayachandran, 2008) consider that the role of marketing drives superior performance and as such much empirical research on the effectiveness of marketing on company’s performance.  It is clear that Tesco PLC Ltd utilise key marketing strategies to good effect.  , Utilising the principles of the 4 P’s, Segmentation, Targeting and underpin a successful marketing strategy, drive change, yet retain an element of stability which maintains the customer’s familiarity with the brand.
Whilst (Dolnicar, 2018) presents a clear division within a marketing plan between  a strategic and a tactical division, one focusing on the long-term direction and the other on the immediate requirements.  Care needs to be exercised on the boundaries between strategy and tactics, as these can become blurred in what is considered an agile marketing environment, and as such companies rely heavily on data analytics and customer behaviour to shape strategic and tactical execution. In order to execute effective marketing the process is more cyclical and adaptive, and must integrate operational, financial and cultural dimensions into their considerations and not rely wholly on strategic or tactical actions.  
The Marketing Environment and Strategy
Freeman 2010 observed through strategic management, Tesco PLC can understand its own position and effectiveness, which (Dudovskiy, 2016) observed through analysis of Tesco PLC’s annual report revealing detailed analysis of their Marketing Strategy, this illustrated Tesco’s use of the major strategic frameworks in order to capitalise on the emotional an perceptions of service quality reliability and 
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Data-driven personalization: Advances in customer analytics allow retailers to anticipate needs and deliver hyper-personalized offers. This deepens engagement and encourages repeat purchases, even in competitive markets. (Ladhari, Souiden and Dufour, 2017)
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How Success is Measured 

(Raj, 2023) Concludes in his report that data infrastructure is fundamental in transforming business.   Contextual data is required to provide value and meaning to what is transactional data, and whilst this may not 
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Conclusion

The analysis highlights that Tesco operates in a highly dynamic and challenging environment, where evolving customer preferences and external macroeconomic pressures significantly impact business strategies. (Austin and Currie, 2003) formed an opinion that people are not prepared to respond or adapt to changes, and as such leaders must develop strategies to respond and sustain changes within organisations.  However, they go on to challenge this theory in so much that leaders and managers are so focused on building elaborate plans and strategies that they forget that human dynamics that were hidden could undermine any efforts towards change. 
As such the company faces persistent challenges in maintaining supply chains while upholding its founding vision of affordability. Key findings indicate that although customer loyalty is increasingly elusive, Tesco’s ability to adapt its marketing and operational strategies in response to fluctuating consumer behaviours, economic factors, and global events is critical for sustaining its market position. Furthermore, the literature suggests that while customer satisfaction remains an important driver of loyalty, it is not an absolute predictor of retention or profitability. Additionally, effective change management within Tesco hinges not only on strategic planning but also on understanding the complex human factors that influence organisational transformation. These insights underscore the necessity for Tesco to remain agile, customer-centric, and innovative to navigate ongoing industry disruptions and maintain competitive advantage. (Sheridan, 2025) considers that its marketing strategy exemplifies its commitment to customer loyalty, digital outreach and innovative retail campaigns.  This is because of successful implementation of marketing theory and understanding of their marketing environment Tesco should  integrate a practice of continuous review, which will provide an insight to the current position of the organisation, assist with planning future objectives, and formulate and execute strategy to stay one step ahead of its competitors.  Monitoring the progress of changes to ensure they deliver the required outcomes   

Recommendations
In summary, Tesco’s continued success depends on its ability to anticipate and respond to both internal and external challenges. The company must balance operational efficiency with customer-centric approaches, recognising that loyalty is multi-faceted and influenced by a variety of factors beyond mere satisfaction. By integrating flexible strategies and fostering an adaptive organisational culture, Tesco is better positioned to address uncertainties and deliver sustained value to its stakeholders. This holistic approach will be fundamental in ensuring Tesco’s resilience and growth in an ever-evolving retail landscape. 
Tesco have identified key strategies, already, and they should continue to build on a strong relationship with its partners and its customers. It is vital that Tesco PLC Ltd, continues to respond to the customer markets, listen and – understand what is and act on what is important to the customer. 
In looking to the future, Tesco should continue to work with strategic partners to launch new products, maintain its ethos of value for money – and ensure that their products meet the lowest retail competitors such as the Aldi Price Match promise.  
Tesco PLC Ltd., must also continue to develop and evolve its online presence and app use. Ensuring that it keeps up with technological advances, to ensure that the technical generation are enticed into, and remain engaged and satisfied in its use, however in doing so, Tesco PLC Ltd., must also actively take precautions not to alienate part of its core customers.  Whilst the world moves towards its online and virtual platform.  Tesco PLC should not forget its core business that being its stores, and being customer facing. Many customers still feel the need to “shop in store” and interact with the tangible store experience.  
Tesco should continue to utilise personalised shopping incentives to customers, through use of targeted emails, and offers, however again, this needs to be balanced against the barrage of “unsolicited” emails that appear increasingly in individual accounts.  There is a fine balance between engagement and overkill, and this needs to be managed carefully.
Evolve its online delivery. Tesco should consider the expansion of Whoosh Delivery service, currently situated in 1500 stores, it promises same day delivery within 20 minutes.  Due to such a specific time target, expansion of this service may not always be possible in certain areas, but consideration could be given to a feasibility study to ascertain whether there is merit in expanding the service.  
As the country evolves, with more diverse cultures settling within the UK, Tesco might want to consider its cultural segmentation in order to see if they can capitalise on the changing landscape of its population. 
Tesco should continue to embed changes into corporate culture, investing in training and embrace change in such a way that it becomes “the way we do things around here” (Kotter, 2012)
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