

 (
university of wales trinity saint david
MARKETING FUNDAMENTALS: LCBB4004
MARKETING FUNDAMENTALS ANALYSIS
 AND EVALUATION
) (
Student name : Ana-Maria Rizea
Student number: 1917143
Lecturer name: 
TusharaBalendran
)

Contents
Introduction	2
Marketing	2
Stages in Tesco’s marketing process	4
PESTLE factors	5
Porter’s five forces model	6
SWOT analysis	7
Critical analysis	9
Advantages and disadvantages of SWOT analysis	9
Conclusion and Recommendations	10
References	11









[bookmark: _Toc45406080][bookmark: _Toc48472246]Introduction
           The term marketing can be referred to as the administration or study of exchange relationships. This is the method of corporate for predicting, defining and fulfilling the needs as well as wishes of the consumers. In view of the fact that marketing is utilized to attract buyers, it can be regarded as one of the essential aspects of commerce and business management. Marketers may direct the product to several other companies (B2B marketing) or to customers directly (B2C marketing). Irrespective of the fact that who is marketed to, there are several factors that will be used, including the marketers’ perspective (Chetthamrongchai 2018). These orientations of the market determine how the marketers approach the marketing planning stage.
           A United-Kingdom based retail brand, Tesco has approximately 3,000 stores and over 300,000 employees operating together making the brand one of the biggest retailers of the world. The brand is dedicated to providing reliable and top-notch customer services for its target groups (Tesco.com 2020). The report’s purpose is to analyze the marketing processes of Tesco, through a PESTLE analysis, SWOT analysis, and Porter’s five forces model. Additionally, the report also throws light on the two major factors of the environmental analysis in relation to Tesco. Last but not the least, the report also highlights the advantages and disadvantages of the external factors of Tesco.
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           Marketing can also be defined as the activity, processes, and the set of institutions for delivering, exchanging, creating, and communicating contributions that have the value for the clients, society, partners, and customers at large. The word originated from the traditional definition that simply referred to the selling of goods on the market. From the perspective of sales process engineering, marketing is the series of practices that are intertwined and interrelated with other business functions directed at accomplishing customer value as well as satisfaction. Moreover, it can also be referred to as the satisfying wants and needs through the process of exchanging goods. As mentioned by Tescoplc.com (2020), marketing can be regarded as the management mechanism which is accountable for profitably defining, predicting, and meeting customer requirements.
A similar principle is value-based promotion that also states marketing’s role in helping to maximize shareholder’s value. Within this context, it could be identified as the development process that aims to maximize shareholders’ returns by cultivating valued consumer relationships or creating a strategic advantage. Selling is the method of marketing a product that involves the following steps: overall market research, targeting as well as market segmentation; strategies for delivery, pricing as well as promotion; communication strategy growth; budgeting; and also the vision of long-term development goals. In the words of Ibrahim, Alkhawlani and Al-shaghdari (2017), the concept of marketing proposes that the organizations should complete their marketing objectives for satisfying their customers and effectively managing their competitors.
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(Figure: Steps of Marketing Process
Source:Armstrong et al. 2018)
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           Tesco’s core mission is to manufacture what matters, together. The company aims to cater to its audience and operate effectively to achieve success. Tesco’s core mission is to keep loyal customers, this represents the environment that the company wants to ensure the consumers they have returned to them and not to their rivals. The reason is to let the company’s shareholders and customers know where their business is heading. The objectives of the company are to satisfy customers and if they perform like this, their customers will be pleased with Tesco and will stick with them. Thus, in this manner, Tesco keeps its brand trust. To achieve its goals Tesco sets itself certain objectives. 
           Making any strategy effective and becoming more fruitful in this execution is an essential ingredient and no strategy could be efficient and productive without efficient implementation procedure. So Tesco knows this fact and keeps it in mind when it’s time to adopt or incorporate new strategies and the chief points to remember during the project implementation are the advertisement of the products, procurement, manufacturing, human resource, information technology, and others (Rosnizam et al. 2020). The strategy of the company is to make the shopping experience of the customers easy and reliable, reduce their prices, introduce simplicity, and contribute to the environment. Moreover, the company’s control over risks is also well-planned and they provide a full guarantee to its customers that their products are safe.
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Political factors
           The political environment is the starting point from where these powers within the macro-system emerge. Tesco works in a variety of international settings; with headquarters in the UK. The UK has a working democracy, with polls and a multiparty system of government. Moreover, the US has a democratic setup related to this (Perera 2017). The company also operates in Asian countries, where the political environment of Japan is most stable. It is favorable for the company as the stable political environment assists in the success of the business.
Economic factors
Despite facing economic recession currently, the UK and the US are still prosperous countries. The economy of Eastern European countries is much poorer in contrast, but the economic climate is dramatically shifting in the instances of Asian countries. Tesco has the prices approved by the wealthy population to succeed in the economic situation and thus, the environment is favorable. 

Social factors
           The societal system of the UK and the US is almost similar; however, for Asian countries, the system is a bit different. Malaysia as well as Turkey is both Islamic countries, and so Tesco should take their religious laws into account. Thus, it can be said that the social factors are unfavorable for the company is Middle East and Asian countries.
Technological factors
           By technology, identical facilities exist in Japan, the United States, the United Kingdom, and Malaysia. South Korea is strong in that respect. Thailand could, however, be the least technologically advanced nation on the market. This is also true in Eastern European markets. China has technical capabilities but is largely limited to its populations and it is unfavorable in these regions. 
Environmental factors
           Tesco is devoted to dropping emissions by fifty percent by 2020, with enhanced competitive pressure to preserve the environment and operating ways to enhance humanity. Thus, the climate is favorable as Tesco operates by taking the environmental factors into consideration. 
Legal factors
           Furthermore, government guidelines and legislation have an exceptionally critical blow on Tesco’s marketing, which means it is unfavorable. The company should provide offers as well as discounts to its customers in line with the products’ quantity utilized in their retail outlets (Wood, Wrigley and Coe 2017). Additionally, the company should also see that their discount packages are in line with the legal terms and not exploiting the interests of its customers.
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The threat of substitute products and services
           In the retail industry, the danger of substitutes is relatively low for food products and moderate to higher for non-food items. In addition, Tesco is starting to take hold of these supermarkets by opening retail outlets in local cities and regional centers formulating an obstacle to marketplace entrance for these alternatives.
The threat of entry of new competitors
           There is a low threat of new entrants getting into the food retail markets. Therefore, for it to be advantageous and create an identity of the brand, the companies need massive wealth investments. Tesco has already captured the retail industry and thus, it can be said that the company has a brand value, which cannot be easily taken over.
The intensity of competitive rivalry
           In the food as well as the grocery sector, the overall strength of extreme rivalry is quite strong. Thus, it can be said that the company, Tesco is in front of heavy rivalry from its fiercest rivals, including Morrisons, and Asda as well as Waitrose, Sainsbury’s, which occasionally battle with one another costs, promotions, along with goods.
Bargaining power of buyers
           The buyer’s bargaining power is relatively high. The barriers to entry are low in the cases where the products have a comparative disadvantage and are more standardized, and the target consumers might easily swap from one company or product line to another (Zahari and Romli 2019).
Bargaining power of suppliers
[bookmark: _Toc45406085][bookmark: _Toc48472251]           Supplier bargaining power of the company is relatively low. It must be noticed that the suppliers are influenced against chief food as well as grocery retailers, and fear that they will lose their business deals with popular supermarkets.
SWOT analysis
Strengths
           Tesco is the UK’s number one food store and leading supermarket. Especially in comparison with other supermarket chains in Britain, it has larger sales and revenues. As per the Annual Report for 2018, the annual operating profit increased by 28 percent. The company has the leading market share with over 27 percent market share in the United Kingdom. Moreover, the company’s diversified market along with product range is a positive side, which offers more job opportunities than other companies.
Weaknesses
           In the year 2012, the company had to leave the markets of the US and Japan. The company’s failed operations of export forced it to close the stores in Japan even after operating for nine years, and the United States after five years of operations. Moreover, the company was charged with fines after fraud trials as well as the accounting scandal, which led to financial errors.
Opportunities
           Tesco has introduced a new discount store known as Jacks that has shown some significant business growth. The company has an opportunity to enhance this business if it operates in an effective manner (Goldratt 2017). Additionally, there are opportunities for the company to go for joint ventures with the stores that are underperforming.
Threats
           The ever increasing competition can pose a huge threat to the company itself. Moreover, the company has also faced some controversies previously, which has marred its image or reputation to some extent. The economic recession and crisis, the world is currently facing is also a bigger threat to a retail store like Tesco.
[bookmark: _Toc45406086][bookmark: _Toc48472252]Critical analysis
           Within the progressively more competitive retail markets, where the businesses are estimated to follow both differentiation strategies and cost leadership, Tesco Company continues to retain its leadership role. The company was able to accomplish both with the assistance of a lean as well as responsive supply chain management, together with the tactical use of IT. The company’s core strengths were noticed to be reliable as well as consistent enough with the climate of the market and thereby reflect a brighter viewpoint for the overall business in the future. Tesco has pursued a dual cost leadership as well as a differentiation strategy, which has resulted in the increased emphasis put on consumer service (Hair Jr et al. 2015). This dual approach is evidenced by the introduction of financial services, self-service kiosks, centered digital marketing, and promotional activities.
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Advantages
           The SWOT method has helped in analyzing the business environment of Tesco. It also helped in understanding the strengths, opportunities, threats, and weaknesses of the products and the overall brand. It has helped in assessing a particular source of supply, the business process of Tesco, its market, and even a particular technology that can be implemented. Awareness of the company's weakness, such as controversies or lack of issue management has also suggested that particular functions should be considered outsourced. Opportunities like the availability of joint ventures, in turn, will encourage the company to pursue the innovation in products or new markets to address the growing demands of the customer. Moreover, the threats of the company will also help in combating those.
Disadvantages
           However, there are certain disadvantages of SWOT analysis. It did not emphasize the external factors that might affect the company to a larger extent like PESTLE analysis. Moreover, the data collected from SWOT analysis is limited and cannot be fully depended upon. The analysis gives a very subjective process of the company that mainly reflects the biasness towards the company. Additionally, it might not give a detailed analysis of the competitive threats and other substitute products that are already available within the markets (Zahari and Romli 2019). Thus, it is important to analyze the overall procedures of the company for better outcomes.
Two PESTLE, Porters 5 forces and SWOT Model
	The political environment of Tesco is favorable for the company as the stable political environment assists in the success of the business. Moreover, Tesco has the prices approved by the wealthy population to succeed in the economic situation and thus, the economic environment is favorable. Additionally, the danger of substitutes in the retail industry is relatively low for food products and moderate to higher for non-food items. Tesco is starting to take hold of these supermarkets by opening retail outlets in local cities and regional centers and moreover, there is a low threat of new entrants getting into the food retail markets. Furthermore, the company has huge opportunities of enhancing their business if it operates in a productive manner (Goldratt 2017). There are opportunities for the company to go for joint ventures with the stores that are underperforming. However, the ever increasing competition can pose a huge threat to the company. Previously, Tesco has also faced some controversies and economic recession.
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	The size, profiles and purchasing power of the company can be measured and accessible. The segmentation of marketing is profitable and larger. Moreover, it is conceptual, distinguishable and actionable. 
Targeting
	The targeting strategy of the company is mass marketing strategy as it targets the whole mass. It focuses on the common requirements of its target customers and aims at serving as many customers as they can. 
Positioning
	The company positions itself as low priced retailer and advertises its products as “cheapest products everyday”. The positioning strategy is effective and everyone loves good deals.
Marketing Mix Strategies
Product
	As a large chain discount supermarket, Tesco offers wide selection of goods, limited services as well as lower prices. Consumers can consider both private and domestic branding. Most of those companies are value-oriented, not fashion-oriented. Tesco gives a plethora of value-added services like customer support, free parking, and full air conditioning, to draw more consumers and achieve customer loyalty
Price 
	The company incorporates cost-plus pricing and cost-based pricing strategies and sells the products at standard prices. It believes in attracting a large number of customers by offering them goods at cheaper rates.
Place
	Tesco is located at various countries, like Asia, Middle East, UK, US and others, where it operates successfully by abiding by the laws and regulations of the government. 
Promotion
	The company uses promotional strategies like online marketing, offline advertising, and others to promote its products and enhance sales. Moreover, the company also has its presence over social networking sites to promote its offers and discounts, if any. 
Conclusion and Recommendations
           To conclude, it can be said that Tesco has huge potential in the industry of groceries. With effective marketing techniques or tools and strategic decision-making tactics the company can compete efficiently with its competitors and can also enhance its profitability. The report successfully highlights the marketing strategies of the company, in addition to PESTEL, SWOT, and Porter’s five forces analysis. It can be recommended that the company can expand its stores in the markets of Asia and Africa, where the concept of retail stores is rising incredibly. However, the company needs to address its controversial issues as soon as possible for catering to the customers in the most effective way possible.
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