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[bookmark: _Toc33667119]Introduction 
	Marketing is one of the most important functions of the business which needs considerable strategies to succeed in the business (Shim, Serido and Tang, 2013; Das, 2014). The complex business models implemented in the competitive business environment indicates that effective marketing strategies can lead the business to success. At the same time, it is also observed from the business world news that many of the companies are also facing problems in the marketing function of the business (Harrison, Mennecke, and Peters, 2014; Nguyen et al., 2015; Rábová, 2015). 
	This report is developed to address some of the strategic marketing issues faced by multinational supermarkets. The focus of these reports is to provide considerable consultancy for the Tesco company which has reported many issues related to the marketing of the products as well as the branding in recent news of the companies. In this report, the selection of the problem is based on the news titled “‘Brutal objectivity’: Tesco’s CEO on how he reversed the brand’s fortunes” published by “Marketing Week Reporters” on 4th Dec 2019. This report includes in-depth information about the project aims, rational, business case and business approach, research methodology and project plan including the timeline for the completion of the consultancy project. 
[bookmark: _Toc33667120]TESCO Company Introduction 
	Tesco is a British multinational company known for its “groceries and general merchandise” retail business. The headquarters of Tesco is in “Walwyn Garden City” Hertfordshire, England (Tesco, 2019). Tesco is among the top five retailers worldwide based on its gross revenue. Currently, Tesco has developed its retail business in several countries all over Asia and Europe. In the UK, Tesco is considered as the market leader for the grocery business. The market share of Tesco in the UK is 28.4%. Tesco is founded in 1919 and expand globally in 1990. There are several marketing strategies used by Tesco to attract customers (Lowe & Wrigley, 2009). Most of the marketing strategies of the Tesco is based on the effective advertisement that brings considered differentiation of the Tesco in the highly competitive markets. 
[bookmark: _Toc33667121]Aims and Objective of the Consultancy Project 
	The aim of this consultancy project is to determine the issues of marketing strategies faced by Tesco in its highly competitive markets. This report aims to examine the brand strategy developed by the |CEO Dave Lewis who recently departed from the company. 


1.1 [bookmark: _Toc33667122]Justification and Importance  
This report examines the marketing and branding strategies of Tesco developed by CEO Dave Lewis as well as its implication in the retail markets in the UK as well as the global level. Due to the increase in the competition of the supermarket business for Tesco as indicated by the company report, it is very important to determine the required changes in the marketing and branding strategies of Tesco (Palmer, 2005). Moreover, the report will also determine the issues faced by the Tesco as CEO Dave Lewis leave the company after the 5-year tenure as CEO. The “Brutal Objectivity” for sustainability in the marketing by CEO Dave Lewis brings a considerable change in the Tesco business strategy (Mattinson, 2019). This report examines this strategy and provides considerable recommendations in order to sustain the growth of Tesco company. 
Following are some of the important objectives of this consultancy project for Tesco company. 
1. To analyze the marketing strategy developed by CEO Dave Lewis for the Tesco company and its impact on the Tesco market position. 
2. To identify the issues that prevailed in the marketing and branding strategies of the Tesco company. 
3. To explore the issues related to the marketing faced by Tesco even after the implication of new marketing strategies by “CEO Dave Lewis”.
4. To establish a strong understanding of the existing literature of the marketing strategies that are significant for the Tesco company to implement in the UK and global markets. 
5. To provide knowledge about the brand value of Tesco that is vital to sustaining in the highly “competitive business environment”. 
[bookmark: _Toc33667123] Rationale of Project 
The overall consultancy project has strongly focused on the most important issue faced by the multinational company. As mentioned earlier that marketing function of the company is very important that is why it is very essential to address the marketing issues faced by the companies. The rational of this consultancy project for marketing issues faced by the Tesco, during and after the CEO Dave Lewis is that it facilitates to understand the current market position of the Tesco. It also facilitates to examine the current marketing and branding strategies used by the Tesco company. 
In order to support and justify the above rationale, a SWOT analysis of Tesco company is used to demonstrate the business environment of the company. It facilitates to understand why the project is important to implement in order to facilitate the company. 
1.2 [bookmark: _Toc33667124]SWOT Analysis of Tesco 
1.2.1 [bookmark: _Toc33667125] Strength 
. 	The most important strength of Tesco is that it is the leader of grocery retail in the UK. Among the top 4 retail markets, Tesco has a leading market share of 27% in 2019. At the same time, it also becomes the most demanding retail chain in Ireland. The global presence of Tesco is also considerable (Xie & Allen, 2013). Currently, Tesco is running 6800 stores in 14 countries. The market share and products are very diversified. Tesco is also acclaimed as the largest private employer in Europe. 
1.2.2 [bookmark: _Toc33667126]Weakness 
	Although the company position is strong at the same time it also has several weaknesses. First of all, Tesco operations are failed in America and Japan. In 2017, Tesco also charges for false financial and accounting information (Palmer, 2005). Due to which the share price of Tesco is decreased which lower the operating profit of the company. The total decline is 9%. The “Low-Cost strategy” used by the Tesco company also affects the profit margin of the company. 
1.2.3 [bookmark: _Toc33667127]Opportunities 
	Tesco has developed a discount store chain name “Jacks” which has lots of opportunities for expansion. Tesco also has the opportunity to develop strategic alliances with local and multinational companies. The joint venture allows Tesco to enter new markets and capture the opportunity of higher profit. Tesco can also update the online shopping experience of its customers as well as delivery services. There are several emerging markets like “Turkey, South Korea, and Indonesia” that can be targeted in the coming years. 
1.2.4 [bookmark: _Toc33667128]Threats 
	Recently, the company has reported several issues related to marketing strategies. It also affects brand potion in a highly competitive market. Recent Christmas ad controversy as the effect of the social media position of Tesco (Palmer, 2004). At the same time, the brand position is highly affected by the “Fake Farm” legal threat. Moreover, the Brexit referendum also changes the overall scenario of the business in the UK. 



[bookmark: _Toc33667129]Business Case 
1.3 [bookmark: _Toc33667130]Benefits to the Tesco Company 
	The business case examined in this project is very beneficial for the Tesco company as this consultancy project is developed to examine the marketing issues of the Tesco company. The main benefit of this consultancy project for the Tesco company is that it provides detail information about the issues related to marketing and branding strategies. It also examines the market objectivity of CEO Dave Lewis which facilitates the company to implement marketing sustainability. 
1.4 [bookmark: _Toc33667131]Literature Review 
	According to (Srinivasan & Srivastava, 2010) the development of the retail industry is based on the implication of marketing strategies in the “highly competitive business environment”. As the competition increases, the customer has several choices for groceries. That is why a valuable strategy of marketing and branding provides strength to the company in a “competitive business environment”. 
	(Shenoy, et al., 2012) indicate that marketing issues are very complicated for the supermarket business. The main reason for the increase in the development of these issues is the increase in the number of supermarkets and choices for the customers. Moreover, consumer purchase behavior is also based on the marketing strategies developed by the companies. 
	The online strategy for the supermarket business is very important. Most companies have a strong focus on the implications of digital marketing to capture the interest of a large number of the customer (Rishi & Singh, 2013). In this view (Shenoy, et al., 2012) examine the importance of the digital market for the retail business. The implication of e-commerce also provides valuable strength of the retail grocery business. 
	In accordance with this business case, the main issue highlighted in this consultancy project is the marketing issues in Tesco. According to (Haddock-Millar & Rigby, 2015) the Tesco company is facing several issues that lead to the effect of the financial performance of the organization. The main issues of Tesco are related to the development of the business strategy that effects the marketing functions of the company. It is also observed that Tesco is facing issues related to market potion and profitability. As the customers are facing several problems with Tesco company it leads to affect the overall sales of the recent company. The financial problem of Tesco is also declined in the last four years. (Mysarah & Nasir, 2013) also, highlight the prevailing marketing issues faced by the Tesco company. Although Tesco is keen to engage with sustainable marketing programs in order to increase its competitive advantage but still the organization is facing marketing and branding issues. That is why it is essential to implement new innovation and ideas for the development of the market position. 
1.5 [bookmark: _Toc33667132]Potential Risk/ Limitations 
	Although the development of the project is based on the implication of the research ethic principles which includes “Minimising the risk of harm, Obtaining informed consent. Protecting anonymity and confidentiality, avoiding deceptive practices, Providing the right to withdraw”. The implication of this |research ethics| facilitates ethical research and control potential risks. 
Moreover, some of the important limitations are associated with the completion of this consultancy project. First of all, the information which demonstrates the issue of the company is hardly available on the internet sources that is why it is considered a potential limitation for the research. 
[bookmark: _Toc33667133]Research Methodology 
1.6 [bookmark: _Toc33667134]Research Design 
	The design of this consultancy project is based on the “Qualitative Research Method” in which the secondary data sources are used to gather information about the problem under investigation (Thorne, 2000). As the information collected is also qualitative that is why the thematic approach is used to investigate the problem (Curry, et al., 2009). 
1.7 [bookmark: _Toc33667135]Data Collection Procedure
	In order to use the “Secondary information” first of all the main focus is one of the in-depth literature reviews of the acidic source. It facilitates the researcher to analyze the preceding marketing and branding strategies used by the companies. Moreover, the annual reports of the Tesco are considered as the main source of information to determine the marketing strategies. Moreover, the information from the news and articles about the marketing problem faced by the Tesco is also a very effective source of secondary information in this research study. 

1.8 [bookmark: _Toc33667136]Research Philosophy 
	In this consultancy project, the research philosophy is based on “Positivist Philosophy” because it facilitates examining the problem based on real-world knowledge. It allows the researcher to indicate the most important aspect of the problem in detail. 



1.9 [bookmark: _Toc33667137]Research Approach 
	The approach of research used in this “Consultancy Project” is based on the “Deductive Research Method”. The main reason for using this research approach is that this investigation is based on certain aims and objectives which are pre-defined. The data collected in this study is subjected to achieve the aims. That is why this research approach is very appropriate. 
[bookmark: _Toc33667138]Project Plan 
	The project plan for this consultancy project is developed by using the Gantt Chart. Gantt illustrates all the project schedules on the basis of which the project will be commenced. 
	
	Important Dates

	Activity
	
	
	
	

	
	 Week1
	 Week2
	 Week3
	 Week4

	Problem Identification 
	
	
	
	

	Literature Review 
	 
	 
	 
	 

	Research Objective
	 
	 
	 
	 

	Research Methodology 
	 
	 
	 
	 

	Research Strategy 
	 
	 
	 
	 

	Collection of Secondary Information 
	 
	 
	 
	 

	Data Analysis 
	 
	 
	 
	 

	Conclusion and Recommendation
	 
	 
	 
	 

	Submit to Supervisor and Await Feedback
	 
	 
	 
	 

	Final Submit  
	 
	 
	 
	 

	KEY DATES
	 
	 
	 
	 


	
1.10 [bookmark: _Toc33667139]Project Controls 
There are some of the important project controls are used in order to make the consultancy project more effective. First of all, all the data will be gathered from the secondary source in order to increase the reliability of the information. Secondly, in order to analyze the project and make the discussion effective, the results will be compared with the existing literature. In the end, after providing the recommendations it will be observed that what are the changes have been governed in the organization. 
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