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Tesco will follow a methodical plan outlined in this strategic marketing plan to reach a 30% market share by August 2025. This plan outlines the main goals, strategies, tactics, and control measures that will direct Tesco's marketing initiatives. It does this by utilising the SOSTAC framework and SMART goal setting. Tesco wants to improve brand reputation, gain a competitive edge in the retail industry, and gain a deeper understanding of its customers through segmentation, targeting, and positioning (STP) strategies. Tesco can ensure success by continuously monitoring key performance indicators (KPIs) and implementing the 7Ps of the marketing mix. This allows Tesco to track progress and make data-driven decisions.
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[bookmark: _Toc166257624]1.0 Introduction
A marketing plan's objective is to lay out a methodical strategy for accomplishing marketing goals within a predetermined window of time. It acts as a road map for an organization's marketing initiatives, guaranteeing alignment with overarching business objectives and promoting efficient decision-making. Clarity, direction, and focus are provided by a well-developed marketing plan, which aids in resource allocation, growth opportunity identification, and marketing initiative success measurement for organisations. 
A popular framework for organising a marketing plan is SOSTAC. It stands for Action, Control, Strategy, Tactics, Objectives, and Situation Analysis. This framework offers a thorough framework for creating and carrying out marketing strategies, from assessing the state of the market to overseeing and managing plan implementation. (Smith, 2011)
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[bookmark: _Toc166257626]2.1 Situation Analysis
In the previous report offers a thorough examination of Tesco, a worldwide retailer of general merchandise and groceries with its headquarters located in the United Kingdom. The report assesses Tesco's internal and external environments, identifies key opportunities, and challenges, and provides strategic recommendations for the company's future growth and success using frameworks such as PESTEL, SWOT, Porter's Five Forces, and VRIO analysis.
According to the previous report, Tesco has many advantages over its competitors, including a well-known brand, a wide range of products, a vast distribution network, a strong online presence, and efficient supply chain management. On the other hand, the company's shortcomings include its reliance on the UK market, its small worldwide footprint, its unfavourable public image, and its heavy debt load. Potential growth avenues for Tesco encompass diversifying into emerging markets, harnessing the surge in e-commerce, leveraging health and wellness trends, and establishing strategic partnerships. Risks include supply chain disruptions, technological disruptions, growing competition, uncertainty in the economy, and regulatory risks.
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The figure above demonstrated Tesco have leading market share among most of the supermarkets in the UK. It had reached 30.9% in September 2012, and dropped to 27.6% in February 2024. The objective of this marketing plan will be increasing Tesco’s market share to 30% at least before August 2025, which is a SMART goal setting. The acronym SMART outlines the qualities of successful goals in a marketing strategy. It stands for Time-bound, Relevant, Specific, Measurable, Achievable, and Achievable. SMART goals make sure that marketing objectives are precise, measurable, achievable within a given time frame, and in line with organisational goals. (Boogaard, 2023)
Specific: Tesco's goals should be outlined in the objective with clarity. By the end of August 2025, raise Tesco's market share to 30%.
Measurable: For Tesco to monitor development and success, the goal needs to be measurable. Measurement: Tesco will use sales data analysis and quarterly market research reports to determine the market share percentage.
Achievable: Considering Tesco's assets, skills, and the state of the market, the goal ought to be reasonable and doable. To determine whether achieving a 30% market share within the allotted time frame is realistic, Tesco will evaluate its present market share, growth trends, competitive landscape, and available resources.
Relevant: The goal ought to be in line with Tesco's overarching business objectives and plans. Considering Tesco's prominent retail position, gaining market share is consistent with its strategic goal of preserving its market leadership and promoting long-term growth.
Time-bound: There ought to be a deadline for completing the goal. Tesco has set a clear deadline of August 20, 2025, for achieving a thirty percent market share and for conducting implementation and evaluation.
Achieving a 30% market share can benefit Tesco in several ways beyond just financial gain:
Enhanced Brand Reputation: Tesco's popularity and consumer trust are indicated by a substantial market share, which elevates its brand reputation and establishes it as the industry leader in the retail sector. Positive word-of-mouth and heightened customer loyalty may result from this, further enhancing Tesco's brand image.
Economies of Scale: Tesco can reduce its per-unit costs through bulk purchases, streamlined operations, and effective distribution by utilising economies of scale, which are made possible by a larger market share. Tesco and its clients may ultimately gain from higher profit margins and more competitive pricing because of this.
Enhanced Bargaining Power: Tesco can negotiate better terms, discounts, and incentives with suppliers thanks to its increased market share. Tesco may be better able to satisfy customer demand because of reduced costs, more readily available products, and improved supplier relations.
Impact on Society and Environment: Tesco, being the industry leader, can have a good impact on issues related to society and the environment. Tesco can enhance its reputation as a conscientious corporate citizen by promoting ethical sourcing and production, implementing sustainable practices, and supporting local communities. These actions will also help Tesco fulfil its social responsibility and environmental sustainability goals.
[bookmark: _Toc166257628]2.3 Strategy
Tesco can make effective use of segmentation, targeting, and positioning (STP) strategies to reach the goal of increasing market share to 30% by the end of August 2025. STP strategies assist companies in better understanding their clientele, focusing their marketing efforts on niche markets, and setting themselves apart from rivals in the industry. Businesses can improve customer satisfaction, increase sales, and gain a sustainable competitive advantage by putting segmentation, targeting, and positioning strategies into practice well. (Hanlon, 2024)


Segmentation: Tesco can divide up its market into distinct segments according to a range of criteria, including psychographics (lifestyle, values, and attitudes), behaviour (shopping habits, frequency of purchases), and demographics (age, gender, and income). Tesco, for instance, can pinpoint market niches like budget-conscious shoppers, young professionals, senior citizens, families with children, and health-conscious consumers. Tesco can better meet the specific needs of each group by customising its marketing offerings and efforts based on an understanding of the distinct needs, preferences, and behaviours of each segment.
Targeting: Following market segmentation, Tesco must identify the most desirable segments to target by considering variables including segment size, profitability, growth potential, and suitability for Tesco's resources and capabilities. Segments with the highest potential for growth and profitability and those that are in line with Tesco's strategic objectives can be given priority. Tesco might decide to effectively cater to families with children by providing a variety of family-friendly products, easy shopping options, and value-added services.
Positioning: Tesco must successfully position itself in the eyes of customers within each of its target segments after determining which ones to target. Tesco can set itself apart from rivals by emphasising its special selling point, advantages, and benefits that speak to the needs and tastes of the target markets. Tesco, for instance, can market itself as a one-stop shop that caters to the various needs of its target market by providing premium goods, reasonable costs, accessible locations, individualised services, and creative solutions. Tesco can also improve its positioning and foster a positive perception among target consumers by utilising its customer loyalty programmes, corporate social responsibility initiatives, and brand reputation.
[bookmark: _Toc166257629]2.4 Tactics
The marketing mix, also known as the 4Ps, is a basic idea in marketing that lists the essential elements of a marketing plan. The four components of the marketing mix are traditionally as follows: product, price, place, and promotion. But in modern marketing, the mix has been broadened to incorporate other components, giving rise to what is widely referred to as the extended marketing mix, or the 7Ps. People, Process, and Physical Evidence are these extra Ps. (Mailchimp, 2022)
Product: Tesco provides a large selection of goods, such as food, clothing, electronics, home goods, financial services, and more. Decisions are made about product mix, quality, packaging, innovation, and branding to accommodate a range of consumer preferences and needs. Tesco constantly launches new goods, exclusive ranges, and private label brands to stay competitive and meet shifting customer needs.
Price: Tesco uses aggressive pricing techniques to draw in price-conscious consumers while maintaining a profit. Pricing decisions are influenced by several variables, including the cost of the goods, the prices of competitors, consumer perception, and promotional goals. To cater to different customer segments, Tesco uses a variety of pricing strategies, such as price matching, loyalty programmes, promotions, and discounts.
Place: Tesco operates a vast physical retail network that includes express stores, supermarkets, hypermarkets, and convenience stores situated in strategic areas. Customers can shop anytime, anywhere with the added convenience of online channels like Tesco.com and mobile apps. To guarantee product availability and accessibility, Tesco carefully considers store locations, maximises store layout and design, and makes investments in effective distribution and logistics.
Promotion: Tesco communicates with customers and increases sales through a variety of promotional strategies. Advertising, digital marketing, social media, direct mail, in-store promotions, and loyalty programmes are examples of marketing communication channels. Tesco uses seasonal promotions, tailored communications, integrated marketing campaigns, and special offers to entice customers and foster brand loyalty.
People: Tesco makes training and development programme investments to guarantee that staff members provide exceptional customer service. Employees are taught how to effectively assist clients, make product recommendations, answer questions, and handle grievances. Tesco places a high importance on employee happiness and engagement since they are essential to providing excellent customer experiences.
Process: Tesco concentrates on optimising internal procedures to raise productivity and boost client happiness. Customers are intended to find checkout procedures, online ordering, delivery services, and return policies easy to use and convenient. Tesco constantly assesses and enhances its procedures to adapt to shifting consumer demands and industry developments.


Physical Evidence: Tesco places a strong emphasis on the value of providing customers with a comfortable and welcoming shopping environment. The entire shopping experience is influenced by store designs, signage, ambiance, lighting, and cleanliness. Tesco also guarantees the availability, quality, and freshness of its products—all of which are concrete manifestations of its dedication to achieving customer satisfaction.
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With the help of this Gantt chart, which shows Tesco's marketing initiatives and the timelines associated with them, tasks can be efficiently planned, coordinated, and monitored in order to meet the company's goal of gaining a 30% market share by August 2025.
Product expansion: Both the launch of new products and the growth of current product lines are part of this task. It starts in September 2024 and lasts all year to make sure that the products offered are varied.
Pricing Strategy Review: Tesco regularly evaluates its pricing policies to make sure they are profitable and competitive. Monthly reviews will take place between September and November of 2024.
Store Layout & Design Enhancement: Tesco works to improve the layout and aesthetics of its stores to improve the shopping experience. September 2024 is the start of this initiative, and it runs through December 2024.
Digital Marketing Campaign: Commencing in October 2024, Tesco initiates a comprehensive digital marketing campaign with the goals of boosting online visibility, engaging customers, and boosting sales.
Customer Service Training: Staff training programmes are offered from December 2024 to April 2025 with the goal of improving customer service skills and satisfaction.
Inventory Management Optimization: Tesco minimises stockouts and assures product availability by streamlining inventory management procedures. This project will begin in January 2025 and run all year long.
Promotional Events: Tesco hosts promotional events to draw clients and increase revenue. Monthly events are planned for January through August of 2025.
Market Analysis & Research: Year-round market research and analysis is carried out to obtain information, track consumer trends, and guide strategic choices.
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To assess Tesco's advancement towards reaching its target of obtaining a 30% market share by August 31, 2025, several key performance indicators (KPIs) can be measured on a regular basis. It is a quantifiable indicator of how well a business is accomplishing important goals. KPIs are used to assess an organization's performance or success in relation to its strategic objectives. They aid in measuring development over time and offer a clear picture of whether the company is on course to meet its goals. (Qlik, 2021)
Market Share: Calculate Tesco's proportionate share of the retail sector's overall market. Monthly in frequency.
Sales Revenue: Monitor the entire amount of money Tesco's sales efforts bring in. Monthly in frequency.
Customer Acquisition Rate: Keep an eye on how quickly Tesco is bringing on new clients. quarterly as a frequency.
Customer Retention Rate: Determine the proportion of clients Tesco has kept over a given time frame. quarterly as a frequency.
Foot Traffic: Keep tabs on how many people enter Tesco stores on foot. Daily in frequency.
Online Traffic and Conversion Rate: Track the quantity of people who visit Tesco's website or online platform and the proportion of those visitors who complete a purchase to keep an eye on online traffic and conversion rates. Weekly is the frequency.
Customer Satisfaction and Brand Perception: Regularly collect data through surveys or other evaluations to find out how satisfied customers are with Tesco's brand. Frequency: Twice a year.
Competitor Analysis: Analyse the market shares and achievements of the major rivals in the retail sector. quarterly as a frequency.
Promotional Effectiveness: Assess how sales and customer engagement are affected by promotional campaigns. Monthly in frequency.
Tesco's progress towards accomplishing the stated goal should be tracked through regular monitoring and evaluation of these KPIs. Tesco can stay on course to achieve its target market share by the end of August 2025 by modifying its strategies and tactics considering the insights obtained from analysing the KPIs.


[bookmark: _Toc166257632]3.0 Conclusions
In summary, Tesco functions within a fiercely competitive landscape that is marked by dynamic market conditions and evolving consumer tastes. Through the implementation of targeted strategies, the setting of SMART goals, and effective use of the marketing mix, Tesco can position itself for success and meet its August 2025 target of achieving a 30% market share. Tesco can effectively navigate challenges and seize opportunities while maintaining its leadership position in the retail industry by continuously monitoring and adapting its operations based on key performance indicators.









[bookmark: _Toc166257633]4.0 Recommendations
Diversify Revenue Streams: To lessen dependency on the UK market, diversify your product offerings and consider expanding into emerging markets.
Boost Online Presence: To take advantage of the expanding trend of online shopping, invest in digital capabilities and e-commerce platforms.
Boost Brand Reputation: To raise public opinion and build brand trust, concentrate on moral business conduct, community involvement, and open communication.
Optimise Operational Efficiency: To increase customer satisfaction and loyalty, streamline procedures, strengthen inventory control, and enhance customer service.
Promote Innovation: To keep ahead of the competition and satisfy changing customer demands, promote an innovative and creative culture.
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