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[bookmark: _Toc165748144]Executive Summary
This report focuses on the challenges of plastic packaging environment faced by Tesco, and uses SOSTAC framework to conduct a marketing plan covering a 12-month period from September 2024 to August 2025. First, specific strategies are put forward through TOWS analysis. Subsequently, the specific objectives which follows SMART principle are established, aiming at significantly reducing the use of plastics and food waste within one year, responding to the global environmental protection trend, and tapping the financial growth potential. On the strategic level, Tesco can adopt Ansoff's growth matrix and Porter's general strategy. Tactically, from seven aspects of marketing mix, it is suggested to introduce biodegradable packaging, implement demand-oriented pricing, optimize online and offline shopping experience, and use artificial intelligence to improve customer service. Furthermore, this report also put forward a clear action plan, implemented various initiatives in stages from September 2024 to August 2025, and set up key performance indicators to monitor the progress. Finally, this report puts forward recommendations for continuous improvement to ensure that Tesco can continuously improve its market competitiveness while coping with environmental challenges.






[bookmark: _Toc165748145]1. Introduction
Under the background of increasing awareness of global environmental protection, the supermarket chain industry is facing unprecedented transformation pressure, especially in plastic packaging and food waste. Tesco, as one of the leading supermarket chains in Britain, needs to shoulder the social responsibility of promoting sustainable development. This report aims to customize a forward-looking marketing plan for Tesco, aiming at coping with the environmental challenges of plastic packaging through targeted strategies, and at the same time enhancing its market competitiveness and brand image. This plan is based on SOSTAC, including situation analysis, objectivity, strategy, tactics, action, control, to ensure that the whole process from status analysis to strategy implementation to effect monitoring is scientific and rigorous. SMART principle is used to set specific and measurable goals to ensure the efficiency and effectiveness of marketing activities. This report discusses the situation, clear marketing objectives, comprehensive strategic deployment, detailed tactical implementation, specific action plan and control feedback mechanism faced by Tesco.
[bookmark: _Toc165748146]2. Main findings
Based on SOSTAC framework (Krisbiantoro, 2023), analysis on the marketing plan are as follows.
[bookmark: _Toc165748147]2.1 Situation analysis
Based on TOWS analysis, this paper will put forward specific strategies for the use of plastics in view of the environmental challenges of plastic packaging and food waste. TWOS analysis combines internal and external forces to come up with productive ideas of how to best use the information (Gottfried et al., 2018).
SO strategy combines strengths and opportunities. Tesco's high brand awareness and active actions in the field of sustainable development are its two major advantages. In the United Kingdom, the sector dedicated to ethical and sustainable products witnessed a market valuation of £41 billion in 2019, marking a nearly quadrupled growth over the span of two decades (World Economic Forum, 2021). Combined with the external opportunity of consumers' increasing demand for environmental protection products, Tesco can make full use of these advantages and enhance its environmental leadership image in the market by strengthening the innovation and publicity of environmental protection packaging. For example, Tesco can introduce degradable or recycled packaging solutions to enhance consumers' brand loyalty. 
WO strategy combines weaknesses and opportunities. Tesco's lag in sales and service innovation is a major disadvantage, while the market's pursuit of personalized and environmentally friendly shopping experience constitutes an external opportunity (Adrita, 2020). In order to meet this challenge, Tesco can invest in digital technology innovation, especially big data and artificial intelligence technology, in order to recommend environmentally-friendly packaged goods individually.
WT strategy combines weaknesses and threats. The rigidity of Tesco's internal structure and the obstacles to rapid market response, combined with external threats from the tightening of policies and regulations, constitute the focus of WT strategy. In this regard, Tesco should accelerate internal reforms, simplify decision-making processes, and ensure a faster response to changes in environmental protection policies. At the same time, Tesco can accelerate the integration of online and offline, and provide more options of no packaging or less packaging through online platforms.
ST strategy combines strengths and threats. Tesco can use mature supply chain management and brand reputation to deal with the threat of environmental protection packaging innovation and stricter policies and regulations from competitors. Besides, Tesco can work closely with suppliers to jointly develop environmentally-friendly packaging materials, and at the same time use the scale advantage of its supply chain to promote the transformation of the industry to sustainable packaging.
[bookmark: _Toc165748148]2.2 Objectives
[bookmark: _Toc165748149]2.2.1 Definition and application of SMART goal
Objectives should follow the SMART principle, that is, specific, measurable, attainable, relevant and time-bound (Ogbeiwi, 2017). One is specific. In the next 12 months, Tesco is committed to reducing the use of plastic packaging by 25% and reducing the food waste rate by 10%. These two specific targets directly address the environmental challenges identified in the audit, and are the key steps to realize the company's commitment of carbon neutrality in 2035 and net zero emission in 2050. 
The second is measurable. By installing an intelligent packaging management system to monitor the use of plastics and implementing a food inventory optimization system to track food waste, the goal progress can be quantified. For example, the specific tonnage of plastic packaging is tracked every month, and the kilograms of food waste are reduced through precise inventory control. 
The third is attainable. Considering that Tesco has successfully removed nearly 2.2 billion plastic products, it is feasible to achieve the goal by increasing investment in research and development of environmentally friendly packaging materials and optimizing supply chain management. 
The fourth is relevant. Reducing plastic and food waste not only responds to the global environmental trend, but also meets consumers' expectations for a sustainable shopping experience. 
The fifth is time-bound. The 12-month deadline has set a clear time frame for achieving the goal, prompting Tesco to take prompt and effective actions, while ensuring the flexibility of the strategy to adapt to the rapid changes in the market and technology.
[bookmark: _Toc165748150]2.2.2 Benefits of objectives on the Supermarket Chain
The justification for choosing this objective is not only to respond to the urgent global demand for environmental protection, but also to directly respond to the change of consumers' preference for sustainable lifestyle. According to existing research, 66% of global consumers are willing to pay higher prices for products with sustainable packaging (Boz et al., 2020). By reducing plastic packaging and food waste, Tesco can not only show its commitment to environmental protection, but also attract this group of consumers who are willing to pay for sustainability, thus achieving financial growth.
[bookmark: _Toc165748151]2.3 Strategy
[bookmark: _Toc165748152]2.3.1 Ansoff’s Growth Matrix
First of all, according to Ansoff's growth matrix, Tesco should take the path of combining product development with market development strategy. In today's fast-paced and dynamic business environment, enterprises are constantly seeking ways to expand and develop. Ansoff growth matrix is one of the basic tools for strategic planning and development (Gurcaylilar-Yenidogan, 2018). 60% of consumers express a desire for assistance in decreasing their plastic consumption (PN Staff, 2020). In view of consumers' strong demand for environmentally-friendly packaging and reducing food waste, Tesco should concentrate resources on developing new environmentally-friendly packaging materials, deepen the understanding of Tesco's sustainable development concept in the existing market, and enhance customer loyalty. Through product innovation, Tesco can not only meet the market demand for environmental protection products, but also further penetrate the market and consolidate its leading position in the field of sustainable development by educating consumers and enhancing the environmental image of its brand.
[bookmark: _Toc165748153]2.3.2 Porter’s Generic Strategies
Secondly, combined with Porter's generic strategies, Tesco can adopt differentiation strategy and cost leadership strategy (Islami et al., 2020). The data shows that 57% of consumers acknowledge that their view of a brand is shaped by the environmental sustainability efforts the brand undertakes (Frame et al., 2022). In the environmental protection actions to reduce plastic packaging and food waste, Tesco needs to show its uniqueness and innovation, and achieve differentiation by providing an environmentally-friendly shopping experience that is difficult to replicate in the market. At the same time, Tesco can reduce costs by optimizing the supply chain and improving operational efficiency, ensure the competitive price of environmental protection products, and maintain the cost leading edge.
[bookmark: _Toc165748154]2.3.3 Segmentation, targeting and positioning strategy
In terms of market segmentation, Tesco should target young families and middle-class consumers who are highly aware of environmental protection and are willing to pay extra for sustainable products. Through targeting strategy, Tesco can design targeted marketing information and products, such as launching a series of "zero waste" products to attract and target this group of customers who attach importance to environmental protection.
In positioning strategy, Tesco should clearly establish the image of "green supermarket leader" and emphasize its leading position in reducing plastic packaging and food waste. Through public relations activities, social media communication and in-store publicity, this brand positioning is constantly strengthened, so that consumers will think of Tesco first when they mention sustainable shopping.
[bookmark: _Toc165748155]2.4 Tactics
Based on marketing mix, tactics can be analyzed from the perspective of product, price, place, promotion, people, process and physical evidence (Matura, 2018).
[bookmark: _Toc165748156]2.4.1 Product
In view of consumers' increasing attention to environmental protection, Tesco can develop more packaging with biodegradable materials. Data shows that 67% of consumers is willing to pay more for sustainable products or services (Trivium Packaging, 2021), which confirms the existence of market demand.
[bookmark: _Toc165748157]2.4.2 Price
By using demand-oriented pricing strategies, Tesco can price products that are environmentally friendly and reduce food waste. Existing research shows that more than half of consumers are willing to pay a premium of 5% to 10% for sustainable products (Kucher et al., 2019). Therefore, Tesco can adopt demand-based pricing (Larson, 2019). Specifically, Tesco can appropriately raise the price of such environmentally-friendly products to meet consumers' willingness to pay, and at the same time express the environmental added value of the products.
[bookmark: _Toc165748158]2.4.3 Place
Tesco can continue to optimize the layout of offline stores, and at the same time vigorously develop online channels and launch an upgraded version of Tesco APP to enhance the user experience. Research shows that online grocery sales in the UK increased by 90% in 2020 (Hood et al., 2020), indicating that online channels are the key point of growth.
[bookmark: _Toc165748159]2.4.4 Promotion
Tesco can adopt personal selling and advertising. In terms of personal selling (Paesbrugghe et al., 2018), Tesco can train front-line salespeople to become environmental ambassadors. When they interact directly with customers, they can pass on environmental knowledge and Tesco's green concept. In terms of advertising strategy, Tesco can increase its advertising efforts on TV, radio, online video platforms and social media. Existing research shows that the affinity of individual sales helps to increase consumers’ brand loyalty (Joseph, 2020).
[bookmark: _Toc165748160]2.4.5 People
Tesco can train employees on environmental protection knowledge and encourage them to become disseminators of environmental protection concepts. At the same time, Tesco can use artificial intelligence technology to improve the quality of customer service. Research shows that companies that adopt AI customer service system improve customer satisfaction by 20% on average (Song et al., 2022).
[bookmark: _Toc165748161]2.4.6 Process
Tesco can optimize the supply chain and use big data to optimize inventory management and reduce food waste. Data shows that supply chain optimization can reduce operating costs by as much as 25% (Lierow et al., 2017).
[bookmark: _Toc165748162]2.4.7 Physical evidence
Tesco can transform some stores, add environmental protection materials exhibition area and food waste education corner, so that customers can intuitively feel Tesco's environmental protection efforts. Research emphasizes that the experience of the physical environment has a significant impact on the brand image (CHO et al., 2020).
[bookmark: _Toc165748163]2.5 Actions
According to the Gantt chart, the actions from September 2024 to August 2025 are shown in Figure 1 (Sharon, 2017). First of all, from September 2024 to October 2024, in view of the primary strategic direction of environmental protection packaging and reducing food waste, Tesco will set up a special team to promote the research and development and procurement of environmental protection packaging materials. Secondly, from November 2024, Tesco will launch a "Green Life" marketing campaign for one month to enhance its brand image through social media, TV advertisements and in-store publicity. At the same time, the technical department will introduce big data and artificial intelligence technology to improve the ability of personalized recommendation. This work is expected to start in January 2025 and be completed in February 2025. In view of the internal structural adjustment, the human resources department will start in March 2025 and end in April 2025. This stage will include the formulation and implementation of employee training plans to ensure that employees master the latest environmental protection policies. From June to August 2025, Tesco will implement a monitoring and evaluation mechanism.
[image: ]
Figure 1 Gantt Chart
[bookmark: _Toc165748164]2.6 Control
Key performance indicators (KPIs) help to ensure that marketing activities are closely linked with strategic objectives (Hristov, 2019). The first is the adoption rate of environmental protection packaging. Tesco can measure the proportion of environmentally-friendly packaging in the goods it sells every month, with the goal of increasing by at least 20% within one year, which will directly reflect Tesco's efforts and achievements in reducing the use of plastics. The second is consumer satisfaction and environmental awareness. Tesco can monitor customers' acceptance of Tesco's environmental protection measures and its positive impact on brand image through regular customer satisfaction surveys once every three months. The goal is to enhance environmental awareness by at least 10% and enhance customer loyalty. The third KPI is the replacement rate of environmental protection packaging. Tesco can evaluate the use ratio of environmentally friendly packaging every quarter. The goal is that by August 2025, the proportion of environmental protection packaging will reach 40% of the total packaging materials, which requires continuous tracking of the introduction and application of new environmental protection materials.
In order to continuously improve, Tesco should establish a feedback loop mechanism, and take the results of each evaluation as the input for the next round of marketing plan formulation, forming a closed-loop management (Mishra, 2023). Through continuous optimization and innovation, Tesco can not only effectively cope with the environmental challenges of plastic packaging, but also enhance its brand image in the process and ultimately enhance its competitiveness in the market.
[bookmark: _Toc165748165]3. Recommendations
In order to ensure that the marketing plan can continuously support Tesco's improvement in reducing plastic packaging and food waste, and constantly adapt to market changes, the following are recommendations for improvement. First, Tesco can strengthen social responsibility and brand image building. Specifically, Tesco should actively participate in environmental public welfare activities, such as beach cleaning and environmental education projects, to show corporate social responsibility. Through media reports and social influence activities, Tesco can spread its efforts and achievements in reducing plastic pollution and food waste, shape a positive brand image and attract more consumers who pay attention to sustainability.
Secondly, Tesco needs to strengthen employee training and customer education. Employees are the front line to convey the concept of environmental protection (Tuan, 2018). Tesco should continuously improve employees' environmental awareness and professional knowledge, and hold regular training courses covering the latest environmental protection policies, packaging materials knowledge and customer communication skills.
Finally, Tesco can optimize the supply chain process. The wide application of environmental protection packaging depends on the close cooperation between upstream and downstream of the supply chain (Ding et al., 2016). Tesco should deepen its partnership with suppliers to jointly promote the cost reduction and supply stability of environmentally friendly packaging materials.
[bookmark: _Toc165748166]4. Conclusions
In a word, this report provides a set of comprehensive strategies for Tesco to deal with the environmental challenges of plastic packaging through a detailed SOSTAC analysis framework. The report defines the strategic direction of Tesco's use of internal and external conditions, sets specific and measurable SMART objectives, designs an all-round tactical layout covering product innovation, price strategy, channel optimization, strong promotion, personnel training, process improvement and environment creation, and plans detailed action plans and strict control mechanisms. Through these efforts, Tesco can not only significantly reduce the use of plastics and food waste, but also effectively enhance its brand image and ultimately enhance its competitive position in the market.
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