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Introduction
The critical analysis and evaluation have been conducted with the purpose of exploring the range of marketing functions followed by Tesco in the UK retail industry and the way the marketing functions have created value for the customers. The analysis also has been conducted with the purpose of identifying the stakeholders presented in the organisation and the impact of the stakeholders on the marketing activity of the organisation. The discussion essentially has addressed the way the impact that the marketing functions have created on the ends of the customers. Moreover, with the application of theoretical knowledge and industry examples, the discussion has also evaluated the marketing functions and activities of Tesco and offered recommendations regarding them. There are several customer needs that require appropriate marketing functions for a company like Tesco to ensure that it is not only meeting the needs of the customers but also ensuring the growth and development of the organisation.
[bookmark: _Toc127973997]Overview of the organization
Being a leading multinational retailer based in the UK, Tesco currently has more than 345,000 colleagues within the organisation and has been serving customers every day with healthy, affordable, and sustainable food (Tescoplc.com, 2021). The service and product offerings of Tesco have helped the customers live a better quality of life and an easier way of life. The primary mission statement of Tesco essentially indicates, "We make what makes us better together." Based on this mission, the retail firm has been improving the health of the nation, maintaining its product and service quality, and improving lives. In 2022, the overall revenue that Tesco has generated indicates $84.139B, which has increased by 12.15% from 2021.
[image: ]
Figure 1: Growth of Tesco
(Source: Emma, 2022)
Based on the impact of Covid-19 pandemic, the organisation has lost about 0.9% from its market share but eventually has gained the growth after the end of the pandemic (Emma, 2022). Based on the application of the growth strategy, which indicates the significance of making the customer's life better, the firm has been selling several types of products, such as food and non-food products, home and entertainment products, health and beauty products, household, and electronic products, etc.
[bookmark: _Toc127973998]Marketing functions followed in the organization.
The marketing functions followed by Tesco in the UK retail industry essentially indicate engaging with the nation every single day and connecting with customers through social media platforms, TV, newspapers, and also through its 3,500 stores worldwide (Tesco-careers.com, 2022). The organisation also has an effective marketing communication team, which is known for its creativity and planning expertise. The whole marketing team is dedicated to understanding the needs of the customers and encouraging them to shop at Tesco as often as possible. Still, the marketing functions of the organisation are possible to understand through the application of the Marketing Mix model here. The primary purpose of marketing mix essentially indicates the way organisations determine their approach to ensuring the presence of a product or service in the market based on a particular price and availability (Ibrahim et al., 2017).
[image: ]
Figure 2: Marketing Mix
(Source: Ibrahim et al., 2017)
Product
The selling of products and services within Tesco essentially indicates the offering of a wide range of products to its customers, such as clothing, food, stationery, electronics, cosmetics, and financial services. Tesco is also known for selling its own brand of products, which its customers prefer the most in terms of maintaining greater value and loyalty with the organisation (Azan and Karimah, 2022). Some of the examples of its own brand-based products include Everyday Value, Tesco Lotus, and F&F clothes, which have high quality and are also low-priced. It is the quality of the product range which ensures the better marketing of the offering of Tesco.
Price
The determination of an effective pricing strategy is also essential when it comes to the purpose of conducting an effective marketing function for the business. Tesco is known for following an effective pricing strategy and also for the approach of opening new store formats when it is aiming to compete with the biggest retailers and emerging retailers that offer products at the lowest price (Moura, 2021). Cost leadership pricing strategy is the primary pricing approach that Tesco follows in order to ensure better marketing of its products. As a result, the approach of the strategy enables Tesco to sell the products at the lowest price without compromising the quality of the product or service altogether (Moura, 2021). Based on the application of the strategy, the organisation enjoys the economics of scale and a better connection with the suppliers because of the reduced price.
Place
In terms of ensuring better marketing of the business, placing the business in a prime location is also essential for Tesco. In this context, with the purpose of distributing the product and service, Tesco has taken the approach of operating a variety of stores, such as large supermarkets and small express stores (Rosnizam et al., 2020). The effective placement of the business is highly essential to ensure that it is meeting the needs of the customers and also achieving their satisfaction to ensure better growth for the organisation. Similarly, the organisation has also taken the primary approach of offering online services to customers living in the UK and in other areas (Rosnizam et al., 2020). The usage of two main channels of distribution essentially indicates online and offline, as well as the presence of almost 5000 offline stores. In terms of its online business, it is known as Tesco Direct which essentially signifies the approach of Tesco in using several delivery channels to reach its customers.
People
Based on the aim of reaching its customers through the development of an effective marketing approach, Tesco has also been using a recommended system developed for the customers to address their preferences and the service they are receiving from the business (Aiello et al., 2020). There are almost 345,000 people working in the organisation and the firm is also having a huge amount of investment made for the training and development purposes for the employees. The presence of competent customer assistants also means that they have the knowledge and skills to help customers with their purchase decisions and intentions. This also has enabled Tesco in serving almost 1.2 Million customers per week which essentially has increased 66.1% of its offline service and also 5% of its online service and product offering altogether.
Promotion
Expansion of the retail sector is prominent with the gaining of substantial knowledge of the market condition, which ensures the determination of effective marketing strategy and function (Krummel, 2022). Similarly, with the expansion of the business of Tesco, the firm is also known for using marketing and promotional strategies such as the creation of a strong brand image with its promotional activities. The firm is known for using newspapers, TV, magazines, billboards, social media, radio, and other outlets to ensure that the customers are obtaining the information that the firm is sharing. The marketing department developed at Tesco is also known for conducting product promotion through advertising, sales, direct marketing, public relations, online communication, and also through personal selling altogether (Krummel, 2022). Moreover, the offering of buy one get one free options, discounts, coupons, bonuses, and special offers—each of these promotional approaches enables the firm to maintain its marketing strength more prominently.
Process
The process followed by the organisation also ensures its better marketing function, where customers buying products from online stores get the product delivered to their doorstep or can also take it from the offline store (Tescoplc.com, 2021). The process of managing the marketing function at Tesco also indicates its approach of analysing marketing opportunities, determining marketing strategy, and then setting the marketing mix effectively. There are also self-service machines in the store, along with self-checkout booths for customers, to ensure hassle-free and quick service offerings to the customers.
Physical Evidence 
The physical evidence of Tesco essentially indicates the components that distinguish the brand from other products and organisations (Khanta and Srinuan, 2019). This essentially indicates the tangible representation of Tesco and the ability for the customers to access and use that evidence for the betterment of their service. In this context, the marketing function of Tesco indicates setting the offline and online store as attractive and efficient as possible for the customers to access the service and ensuring better purchases of products and services overall.
The development of marketing functions creates value for customers.
Based on the approach of identifying the marketing functions followed by Tesco, it is essential to address the way the marketing functions created value for the customers. In terms of the sharing economy, value creation is more dependent on the value creation activities considered by the customers and also by the firm itself (Dellaert, 2019). According to the household production theory, it is primarily the active role of the customers that ensures the better creation of value for themselves and also for their direct family circle. Similarly, in the marketing functions, where Tesco considers following a low-cost, high-quality pricing strategy, it creates value for the customers by ensuring the maintenance of their economic constraints (Dellaert, 2019). On the other hand, the value creation of Tesco indicates conducting active communication with the customers and also the usage of a variety of channels, such as media, in-store advertising, and direct email, to ensure that the customers are valued and considered in the organisation. Value gets created by one party and delivered to others (Zhang et al., 2015). The marketing functions of Tesco have been developed in a manner that not only ensures the betterment of the service offering to the customers but also the maintenance of the value of the product among the customers as well.
[bookmark: _Toc127973999]Identification of Stakeholders in the Organization
It is essential for the management of Tesco to ensure that the stakeholders of the firm are the primary part of the organisation and are also valued and considered effectively (Awadari and Kanwal, 2019). In this way, the primary stakeholders presented in the organisation indicate the internal and external stakeholders. The internal stakeholders of Tesco include employees, the Tesco Board, and also the shareholders. As for the external stakeholders, this essentially indicates the customers, suppliers, and competitors. The employee base is developed with staff, managers, and leaders presented in different departments of the organization, whereas the Tesco Board is developed with the Chairman, CEO, financial officers, and non-executive directors (Tescoplc.com, 2021). The other major shareholders of Tesco also include BlackRock, Inc., Fidelity International, and many more. With the purpose of enhancing the value and presence of the stakeholders, Tesco ensures that it responds to the demand of the stakeholders by conducting healthier food sales. On the other hand, the firm serves millions of customers every week and also has a great number of suppliers that provide healthy and fresh food, raw materials, and sustainable products to the organisation (Tescoplc.com, 2021). Several competitors are also present, such as Asda, Aldi, Lidi, Sainsbury, and Morrisons, holding their competitive market positions in the retail industry.
[bookmark: _Toc127974000]Impact of the stakeholders on the marketing activity of the organisation
As it is the primary role of organisations such as Tesco to run the business with the collaboration of their customers, it also falls under their responsibility to achieve the positive impact of the stakeholders on the marketing activity of the business (Tescoplc.com, 2021). This essentially indicates the approach of the organisation in using several marketing channels to communicate with the different types of stakeholders (Troise and Camilleri, 2021). Moreover, with the creation of appropriate strategic objectives, the stakeholders of Tesco ensure that it is meeting the marketing needs through the usage of the experience, strategy, approach, and action offered by the stakeholders. As the customers of Tesco have the need to purchase healthy, fresh, and sustainable items, this enables Tesco to follow the needs and amend them through the achievement of quality products from the suppliers (Troise and Camilleri, 2021). The impact of the employees on the marketing activity also indicates the usage of their skills and abilities in using social media, digital advertising, and offline marketing approaches through innovation and creativity. Business managers also create a positive impact on the marketing activity by using exceptional options for spreading awareness and the message of the business related to the products and services in the competitive market (Ponzoa and Erdmann, 2021). Similarly, with the following marketing functions and activities of the competitors, Tesco also takes the primary approach of determining their target market, the best way of reaching them, setting price points, and the effort it wants to provide to reach the level of the competitors (Tescoplc.com, 2021). This has essentially enabled Tesco to achieve the positive impact caused by the stakeholders on the marketing activity altogether.
[bookmark: _Toc127974001]Impact of the marketing functions on customers’ needs
The potential positive impact of marketing functions on customer needs
The impact of marketing functions on customer needs presents the approach in order to improve the persuasive ability for managing sales and business relationships. In the context of the marketing process, the need of the consumer presents the desire to provide a functional utility offering. The approach of the marketing function presents a specific offering that leads to a specific benefit that helps the consumer manage the organisational operations effectively. The impact of marketing functions leads to an increase in business sales for Tesco, along with a direct impact on the revenue generated by the company (Mariani and Wamba, 2020). The impact of marketing functions in the company of Tesco presents the marketing of the business, which helps in increasing the overall sales for the company. The approach taken by marketing functions presents the potential opportunity to offer products and services to manage the challenges faced by customers in the market. Tesco in this context leads to the implementation of new technologies and solutions for achieving the potential benefits and contributions in order to solve the social and environmental challenges faced by the company. With the help of effective marketing management, the customer service of the company helps in providing information and advising the customers on effective products and services, along with serving the customers, handling complaints, and managing customer queries (Tien et al., 2021). The significant aim of Tesco in this context involves the creation of value-for-money products and services, along with marketing them to customers to gain commitment. The changes observed in the marketing management process due to the inclusion of customer needs present an approach of radical change, which impacts Tesco's ability to meet the development along with the installation of systems for the reduction of queues in stores. Thus, the inclusion of technology in marketing management helps in analysing the needs of customers and reducing waiting times. Thus this approach helps the company to provide quality products and services to the customers which in turn helps in gaining customer loyalty providing the significant benefit of competition in the prevailing global market.  The primary impact of the marketing functions on customers’ needs also indicates the influence of Tesco's approach on behaviour. As Tesco ensures active marketing of its new product and service offerings in the market, it ensures better customer attention gaining, decision-making, and eventually the development of value and importance towards the customers (Singh et al., 2021). The impact is also prominent with the reduction of customers' complaints, flexibility in finding products and services based on the customer service offerings, and also through the purchase of the product in a cost-effective manner. This eventually has ensured the firm in not only maintaining its competitive market position but also the satisfaction and commitment of the customer with the organisation altogether.
negative impacts imposed on the company due to marketing management
The negative impacts imposed on a company due to the inclusion of a marketing management function include the encouragement of excessive consumption and the production of consumer culture, which lead to major expenses for the company. Focusing the marketing management function over the needs of the customer presents the economic factor, which leads to influencing demand, costs, prices, and profits (Fonseca and Azevedo, 2020). The effective influential factor over the economy presents high unemployment levels along with the decrease in effective demand for the products which adversely impacts the demand of the customers to select the products and services offered by the company. In this context, it can be stated that the impact of governmental policies tends to impact the marketing power policies that help in the promotion of competition along with the prevention of excess pricing issues prevailing in the company of Tesco. Management of customer needs leads to excessive operational costs for Tesco (Keiningham et al., 2020).
[bookmark: _Toc127974002]Evaluation of the marketing activity based on theoretical underpinnings and industry examples
Promotion
In terms of promotion, Tesco is known for using social media platforms, digital marketing, and traditional marketing channels and activities. In this context, the application of the Push Versus Pull Theory of Promotion indicates offering a large volume of product to customers and taking a longer time to deliver the product (Katsikari et al., 2020). However, in terms of the promotional marketing activity of Tesco, the firm is known for using its sales force, trade promotion, and channel partners to promote and distribute the product to the final customers as quickly as possible to manage their satisfaction and loyalty (Tescoplc.com, 2021). The example of Amazon indicates the usage of both Push and Pull Theory to manage the marketing activity and also in making profit. In this way, the theory has justified the way the promotional marketing strategy of Tesco is effective in meeting the customers’ needs.
Selling and managing products and services
The application of the AIDA theory indicates the incident that has occurred based on the interaction of the customers through marketing and advertising in which both the customer and organisation are involved (Chitakunye and Dhakal, 2022). AIDA stands for attention, interest, desire, and action. Based on the following theory, Tesco ensures gaining the attention of the customers through the use of social media marketing and traditional marketing functions related to the quality and reliability of its products and services (Singh et al., 2021). Then, by understanding their interest through conducting online and offline communication, knowing the desire and using IOT to determine marketing action for the product and service offering gets determined by the organisation (Singh et al., 2021). Management of the product also occurs with the development of effective relationships with the suppliers and through forecasting the needs of the customers in order to ensure the marketing of the product according to their AIDA category.
Pricing
Understanding the fuzzy theory of marketing or pricing products and services essentially indicates the degree to which the customer belongs to a certain segment or area for the target message of the business, which ensures better engagement of the customer with the organisation (Karimabadi et al., 2020). This is also similar for Tesco, as the organisation ensures setting the pricing strategy according to the needs, desires, emotions, and feelings of the customers. Thus, by using Cost Leadership pricing Strategy, the organisation ensures that it is reacting to that demographic that is belonging in the low-middle income area in the UK and also obtaining the low cost and high quality product and service from the organisation to ensure their better connection and commitment to the organisation (Singh et al., 2021). . Companies such as McDonald's, Primark, and IKEA are also known for using cost leadership strategies in their businesses. This also works as a primary marketing function or activity of Tesco, which ensures a better customer base for the business.
Supply and Distribution
Application of Resource-Based View theory indicates the development of competitive advantage within an organisation through the usage of its internal resources (Assensoh-Kodua, 2019). Similar to the theory, Tesco is also allocating its resources, such as products, materials, and equipment, according to the demand of the customers to ensure that they are supplying and distributing them effectively to meet the needs of those customers (Assensoh-Kodua, 2019). This eventually ensures meeting the demand of the customers and, eventually, the success of the marketing activity related to supply and distribution altogether. Based on the purpose of successfully attaining the marketing goals and customer needs through effective maintenance of the tangible resources, packaging, and production, as well as appropriate marketing, the resources ensure better management of the supply and distribution of the product among the customers, as well as the creation of a positive impact altogether.
[bookmark: _Toc127974003]Recommendation
Based on the analysis of the positive and negative impact of marketing functions on the needs of the customers, it is recommended that Tesco first consider improving its management functions, which will essentially be beneficial for its marketing activities. The recommendation also increases the consideration of customers' feedback in order to enhance the marketing strategy and also mitigate the challenge related to economic factors. The recommendation also indicates considering sustainability in the marketing function and ensuring the offering of value and loyalty regarding the needs of the customers. This essentially will be resolving the negative impact into positive one through the marketing functions.
[bookmark: _Toc127974004]Conclusion
In conclusion, based on the identification of knowledge related to the marketing functions used by Tesco, the analysis has been conducted with the use of the marketing mix. Moreover, the knowledge related to the stakeholders creating value for the business and their impact on the marketing activity, as well as their identification as internal and external stakeholders, has helped justify the knowledge. Lastly, with the application of theoretical knowledge and industry examples and understanding the impact of marketing functions on the needs of customers, the discussion has ended with a justified recommendation as well.
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