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Tesco is one of the famous leading supermarkets in the UK. The powerful position and popularity of Tesco have created an individual identity not only in the UK but in other countries. There are more than 12 branches of Tesco available in Asia and Europe. I am keen to know about the popularity of Tesco and I am interested to get information about their strategy of the marketing mix and the factors that attract so many customers. 
 Here will describe the marketing mix strategy of Tesco along with the structure of 4P. The 4P strategy covers four different factors that include Product, Promotion, Price and Place. Tesco has overshadowed the other supermarkets with their 4P theory. Before we start, let me write a short note on Tesco. Tesco had been founded by Jack Cohen in 1919. It was founded as a group of market shops in London but later it became the 3rd largest retailer with a 28.4% market share. Tesco has come with several different products such as food, clothing, electronics and many more. Now they opened their business in the online sector and made a trustworthy condition for the customers with a proper delivery system and other facilities. (Peeroo, Samy and Jones 2019)
Marketing Mix is a concept that includes the 4P theory. It is a detailed statement of product, price, promotion and place.  Marketing Mix is associated with several techniques for the improvement of the business organisation along with a specific target.  In the section on Product strategy, Tesco came with a variety of products that includes clothing and jewellery, health and beauty, entertainment and books and many more. Tesco has created an individual section for the individual product. Tesco Everyday Value is a subdivision of Tesco that has launched brightly priced and packaged food with no fats, colours and artificial flavours. (Utama, et al. 2022) Tesco Lotus is another branch of Tesco that provides sundry and food items. Tesco value began in 1993 and it is known for blue and white striped packaging. Tesco F&F is a famous fashion brand. It is also known as fast fashion. A bunch of clothing items have been included in this section. 
The theory of price and place strategy of Tesco 
The strategy of price is a cost leadership that aims to decrease the operational and purchase cost through a proper measurement of the Economy. The pricing strategy also includes a set of other measurements to pass the advantages of cost to the customers. Tesco has given a chance to the customer to gather points for every purchase and it will be converted into money this facility is known as the club card system. It is a good strategy for promoting the brands and products and also it is a fine way to reach more customers with loyalty and additional discounts. This bravo plan can manage to increase sales and reduce the price. 
Tesco has headquarters in England, Chestnut and Hertfordshire along with vast ranges of stores worldwide (Muli, 2019). The two main channels of distribution have been managed by Tesco for its service and product along with offline and online service. However, the impact of online sales has been increasing in comparison to offline sales over the last two years. According to the study materials of Tesco, all individuals are not very comfortable with the big shops like Tesco, so it has brought some small stores for every individual. Tesco has decreased its product lines and focused on the product of essentials. Tesco has been divided into four different parts such as Tesco superstore, Tesco metro, Tesco Extra and Tesco express. Tesco Metro is for metro cities and towns with 1000 sq ft areas. Tesco Extra is for general merchandise and groceries. Tesco express is a bunch of smaller stores for high margin products. Tesco superstore is for non-food items and groceries. 
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Tesco became the gold standard in terms of branding and advertisement. The low price facility is the main advantage of Tesco and it makes a difference from others. TV advertisements, propagative discounts and charitable events are the objects for the promotion and advertisement of Tesco. Tesco’s focus is based on the concept of Low price and it gives exciting offers to the customers such as half price, buy one get one free and many more (Peeroo, 2019). It has a way of promoting brands to the customers and the main aim is to create a good bond with the people along with a fulfilment of a specific target. The promotion in the social media platform improves the customer range in a good way. However, purchasing goods online is a bit cheaper than offline purchases and the online system cannot give more variety in the products in comparison to offline products. It becomes difficult to attract people to the online business if there is a lack of variety in a product. Tesco became a famous shopping station for their customers. Tesco applied different strategies for the growth of the business. It is one place for all the necessities and products. It has an aim to reach more customers with a strong gesture of trust and loyalty. The wide range of different branches is controlled through the efficiency of Tesco. Tesco invested in information technology for the improvement in sales and the advancement of the technology. Tesco has a group of data to create action for understanding the touchpoints, delivery tracking and streamlining operation (Foabeh and Achaleke, 2020). Tesco has helped to manage 42 million transactions per week with the vast associations of UK families. There is another group of Tesco that provides insurance, loans, credit cards and many more services to the customers. All these services belong to the customers of the UK. 
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Products and services provided by any organisation or company cannot appeal equally to a larger group population. As a diverse population has diverse needs and choices. Therefore business captivates consumers through market segmentation and targeting Now, what is market segmentation, suppose a company launches a product in a fitness category like a protein powder where its target audience will be gyms and fitness freaks. A foodie who indulges in junk eating would not be attracted to the protein powder (Luo 2021). Simply, segmentation is splitting the people into various groups accordingly to their similarities and dissimilarities. Segmentation falls under a few categories such as geographic, demographic, physiographic and behavioural. The British multinational company Tesco is the ninth greatest in the world considering its revenue strategies the market segmentation. Tesco as a general brand does its geographic segmentation through its total area and density of rural and urban populations. Age, gender, occupation, income, education, social status, and family size comes under geographic segmentation. Tesco targets all age groups of people without considering its gender which is inclusive to all. Lower and middle-income groups are mainly targeted by Tesco. Tesco targets mainly high school students with technical and bachelors. Psychographics is divided into two categories lifestyle and personality. Traditional and modern lifestyles are considered for launching new products. The personality of a person who is easy-going or rigid is also looked after. Customers' behaviour towards a particular product plays an important role. Customers are regular or occasional visitors to the store, sceptical and budget-oriented and users of a variety of products are considered in segmentation. Segmentation is conceptually differentiable and responds separately to the marketing mix. Global economic and financial factors influence the consumer behaviours toward purchasing products restricting consumers to spend (De Villiers, Tipgomut and Franklin, 2020). Tesco addresses buyer behaviours through unified marketing correspondence and cost-effectiveness. Successful marketing programmes are created for alluring customers. The most common slogan used by Tesco is "Cheapest price every day" which fascinates customers exploring cheap products. When Tesco is unable to differentiate customers, be of service to as many customers they can through cheap products. 
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Targeting in STP analysis introduces to determine the correct segments to target and aim its marketing ventures. The objective of targeting is to explore each segment's business option and review the one that lines up with the company's goal. The main story behind the success of Tesco is that they learned from their mistakes and paid attention to their customer's demands. Tesco always gives priority to the local population it ensures a quality product and strategies the business policies. Mass marketing targeting strategy is used to neglect market segment dissimilarities and target the entire market with a single proposal and emphasises conventional requirements to consumer needs in place of what is contrasting. A mass marketing strategy is used by Tesco Extra Cheras (Banerji and Mishra,2018). Mainly customers visit Tesco for low priced and discounted products so Tesco does not distinguish among the customer categories. Tesco's main goal is to sell grocery products on a  higher scale. The main notion behind growing a business is to diversify it or specialise in a particular product or service. Fresh foods and groceries are daily essential for every income categories consumers so Tesco chooses diversification of different brands.  Tesco is incessantly scaling up the business to combat its competitors. Consequently,  Tesco needs to invest in new services and products, customers are the main stakeholders of Tesco because they are keenly interested in the business and their gestures influence the business. Tesco is a common household name and constantly expanding the business in areas where it has not previously entered.  To do so company comes out of their comfort zones to grow their business in other categories. Tesco's main aim is to optimise the profit and reduce the additional cost.    
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To target different customer groups Tesco uses a variety of market positioning programmes. 
Functional Positioning is connected with an expanded range and features of the utility of products and services. Tesco's finest range of products is sold through functional positioning. The foremost position of advertisement for specified customer groups is assisted by the quality of the products (Hari, and Reddy,2022). Expensive products are sold through functional positioning because additional costs can be achieved by the quality product which is not possible in the case of low priced products.
Symbolic Positioning is personalized and is established on customers' values, goals and expectations. Tesco uses this positioning in grocery and food products in connection to Fair Trade. Tesco uses symbolic positioning in correspondence to clothing products and in addition to that Tesco doesn't use cotton from countries where children are exploited as labourers. Tesco attracts limited customer groups analysing to an emotional and psychological extent. Fair Tide products are sold to customers for higher prices addressing the self-knowledge of customers as accountable buyers.
Price Positioning is used by Tesco for its brand products. Tesco targets customer groups who are more apprehensive about the price of a product in comparison to different aspects of the marketing mix. The product of Tesco 18.5 inches Widescreen HD LCD TV falls into this category.
Experiential Positioning as the name suggests involves the customer's rational incitation. To target customers for beauty and health products, Tesco uses experiential positioning.
Multi-segment positioning is a different type of positioning which is used to target various categories of customers with distinct products at the same time. Tesco uses the above-mentioned positioning to target customer groups that are extremely cost-conscious, Technik TV of Tesco comes in this category (Bolon et al.,2018). Tesco targets separate customer groups those who are willing to purchase a high-quality product with a higher range of price. Tesco uses several other positioning approaches like product class positioning, user positioning, competitor positioning and many more. This positioning falls under the five wide positioning strategies considered above.
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