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Tesco’s background
Tesco is a british grocery and general products retail chain, which has its headquarters at the Tesco House in Chestnut, Hertfordshire. At present, it is United Kingdom’s largest supermarket. Tesco is the highest private sector employer in the United Kingdom (Tesco Annual Report, 2009). Tesco is one of the top retailers in the world; in 2009, it was recorded that it has over 320.000 employees all worldwide, as well as it has over 2320 stores. Tesco setted up branches in Asia (Malaysia, China, Taiwan, and other asian countries). It also widened its European market by venturing into Turkey and Czech Republic. Tesco has gone into the provision of non-food items and other range of services. Tesco is in partnership with Shell BP and other providers of fuel in the UK to bring this product close to its customers. By doing this, Tesco’s customers could buy fuel easily without going to other place, thereby reducing their logistic costs (U. Nwagbara, 2011).

The Marketing Concept
Marketing is seen as the task of finding and stimulating buyers for the firm's output. It involves product development, pricing, distribution, and communication; and in the more progressive firms, continuous attention to the changing needs of customers and the development of new products, with product modifications and services to meet these needs. In the sense that money must be collected, managed, and budgeted according to sound business principles, every entity must perform a financial function. Every organization must perform a production function, which entails figuring out the best way to arrange inputs to generate the organization's outputs.
The considered marketing areas are: marketing research, including any kinds of research related to the needs, the buyers, the competition as well as the application of the network; marketing strategy, including not only the classical strategic elements of marketing but the investment in the network, the establishment of the network position; marketing organisation, including the organisational and organising issues related to the marketing activities, the development and operation of marketing information system, the mobilisation of the contractor's network and organising the system of sales and finally operant marketing, including the offer and the related pricing, sales and tender negotiations, the classical communication activities, logistics with the supply of spare parts and the classical customer service activities (Mandják T., 1998).


	Marketing past, present and future
Marketing is as old as humanity itself. That is why we may have seen photographs of busy market stalls and merchants actively engaged in convincing communications in films set in ancient Greece or Rome. Of course, these traders' practices may not be classified as marketing, and they might seem to be very different from anyone booking airline tickets via a website.
The 4Ps model was criticised as a list of decision making variables on four further fronts. Firstly, the lack of any formal and precise specification of the properties or characteristics of the marketing mix elements that could be classified was seen as a major flaw (Waterschoot and Van Den Bulte 1992). Secondly, the lack of a clear conceptual framework suggested that the categories were not mutually exclusive (Grönroos 1994a).
Most markets have been saturated since the 1960s (the size of the market remains the same). As a result, there is now a lot of competition for consumers. As a result, the complexity of brand strategy has evolved into what we see in today's marketing department. Marketers are involved at a strategic level within an organization, so they advise on what should be made, where it should be sold, how much it should cost, and how it should be conveyed to customers. Marketers of today conduct business and customer analysis. They make an effort to comprehend customer needs (and future needs) and allocate appropriate organizational resources. Modern marketers are particularly interested in brands. They are also increasingly interested in ensuring that employees understand marketing, that everyone within the organisation involves themselves with marketing activities. Brands are of special interest to modern advertisers. They're also becoming more concerned with ensuring that workers understand marketing and that everybody in the company participates in marketing activities (M. J. Harker and J. Egan, 2006).
Looking back at Tesco, it is clear that the organisation adapted to the customers’ needs and came with marketing strategies that would help them develop. For example, Tesco created its own brand, built small centers and shops of Tesco in neighbourhoods. These small shops were meant to bring the essentials of each customer at “his feet”, placing them amang block, apartments, houses etc. Tesco also developed in other areas such as telekomunication, petrol and gas, clothes. Tesco claims that IT has played a key role in their success, by enabling fast response, increasing stock availability, improving collaborative planning, forecasting and replenishment and reducing costs. 
One of the main factors that Tesco has to put into consideration by being a leader on british market is to create what Armstrong (2009) calls sense of ‘‘ownership’’ among its employees so that they feel that they are part of the change process. This, as seen above, is a value and a strategy for the company and is good because it creates the sens of commitment for each individual.

Customers and stakeholders 
The company’s mission statement is inhered in ‘‘creating value for customers to earn their lifetime loyalty’’. This suggests that customers are to be respected and offered value for money. Excellent service that satisfies the customers and meets the strategic intentions of the organisation-is usually the result of careful design and delivery of a whole set of interrelated processes. Tesco considers that customers are at the very heart of their business and they believe that they should come first with the Competition Commission too. Tesco's team worked to streamline the customer's shopping scenario while maintaining the attributes that customers value: getting the quality, the assortment, and the prices they want. Early customers of Tesco can find the products via Internet they couldn’t find in their local store. This would save the searching time and efforts for them. For the people who are familiar with the home shopping over the Internet and the single professional, a £5 delivery fee is well worth the time savings if not shopping themselves (Y. Ma & J. Ding, 2010).
Tesco’s leadership and management values are identified in the following assets:
· The main factor that sets Tesco’s leadership and management apart is its values  that rule around customer satisfaction and partnership. Customers are seen as an extension of the corporate image of Tesco. This factor is sustained by existing communication betweend customers and their problems and Tesco’s management, the ability to egotiate with people in search of solutions, effective conflict resolution and solving problems in a fast and peaceful way among staff and customers, and a positive attitude when dealing with complains or reclamations. 
· Another asset of Tesco’s leadership is its ability to make what the company describes as ‘‘developing their staff’’ for leadership positions. By doing this, Tesco means that all its emplyees can grow professional in the organisation. Tesco does not use  vertical leadership structure, rather believes in flat management structure that empowers everybody.[footnoteRef:1] [1:  Inspired from e-Journal of Organizational Learning and Leadership] 

These values of Tesco determine that it has a management style that is close to both customers and employees. Firstly, it is important how leaders and employees act and what they do so everyone part of the stuff has the opportunity to come up with ideas or to solve problems. Also, Tesco is focused on having low prices of products, but these products are not cheap in quality and this makes customers loyal (Y. Xie, 2013). Tesco launched Tesco Clubcard for its customers, a card with which customers are able to save money when using this card. 
Tesco has both internal and external stakeholders. Employees, administrators, the board of directors and executive committee, and shareholders are Tesco's primary internal stakeholders. Employees, like every other company, are critical to Tesco's success, as are managers. Tesco has 450,000 ‘colleagues' worldwide as of August 2019. It prioritizes human capital in everything it does. The chairman, chief executive, chief financial officer, and a number of non-executive directors make up the Tesco Board. Shareholders are also very important stakeholders in Tesco. They are very influential and highly important for the business. Customers, vendors, creditors, rivals, pressure groups, local communities, and the government are among Tesco's most important external stakeholders. Every week, Tesco serves millions of customers. Tesco collaborates with thousands of manufacturers and producers to provide consumers with high-quality, nutritious, and sustainable goods.



Marketing strategy and planning
The marketing function can be thought of as one that regulates the flow of resources across the organizational boundary. The strategic marketing planning process can be defined as the process of planning for a set of determinations that guides or directs the managers of an organisation to reach their desired long-term market position within a certain target market (Boyd and Walker, 1990). 
The strategic marketing planning consists of the following activities:
[image: ]
Fig. 1: The strategic marketing planning process
Source: Whalley A. “Strategic Marketing”

First step means that there is a specific research needed for organisations, for instance political, about economic factors, entry and exit barriers, degree of concentration, market power and about the market situation. The SWOT analysis provides an overall overview of the strengths, weaknesses, opportunities and threats of the firm and its enviroment. Before realistic marketing objectives can be set, market and product sales forecasts have to be made. The setting forecast with any degree of realism and accuracy is one of the most difficult tasks in business. It requires the ability to mentally juggle a variety of data whilst remainig frank about the business or product. The forecasts of the market and sales will be the guidelines to determine the objectives and the marketing strategy. After the objectives have been set, the organisation should determine their target market. The last step of the strategic marketing process is the formulation of a strategic marketing plan and budget for each target market. Marketing tactics will be developed besides the action programmes, detailing what are to be done, when, by whom, at what cost and over what period of time (Whalley A., 2000).

TESCO’s  SWOT:

A. Strengths: 
Innovation
Adapting  to changes 
Dominant on English market
Stability
Focused on customers’ needs
B. Weaknesses
Quality of some products which were defamed public
Leak of products in the pandemic situation
C. Opportunities 
Small stores around  the corner and online stores during  pandemic
Develop the IT team 
D. Threats
Brexit 
Relationship with EU suppliers
Covid19
Competition,  mostly in online store 


Macro and micro environment
While a marketing orientation implies that a firm should focus on its customers, an entrepreneurial orientation suggests that organizations must constantly seek to exploit the dynamics of their macroenvironment and task environments. Thus, an entrepreneurial orientation provides an excellent basis for the appropriate strategic response to organizational crises caused by environmental turbulence (M. Miles & D. Arnold, 1991).
	The macro environment consists of broad conditions that exist in the economy as a whole, rather than in a particular sector. The number of possible strategic variables in the general environment is enormous. Various authors, such as Fifield and Gilligan (2000) and Henry (2010), have listed variables in different ways, the most notable being PEST framework of the macroenvironment which is an acronym for political/legal, economic, sociocultural and technological variables. Generally, strategic planners consider these variables as part of the environmental scanning to better understand the threats and opportunities created by those factors and how strategic plans need to be adjusted so that firms or sectors can obtain and retain competitive advantage. The macroenvironment in which a firm or sector operates can and will influence its performance, and it will depend on how much of the sector's businesses are dependent on the health of the overall economy (N. Itani, 2014).









Tesco PESTLE Analysis:

	Political
	Economic
	Social
	Technological
	Legal
	Environmental

	Various requirements must be followed by the company to ensure product compliance and protection.
	different taxation policies
	Social distance needs to be assured
	Online Shopping and online stores
	Taxes raise because of Brexit and prices for products  too
	Tesco promotes recycling 

	In all of the countries where it operates, political conditions are shifting.
	Covid19 influencing online stores
	People buy more on the go
	Promoting on social media
	The media has been following Tesco because of a fraud case.
	The corporation is attempting to contribute to a more environmentally friendly future.

	Brexit
	Low prices for loyal customers
	Preferences for certain types of products
	pair-up with Amazon Go
	
	

	China’s problems with US
	
	Covid19 generating unemployment
	
	
	

	Changing taxes policies
	
	
	
	
	




Marketing information and research
Knowledge on consumers and rivals has a huge impact on marketing, according to both entrepreneurship and marketing literature. There is a need to continuously gather information on customer needs and competitor capabilities in order to deliver consistently high-quality products and services as well as to create superior customer value (Keh, 2006). While information acquisition is obviously important, any information acquired by entrepreneurs bears little impact on firm performance unless it is put to good use in decision-making. Although gathering information is obviously valuable, it has little effect on business results unless it is put to good use in decision-making by entrepreneurs.
As mentioned in “Customers and stakeholders” chapter, Tesco believes that customers and the company’s  relationship with them is very important and  is the key in order for their business to be a real success. Tesco puts a lot of effort to understand  their customers’ needs and values so they try to keep up with these. In its revival, the brand sees a critical need to concentrate on "the individual experience." Tesco's marketing team has come up with a slew of brilliant marketing ideas to go along with this strategy. Customization is central in the modern world of marketing, from deep discounts provided by email on birthdays to print campaigns delivered directly to the door.  Also, in the last year, Tesco engaged more and more on social media because their customers were there  and  it was the easiest way to discover them and to understand their needs. Not only does Tesco research and gathers information about market and customers, but they also try to prevent change in order to be able to adapt. 
Segmentation, targeting and positioning
Market segmentation is a marketing concept that refers to grouping prospective buyers into groups or segments that have similar needs and respond to marketing actions in a similar way. Because markets and market opportunity are greatly affected by worldwide environmental forces, marketing plays a leading role in designing and implementing strategic business plans. The concept of market segmentation arises from the recognition that consumers are different.
Tesco adopts a customized marketing which means they try to satisfy every potential and actual customers. This is why for them prices and quality of products are very important because no matter the social group or education of a person, everyone looks for the best product at the lowest price. Tesco activates in many domains, not only as a food supplier, so it is clear that he has many group targets, but if talking only about the supermarket, Tesco knows its position on the market and knows that if they want to continue being the leader, all customers have to be satisfied by their products and services. 

Branding
Competition is the main driver for a company to adopt brand management concepts. Consumers often choose fast resolution strategies stored in memory because they lack the incentive, ability, or opportunity to process all product knowledge to which they are exposed in a thoughtful or deliberative manner. 
Many of the supermarket giant's high-quality products were repackaged in higher-quality packaging, which was a major change. The business examined its sales and favorite goods. The system then calculated which products were suffering the most from market demand drops and which were doing fine. Tesco was able to create new packaging designs and promotional strategies for products in need of assistance using this knowledge. Many of these recent rebranding initiatives are based on associations with farms, ranches, and other elements that evoke images of home-grown environments. Given the brand's struggles, giving customers a more organic and locally sourced feel in products was a wise decision.
Tesco is a supplier that works with multiple brands, so it is not focusing on promoting other’s products. What Tesco is focusing on is promoting their own brand and promoting their company as a total of brands. The brain behind means that the organization wants people to see Tesco as a healthy store, as a big brand which would not create partnerships with suppliers that do not respect the law or the ingredients or the healthy measures. This is why Tesco promotes and invests in “healthy packaging” and in healthy products, bio vegetable and sustainable environment. The company is building an image in people’s heads, the image of the brand Tesco who cares for the Planet and for their customers’ health and future.


The Marketing Mix and 7 P’s
[image: ]
Fig. 2: The Elements of the marketing mix
Source: How to use the 7Ps Marketing Mix strategy model? (smartinsights.com) 
If one were to make a list of all the forces which managements weigh at one time or another when formulating their marketing mixes, it would be very long indeed, for the behavior of individuals and groups in all spheres of life have a bearing, first, on what goods and services are produced and consumed, and, second, on the procedures that may be employed in bringing about exchange of these goods and services. However, the important forces which bear on marketers, all arising from the behavior of individuals or groups, may readily be listed under four heads, namely the behavior of consumers, the trade, competitors, and government.
Tesco offers a wide range of goods, such as food, clothes, stationery, cosmetics, electronics, and financial services. It caters to any imaginable consumer need with its ever-expanding product lines. It offers items from well-known brands in almost every category. It also sells its own goods. Tesco's own brands include Everyday Value, Tesco Lotus, Tesco Value, and F&F Clothing. It's worth noting, however, that the number of product types available depends on the type of store customers visit. 
Tesco's price policy is cost leadership. As a result, the organization keeps its product and service prices as low as possible without sacrificing quality. Tesco benefits from economies of scale and partners with its vendors to improve the supply chain's efficiency and lower costs. Tesco's pricing policy is influenced by fierce competition from companies such as Aldi and Lidl in the UK market. 
Tesco uses two major distribution channels: online and offline. It has almost 7000 physical locations around the world. Tesco has six different types of offline stores, including Tesco Express, Tesco Extra, Tesco Metro, Tesco Compact, Tesco Homeplus, and Tesco Superstore. Tesco Direct is the name of the company's online division. This demonstrates how Tesco communicates with its customers through a variety of networks. 
Tesco has a solid brand value, which greatly aids its advertising efforts. The business communicates with its consumers via television, newspapers, and other forms of media. Tesco uses a variety of promotional methods in addition to advertisements. It also offers buy one, get one free deals on some of its goods, for example. It even has a loyalty card. Any time a Tesco Clubcard holder shops, they earn points that can be redeemed for discounts. They frequently receive personalized discounts and deals. 
A process is a set of actions carried out in order to accomplish a goal. Customers in Tesco's offline stores pick up their purchases and pay with customer service representatives. They can also make purchases using self-service devices.
Tesco employs over 420k employees. Tesco employs a large number of customer service representatives who are critical to the company's success. The company spends a lot of money and time on employee training and growth, so the workers are generally professional. Their employee incentive programs are also excellent. 
All visible symbols of an organization, such as furniture, aprons, menus, brochures, letterhead, business cards, reports, signs, and equipment, are included in the physical evidence or setting. Tesco has a fantastic logo that makes good use of color. Offline stores are simple to navigate, with all items clearly labeled, making it simple for consumers to find what they're looking for. Tesco's website is also very attractive and easy to use.
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