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[bookmark: _Toc144310309]Introduction
This report aims to analyse Tesco's current marketing strategies in light of the opportunities and challenges in its external and internal environment. It will examine key drivers including demographics, technology, the economy, regulations, social trends and the competitive landscape. The analysis will also evaluate how marketing contributes to Tesco's customer-centric approach across various touchpoints like stores, online, mobile apps and Clubcard. Based on the analysis, the report will propose recommendations to enhance Tesco's marketing strategies and capabilities for sustainable competitive advantage going forward. As a leading retail brand in the UK, it is critical for Tesco to have marketing strategies that are agile, insight-driven and aligned to emerging consumer needs. 
[bookmark: _Toc144310310]Background of the company

Tesco is one of the largest retailers in the United Kingdom with a leading market share of over 27% as of 2022 (Global Data, 2022). It operates an extensive network of over 3,400 stores across multiple formats such as superstores, convenience stores, hypermarkets and Express outlets. Furthermore, Tesco's website and mobile app offer strong online retail options. Sainsbury's, Asda, and discounters like Aldi and Lidl have remained competitive in the UK retail landscape despite strong competition from the company. It is vital that Tesco's marketing team anticipates shifts in market, caters to diverse consumer segments, builds brand loyalty, and delivers seamless Omni channel experiences as a large consumer-facing company. The marketing function has to support key strategic priorities such as competing on value, expanding in the convenience format, personalization through Clubcard data, online growth and sustainability initiatives.

[bookmark: _Toc144310311]Environmental Marketing Analysis
[bookmark: _Toc144310312]Pestle Analysis of the company
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Figure 1: (Cuofano, 2021)

Political Factors
The UK retail market has undergone major changes in demographics and lifestyles over the past decade. Key trends like smaller household sizes, rise of single-person households, an aging population, increased participation of women in the workforce etc. have led to growing demand for more personalized and convenient shopping options (Farooq, 2019). Busy lifestyles have also meant that consumers seek faster solutions for routine shopping needs. Tesco needs to adapt its offerings and channels to suit these evolving demographics.

Economic Factors
As a result of the global financial crisis of 2008, the UK economy entered a prolonged period of recession. Despite the recovery of the economy since then, uncertainty surrounding Brexit dampened consumer confidence further. Cost of living crisis in 2022 has also reduced disposable incomes. All this necessitates Tesco to focus on value products and competitive pricing to retain increasingly cost-conscious customers. At the same time, the retailer needs to manage its own costs and supply chain efficiencies in the face of inflationary pressures.

Socio-cultural Factors
With greater focus on health and wellbeing, consumers seek fresher, organic and healthier options. There is also demand for greater transparency and locally sourced products. Tesco needs to cater to this through relevant assortment, sourcing and communication strategies. The evolving socio-cultural context provides an avenue for Tesco to differentiate itself from competitors (Cuofano, 2021).

Technological Factors
The retail sector has been disrupted by technology in a major way. Online shopping has grown rapidly as smartphones and internet penetration have increased. Retailers like Tesco have to focus on developing seamless experience through websites, apps, digital in-store experiences etc. Use of technology also enables advanced data analytics for personalized marketing and promotions. Adoption of automation, Internet of Things, machine learning etc. can improve efficiencies across the value chain.

Environmental Factors
In recent years, customers have become more environmentally conscious. They expect brands to have ethical and sustainable credentials in areas like reducing use of plastics, minimizing carbon footprint, supporting local producers etc. Tesco has to communicate its efforts in this area effectively to meet changing societal expectations. This also represents an opportunity to build brand image.

Legal Factors
The retail sector is subject to extensive regulations regarding marketing claims, product labelling, health and safety norms, data privacy etc. Tesco needs to ensure compliance on all these fronts across regions in which it operates. Recent examples include UK plastic packaging tax and GDPR in EU. Staying up-to-date with the changing regulatory landscape is critical for the retailer.


[bookmark: _Toc144310313]Porter Five Force model:- 

The Porter Five Forces help identify which external forces may impact the company in the market, which are as follows:
Threats from new entrants:
The company's brand loyalty with customers, strong market presence, and reputation in the UK market reduce the threat of new entrants for the company.
Bargaining Power of Suppliers:
Tesco sources a lot of its goods from numerous suppliers. Tesco's dominant market position and capacity to acquire goods from numerous suppliers make the power of suppliers low in the UK market (Vaidya, D. 2022).
Bargaining power of buyers
The bargaining power of buyers for the company is high due to the availability of different retail stores in the market.
Threats of substitutes
Tesco's great brand recognition and wide selection of products make it a popular choice for many people, despite the fact that there are other retail options accessible to customers, such as other supermarkets or online merchants.
Intensity of competitive rivalry
Tesco is facing competition from other significant grocery chains, online merchants, and outlet stores. Tesco is under pressure from this competition to consistently set itself apart through elements like pricing, product quality, customer service, and innovation (Vaidya, D. 2022). The company protects its market share due to its strong market position in the UK and helps react to competitors.

Figure 2: - Self-Created
[bookmark: _Toc144310314]Swot analysis of Tesco:- 
The SWOT analysis helps the company to analyze internal and external factors that impact company success in the market, which are as follows:
Strengths:-
· The company has a strong market position in the UK market. The company has numerous stores in different locations in the market.
· The company is also known for its brand reputation and excellent customer service.
· The strong supply chain management of the company makes distribution of products easy at different stores in the UK market (Analysis, S. 2023).
· Tesco also offers a variety of products, which include clothing, electronics, and different household goods.
Weaknesses: -
· The company's profit in the UK market depends upon the economic health of the country, which is why companies face huge losses during the recession period in the UK.
· The company also faces negative publicity in the market due to low quality products and wrong labor practices, which impact the company's image in the market.
· The Tesco Company faces challenges in expanding its online presence on different platforms, whether indirectly or directly.
Opportunities: -
· Increasing demand for online purchases provides opportunities for the company to make a strong presence on online platforms such as social media platforms and e-commerce websites.
· Tesco implemented eco-friendly practices in its business operations, which helped the company meet the demand of customers for sustainable products.
· Tesco can easily collaborate and form free partnerships with the local community in the UK, which provide new growth opportunities for the company.
Threats:-
· Tesco fights against both established brick-and-mortar stores and huge online companies in the highly competitive retail sector. As a result, market share and profit of the company is in danger.
· Tesco is regulated industry, and make changes to control regulations, for example, food safety measures, employment, or taxation may have an impact on business operations of the company.
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Figure -3: (Vanek, M. 2021)
[bookmark: _Toc144310315]Segmentation, Targeting and Positioning
Segmentation: To create a customer base, the company divides the audience based on three factors: demographics, behaviour, and geographic locations. The company mainly focuses on younger people and the elderly when selling different items in the UK market (Perch, D. 2022).
Targeting: Tesco chooses the categories after they have been found to best meet its business goals and have the greatest chance of becoming profitable. Tesco might give some segments more attention depending on their size, development potential, profitability, and level of competition (Perch, D. 2022). The business then creates targeted marketing campaigns and activities to successfully target these segments. Tesco, for instance, might develop targeted incentives or loyalty plans to attract and keep certain consumer categories.
 Positioning:- Tesco wants to position itself as an affordable option for customers for everyday needs in UK market.  Tesco's positioning purpose is to generate a distinct and favourable image of the company in the minds of its target customers, differentiating it from competitors and driving customer loyalty.
[bookmark: _Toc144310316]Marketing Mix (4’Ps strategy):- 
The marketing mix strategies help the Tesco Company achieve its marketing objectives properly. The below is an example of how the marketing mix is applied to a company's progress:- 
	PRODUCT

The company offers unique products on the market at affordable rates to stay competitive. The company only delivers quality products that meet the customer's needs properly (Yasar, K. 2022).
 
	PRICE


Tesco aims to offer customers value for their money and frequently runs specials discounts to attract in budget-conscious customers. Tesco also provides a variety of price points to accommodate various customer demographics.

	PLACE
The company offers unique products on the market at affordable rates to stay competitive. The company only delivers quality products that meet the customer's needs properly.
	PROMOTION


Tesco uses a variety of marketing techniques to spread awareness of its products and attract consumers to buy them. This covers advertising in print, broadcast, web, and mobile channels.
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Figure 4: (Yasar, K. 2022)
[bookmark: _Toc144310317]Recommendations

Based on the analysis, here are some recommendations for Tesco's marketing strategy going forward:-
· Make better use of customer data and digital technologies to enable one-to-one marketing and hyper-personalization. For example, use AI-enabled apps and tools to provide tailored offers and recommendations to micro-segments.
· Increase focus on communicating sustainability credentials through eco-labelling, transparent supply chains, plastic reduction etc. This will appeal to environmentally conscious consumer segments.
· Invest in seamless Omni channel experience through unified online-offline platforms, mobile apps, scan & go, location-based services etc. Meeting the convenience needs of time-pressed consumers is key.
· Build more emotional connection with the brand through storytelling campaigns that go beyond functional benefits. Reflect customer values like family, community, health etc.
· Expand presence in smaller convenience & discount format stores to increase proximity with local communities in line with changing demographics.
· [bookmark: _GoBack]Leverage social media influencer marketing and user-generated content to increase credibility. 
· Introduce more experiential elements both in-store and online, like virtual reality, to create engaging retail experiences for customers.
· Invest in new capabilities around digital marketing, customer analytics and customer experience design. Upskill marketing team accordingly.
[bookmark: _Toc144310318]Conclusion

In conclusion, this report has analysed Tesco's marketing environment and strategies. The analysis shows that Tesco operates in a complex external landscape impacted by evolving demographics, competitive threats, technology adoption, regulations, and socio-cultural trends. Internally, marketing plays a key role in areas like customer insights, brand building, digital engagement. The recommendations focus on leveraging data analytics and digital platforms for personalization, communicating sustainability credentials, enhancing Omni channel capabilities, building emotional connections with customers, expanding localized store formats, influencer marketing and experiential retail. Investing in marketing capabilities around data, digital, content and customer experience will also be critical.
Overall, Tesco needs to align its marketing strategy closely with emerging consumer needs and market changes to retain its leadership. Agile, insight-driven and customer-centric marketing will be the key differential advantage for Tesco going forward in the rapidly transforming UK retail sector. Executing the strategies recommended in this report can equip Tesco to stay ahead of the curve and maintain its dominant position in one of the most competitive grocery markets globally.
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