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INTRODUCTION
Marketing is regarded as the activity, processes and set of institutions that is used for the purpose of communication, creation, delivering and exchange of offering for creation of high value for partners, customer, clients and society at a whole. Present report is based on analysing the global markets scenario and the expansion opportunities for global brands that includes TESCO (Bilgin, 2018). It is one of the well-known retail brands that is having presence in Hertfordshire England. It was started as a grocery store but later diversified its operations in other areas. Present report is based on analysing various opportunities that are prevailing in other global markets and the overall impact of globalisation on the functions & operations of TESCO.
Global business environment:
Globalisation: The term globalisation is used for the purpose of describing the enhancing process of internationalisation of markets for various products and services. It is associated with financial systems, production, corporations, industries and technology. It is a aspect that give rises to enhancement in the process of mobility of capital, there is faster prorogation of technological innovation with the process higher interdependency and uniformity amongst various national markets.
Evolution of globalisation: People across the worlds are trading but since the 1st century BC there is occurrence of a remarkable phenomenon. First time in the history luxury product have started from chains that appeared on the edge of Eurasian continent. Since then, globalisation stated at the earnest at that time silk was one of the most luxury food and the spices were added as part of intercontinental trade between Europe and Asia (Kim, Bae and Oh, 2019). 
The historical origin of globalisation is in the modern era it is regarded as spanning between the years 1600 and 1800 and is also regarded as the proto globalisation. Further it was supported by the territorial expansion as the ancestors of all five continent were a critical competent establishing as part of globalisation.  
Factors influencing globalisation:
There are some of the specific factors that are influencing globalisation that includes:
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Contraindication: The overall cost of ocean shipping has come down because of bulk shopping and other efficiencies. There is low cost of shipping across the global economy.
Technological change: There is sustained technological and rapid change that has reduced cost of communicating and transmitting information. 
Economies of scale: There are many economists that believer that increase in minimum efficient scale is associated with some industries. 
Growth strategies of transnational and multinational organisation: With the pursuit of profit and revenue the brands have invested significant in the process of international expansion. It is because of the case of business owning brands have proved to be useful spreading across faster growing economies fuelled. 
Controllable and uncontrollable factors in the global marketing environment:
Business marketing environment includes several factors that are affecting the availability of an organisation to maintain successful relationship and transactions with the target segment of customers. In TESCO controllable factors includes: 
Controllable factors:
Product: In TESCO organisation possess control over product because they can modify the products in terms of shape, size, fashion, design and change as per needs of Korean and Chinese customers.
Price: The prices of the products can also be controlled by TESCO as they can use specific price as per the income class of their target segment of customers (Stewart, 2019). 
Promotion: The promotional strategies can be adjusted deepening on the different situations based on which appropriate slogans can be used in the different market segments. 
Place: TESCO can control their distribution activities and channels by choosing of appropriate marketing networks, it can enable customers to get the products at right place and right time. 
Uncontrollable factors:
Demography: It is regarded as the human population and the structure. TESCO cannot control the factors as they are having lower potential for markets of goods, services. High mortality rate in countries may negativity affect the demand for products and services. 
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Technology factors: These factors cannot be controlled by marketers it includes changes taking place in technology that may possess an impact on the overall marketing activities either positively or negativity. In TESCO marketers possess no control over such factors as they must deal with the instance of political stability.
International marketing orientation:
There are different marketing orientations that can be used by organisations. Such as im the present report TESCO will be using ethnocentric concept it orientation that is based on considering of marketing strategies, product and techniques that are being applied in their home market (Chen and Yang, 2019). For this purpose, the foreign marketing operations are to be carried out with little and no difference in the process of product specification or formulation strategy. Further the pricing strategy will also remain similar that is used in their present markets. The promotion measures and the distribution strategies that are used by TESCP are also same as there is use of a standardisation approach by TESCO in this process. 
Uncontrollable factors:
There are some of the factors that are not in the control for organisations and may affect its long-term functioning. Such as it includes several factors that are part of external environment such as:
Political environment: It is the type of government relationship with business, political risks in the country. There are different political systems which includes one party states, dictatorships, constitutional monarchies.
Economic environment: It is related with the factor's contribution to the attractiveness of country for attracting foreign business. 
Technological environment: It comprises of factors that are related with machines, materials and used in various manufacturing goods & services. Organisations do not possess control overall external environment.
Cultural environment: It is the critical components that is difficult to understand as it is related to commonly shared values and beliefs that determines the right and wrong perspective of group.
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Competitive environment: This factor is facing from each country. It is mainly because of the political, economic and cultural environment (Savina, 2021). They are used for determining the degree of competition in a country. It can be from private or public sector, large or small organisations, global or domestic, new or traditional competitors.  
Introduction of the company
Challenges faced by organisation in dealing with covid 19, global economic situations, technology and war. 
COVID 19: TESCO being the large global organisation is facing large number of challenges the COVID 19 virus has resulted into high amount of pressure across all the teams and all departments in present changing scenario of external environment.  The major impact of the virus resulted into a requirement of 50,000 new temporary staff for the purpose of supporting the workforce in their shop floor and other distribution centres for working as delivery drivers (Adapting to COVID-19: the Tesco story, 2020). 
TESCO global economic situations: TESCO is dealing with various global challenges such as Brexit situation is one such challenge. Another is the new trading arrangements where food products are entering Northern Ireland from Britain and must be professionally developed as subject to new control at ports and checks (Ali and Anwar, 2021). Brexit disruption is emerging as a challenge and not a crisis for many global organisations that have to be dealt in order to maximise its effectiveness for the business organisation (Tesco: Brexit disruption 'is a challenge not a crisis, 2021). 
TESCO impact of technology: TESCO is working towards using kites updated technology for the purpose of improving the overall offline and online shopping experience for their employees and customers. It is helping in providing them deals with updates it includes several automation technologies such as stock counter, BYOD integration, there is use of advanced M commerce, mobilize payment app. 
TASK 1
Role of marketing in creation of customer value
Marketing process: Marketing is creating value for customers & building string relationships to capture value from customers. 
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Understanding of the market: In this there is understanding of the customer needs, demands and wants to build satisfying market offerings. In this TESCO is willing to create long term relationship with their customers.
Designing of customer driven strategy: in this there is selection of customers by defining of the target market, TESCO is willing to choose a value proposition at this stage. 
Construction of integrated marketing plan: The marketing strategy of the brand outlines the way organisation will serve for creation of value. 
Building of profitable relationship: In this there is focus on CRM where there is emphasis on the overall process of maintaining and building profitable relationship to deliver superior customer value.
Capturing value from customers: The ultimate aim is to focus on high customer equity that is combined lifetime values of the present and potential customers of TESCO. 
Segmenting: In the process of segmentation there are use of different types of segmentation techniques in order to divide the market. TESCO is focussing on using of dividing the global markets based on such segmentation types (Kadyrov, 2020). For instances they are using geographic segmentation where there is classification of countries based on region that is UK and other 13 countries. It includes density that is urban and rural, demographic segmentation is based on age categories and gender that is males and females. Income based division includes low- and middle-income category, occupation includes employees, students, professionals. Based on education the division for TESCO is technical bachelors and high school. 
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	Segmentation basis
	 
	 

	Geographic
	region
	UK and other 13 countries
Korea, China in Asian markets

	 
	Density
	Urban and rural

	Demographic
	Gender
	Males and females

	 
	Age
	All age categories

	 
	income
	Low- and middle-income category

	 
	Occupation
	Employees, students and professionals

	 
	Social status
	Skilled working class, working class and middle class

	 
	Family size
	Extended and nuclear families

	Psycho-graphic
	Lifestyle 
	Contended conformers and traditionalists

	 
	Personality
	determined and easy going

	Behavioural
	Benefits sought
	Variety, cost advantage

	 
	Attitude
	Positive, sceptical

	 
	occasions
	regular

	 
	User status
	Active user
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Benefits of segmentation:
Segmentation can be very helpful for TESCO:
It helps while determining of market opportunities, adjustments of marketing appeals, development of marketing programmes. In the present scenario with the changing external environment when the environment is changing very fast it becomes very important for global retail brands like TESCO to make efficient utilisation of resources. It can lead towards offering better service to customers, helping in fixing princes it can also assist in the process of distribution strategies in order to achieve a higher market share (Sharma, Nguyen and Crick, 2018). Segmentation will help in making proper division of market that can enable in the course launching new product as per such market segments.
Targeting: In present scenario TESCO is targeting Korea as a country for expanding themselves. The main reason for targeting Korean customers is that it can help the giant retail brand for introduction of their virtual stores. 
Customer behaviour: South Korea is a country of 50 million people and is the fourth largest economy in Asia and 12th largest in world. As compared to other countries of Asia south Koreans possess high level of education, better living standards and higher education. 
TESCO can also focus one expanding themselves in China (Smith, Burke and Ward, 2020). TESCO is willing to operate large hypermarkets in China as it is best possible options it is attended by large number of customers. Hypermarkets also offer large scale of operations that can help in enhancing of larger revenues. 
Customer decision making process: The customer decision making process in TESCO starts with recognition of need that is the initial stage of buying process, then there is searching of information in TESCO Chinese customer can be attracted by offering them option of low price and high-quality products. Next step is to evaluate all the alternatives. After this purchasing decision is made by customers where they decide whether they will finally purchase the product or not after that there is post purchase evaluation whether the product will be recommended to others. In Chinese customers can be attracted by signing agreements with various well recognised retail brands of China. 
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Positioning: Positioning themes: the main positioning theme of TESCO in south Korea will be based on the cost leadership position that is created by this brand in their existing countries that includes Europe, America. The present product portfolio includes 7000 fresh foods that are to be sold across 900 stores. 
Value proposition: the main value propitiation that will be transferred to customers through virtual stores will include subways & bus stops with high foot traffic with frequented daily tech Savy commuters (Gordon, 2018). 
Marketing mix: degree of adaptation: customers in south Korea can adapt to these virtual stores by downloading the home-plus app in their smart phones. The customer value is created in the context of changing global environment by focussing on the virtual stores that is a huge success for commuters. 
Standardisation of marketing process
Standardisation is the process where an organisation makes it process uniform through the organisation. In case of TESCO the brand is willing to use their present marketing strategies for the purpose of achieving higher market share in China and south Korea. It can help in achieving cost saving for higher customer satisfaction and improvement of overall competitiveness in new marketplace. 
TASK 2:
Strategies to survive in the global business environment:
Adaptation or standardisation: There will be use of standardisation strategy by TESCO in order to achieve a suitable position in the changing external environment. For this purpose, there will be expansion of stores under TESCO own name. 
Culture: In the Asian markets the customers are more of variety seekers they are willing to focus on store hopping practises as compared to western supermarkets. In TESCO the main strategy of TESCO in this is to choose some effective strategy that can help them in having an advantage over other local arrivals. This card could act as a weapon for the purpose of store management and help in revealing of the preferences, tastes, shopping habits of the customers. The customer range that is having higher price consciousness can also be offered with high quality and reasonable prices as compared to other existing brands (Tesco’s ‘secret weapon’ no use in China, 2020). 
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Having global awareness: TESCO is the third largest retail brand across the world. They stared their international expansion approx.10 years ago and now they are having presence across Asia and Europe (Thrift, 2020). They are having helping space that is ranging from Thailand, China and turkey. As pre the changing needs of global environment TESCO has doped a standard model of TOM that enables them to drastically reduce the time of their roll put operations across new geographies that is helping them to lower the cost of country deployments. This model of TOM has already been deployed in countries like Japan. China and turkey, the focus of TESCO in this is to manage their operations. 
Objectivist: with the changing global environment there are many supermarkets that are competing with traditional retail models. There are substantial market shares moving from mom-and-pop stores that is leading to achievement of higher productivity. The main objective of TESCO is to be one of the largest retail brands that can achieve a different position across global markets by penetrating in new international markets. TESCO is also willing to set sustainability business goals so that they can implement actions accordingly to meet the requirement of their new target markets. 
Tolerance and respect: Earlier in the year 2003 TESCO as a global retail brand failed in China because they were not able to understand the Chinese customer form suitable practices as per requirements of Chinese markets. There was a need to focus on the value of club-card for the purpose of maximization of the benefits of loyalty programme in the Asian markets. So there comes a requirement to respect the preferences and the mind set of Chinese customers to enhance their shopping experiences. 
Stakeholders:  stakeholders in TESCO includes internal stakeholder and external stakeholders that is depended upon the organisation. External stakeholders in TESCO includes suppliers, creditors, competitors, local communities and government. In these customers is one of the most important stakeholders they are forming the basis of overall revenue of the organisation. 
Customers: For the purpose of enhancing their present market presence in south Korea and China TESCO will be working to understand the focus of their customers. For this their main strategy will be to offer great quality, affordable, fresh food to their customers.
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Colleagues: for the purpose of ensuring a proper participation in the decision-making TESCO has starred a global colleague contribution panel that is hosted by their independent non-executive director. It is helping to get feedback on specific areas of interest. 
Suppliers: TESCO is having a effective supply chain process where they are committed towards building of trusted base of suppliers that can help in contributing towards maximization of their sales. 
Shareholders: For the purpose of maintaining dialogue between investors and analysts it is important to focus on responding to questions of particular interest, allowing the meeting of shareholder as per specific requirements of the new market opportunities. 
Wider society: In order to engage with the new base of customers it is very important for trade bodies, community groups and other media sources to enhance their engagement process. This leads to need for participation in working groups, responding to the information request, multi stakeholders' projects and other surveys that can help in getting some useful insights of the target segment of market. It includes broad range of stakeholder that is regulators and government, trade bodies, NGOs. Media and community groups. I
Competitive strategies
Cost leadership: TESCO can achieve higher market share by using their cost leadership position where they can maximisation of their overall revenues by achievement of higher market share. TESCO is working towards creation of a dominant position in the markets of China and Korea by focussing on perfections and trendy segment of customers who are aware about the products, considering quality as important factor (Verhagen, 2017). TESCO will be working towards managing its cost of implementing various marketing strategies so that there can be use of standard system in case of new target global markets. 
Pricing strategies: There are different types of pricing strategies that can be used by TESCO for their market expansion process in Korea and China. There will be use of penetration pricing as a strategy in order to achieve a higher market share by focussing on low price products. It can be said from the above made analysis and expansion to China can help Tesco for the purpose of enhancing their present market share. They can work towards decision to expand their hyper markers for Chinese customers. 
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CONCLUSION
It is concluded from the above made discussion that globalisation is the basic interconnectedness that is taking place through different types of relationships that arises from technology. Travel media and culture interaction. For business organisations it leads to a greater number of opportunities that arises as part of their business operations for individuals it is helping while functioning of business. There are many benefits of having an effective marketing process it helps business organisation in being more proactive and aligned with their goals and vision. It is also very helpful in the process of evaluating new opportunities and having plan that can lead towards making the goals more memorable. For global organisation marketing plan will help in supporting of the opportunities as per new marketing goals and plans. It will lead to making of a calculated decision by meeting of the set measurable goals. It will provide a basis framework for the purpose of measuring of the progress and will also lead towards evaluating the opportunity to potentially refine and revisit the plan in case there are some of deficiencies in the actually laid objectives and set target standards. 
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