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INDIVIDUAL BLOG MARKETING FUNDAMENTALS ANALYSIS AND EVALUATION-TESCO


Executive Summary
The study consists of the present analysis of the marketing fundamentals of Tesco. A detailed overview of the company is given with its segmentation involved in different countries, target customers, and position of the company in the market and its position among competitors. Additionally, it involves the 7Ps of marketing that Tesco is following to lead its business. This report has shed a light on the organization, Tesco, which are the largest British retailer as well as the third-largest retail company in the world. In addition to that, the overview of the company has also been highlighted which depicts that this organization has expanded internationally since the year 1990.
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[bookmark: _Toc129803434]Introduction
Tesco is a British international grocery and basic retailer of merchandise headquartered in England. In the year 2011, it was the third-largest retailer in the world with the outlets across USA, Asia, and Europe (Dhyana, and Gupta, 2022). Tesco comes to create value for the money for earning the life loyalty of the customers. The firm began in the year 1919 and opened its first branch in North London in the year 1929. Further, this organization expanded its business through a collaboration of the addition of retail services, and new stores, and by adapting to the requirements of the customers. The primary aim of Tesco is to act responsibly and reasonably in all its trading and commercial activities. 
[bookmark: _Toc129803435]Company Overview
The business of Tesco began in the year 1919, an individual named Jack Cohen was selling groceries from a stall at the end of East London and now it has its outlets across USA, Asia, and Europe. He bought a shipment of tea stocks from T.E.Stockwell (Monte, 2021). Further, this organization as well as Cohen merged their names for branding the tea which Cohen originally sold as Tesco tea. Tesco has utilized both traditional and online marketing strategies. The organization carries out the business through online and multi-format stores. It runs the stores in different formats distinguished by the range and size of the products sold. Tesco presents a wide collection of food as well as non-food products such as drinks, groceries, bakeries, fresh foods, baby products, household appliances, clothing, health and beauty products, electrical goods, and so on. Tesco also provides retail banking, insurance, and consultancy services through Tesco bank in the UK. The organization has a presence of business across the UK and Europe. 
[image: ]
Figure 1: Overview of Tesco
(Source: Moura, 2021)
This organization is headquartered in Welwyn Garden City, Greater London, the UK. The organization sources its goods and products from manufacturers, and along with that, Tesco has great visibility and little data on the factories as well (Moura, 2021). Therefore, Tesco has regular audit programs for ensuring that the factories can produce the requirements and wants of the customer standard which they expected.
[bookmark: _Toc129803436]STP analysis of TESCO
The STP (Segmentation, Targeting, Positioning) is a model of marketing that causes analysis in a strategic approach and is one of the popular marketing models that is used to understand the efficiency and communication practice of a market. In this study, the STP analysis of TESCO will be conducted to better understand the efficiency of the business and still position in the market. STP model works by selecting segments of the market and then developing a marketing mix, strategy for product positioning, and its effect on each segment (embapro.com, 2022).
There are a set of parameters of TESCO that affect the segmentation and targeting of TESCO of its product in the market. These factors consist of macro as well as micro environmental factors and they are responsible for the management of the product. The factors may be political, economic, environmental, and legal boundaries and these are referred to as macro-environmental factors micro factors include decisions of stakeholders, competition in the market, the position of competitors, and others.
The STP model acts as a communication tool of marketing as it enables the marketers to understand its position and then develop plans according to their personalized way and interact with different levels of audiences (Moura, 2021). This market segmentation is a three-subcategory process consisting of market segmentation, market targeting, and product positioning. This tool is more of a customer-focused tool rather than a product focus as it has more of its approach into targeting customers and reaching out their product characteristics to audiences
	Segmentation Factors
	The target market for TESCO products: Television

	Geographic Segment
	Regional area
	Television is sold in all the marketed countries of TESCO (approx. 13 countries)

	
	Density or population
	Preferred in rural and urban areas

	Demographic Segment
	Age of population (average)
	Whole population

	
	Gender
	More of females than men

	
	Income of population (average)
	Average and high income people

	
	Highest academic status
	Bought by all status people

	
	Size of the family
	Nuclear and joint family

	
	Status (class)
	Middle class

	
	Occupation
	Kids and employees

	Psychographic Segment
	The lifestyle of the population
	Traditional or regular

	Behavioural Segment
	Occasion
	Frequently bought in festive seasons

	
	User status
	Active

	
	Attitude
	Positive


Table 1: Segmentation and target market of TESCO for Television
(Source: Created by Learner)
The above-mentioned table consists of the segmentation and targeting of a single product (television) of TESCO in the market. However, the target market of Tesco also involves the population who prefer bargains and are more cost-conscious, and require a variety of products.
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Figure 1: STP model of marketing
(Source: mindtools.com, 2022)
The positioning of a market means placing all the elements of marketing in such a way that it is able to achieve its target customer in a shorter duration and in the most effective manner. TESCO is known to use many effective positioning strategies to target customers for its products and maintain its position in the market. There are many types of positioning such as functional positioning, symbolic positioning, price, and experimental positioning. 
The functional positioning is to focus on the functionalities of the company. It involves increasing the quality of functions. Tesco has its finest range of products which serves the maximum population of customers due to its qualities and is also promoted by advertising. However, products with higher functionalities come with an increased level of cost and this shows the position of Tesco in the positioning grid among other competitors (Yawson and Yamoah, 2022). The symbolic positioning is more into the values and objectives that Tesco promises to its customers. This involves fair trade where no immoral values are promoted. Tesco refers to the symbolic position in a maximum of its food and clothing products and does not support cotton fibre industries that use child labour systems to manufacture clothes. The price positioning is applied by the company on its own product list and it is done to attract customers to the price of products as for any customer the price is an important factor than any other criteria. The experiential positioning is applied by Tesco on its beauty and health products which imposes sensory factors on customers.
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Figure 2: Market Positioning Structure of TESCO
(Source: fintechasia.net, 2022)
The above-mentioned figure shows the positioning of Tesco in the market among its competitors. Tesco ranges its position to the top right corner which is very essential for a company to retain its position in the market. Tesco maintains its position between high quality and price (Chen, 2022).
[bookmark: _Toc129803437]Analyzing the current marketing mix strategies of TESCO (7Ps)
The clear objectives of marketing can be achieved by setting a planned approach for marketing that will allow to achieve the objectives of the business and maintain the company position (howandwhat.net, 2023). To plan this approach the marketing mix model comes into the scene and the marketing mix can be better defined as the tactics or activities that are needed to be imposed to satisfy customer needs and create the position of the brand. The marketing mix involves 7Ps which are “Product, Price, Place, Promotion, People, Process and Physical Evidence”.
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Figure 3: The 7Ps of marketing mix
(Source: peachyessay.com, 2021)
[bookmark: _Toc129803438]Product
Tesco has a broad category of product list involving food items, clothing, beauty and health products, stationary, and electronics. Tesco tries to meet consumer demands through its product line and achieve the loyalty of customers. Tesco is an under-one-roof supermarket business that enables customers to find basic necessities at one-stop shopping (CHUMDOKPAI and Jinnupong, 2022). Apart from selling general market brands, Tesco also has in-house production and this line of products has a huge net profit. Tesco Lotus, Everyday Value, and F&F clothing are its own products available in its stores.
[bookmark: _Toc129803439]Price or Pricing
Tesco aims at maintaining the quality of its product and aims to retain the prices as low as possible in the quality of the products. Tesco also continuously focuses on supply chain management suppliers so that good quality raw materials are received and there is no disconnection with stock and work of economy scale to reduce the price and offer reasonable price products. There are few competitors in the UK market of Tesco such as Aldi and Lidl who provide tough competition to Tesco in terms of prices in the product positioning list Tesco is mapped at the top right corner that shows the products to be of high-quality and high price. 
[bookmark: _Toc129803440]Place
Place refers to the ways of distributing the products and reaching them to customers. Tesco has a chain of supermarkets that are available in large super malls to small roadside stores and it also has an online platform for business and offers home delivery services. Tesco mainly conducts its business through these two channels only of online and offline mode. The company has over 5000+ offline stores across different countries and is of different types. The types of stores offered by Tesco involve Tesco Extra, Tesco Compact, Tesco Express, Tesco home plus, and Tesco superstore. These types specialize in their own types of products and the superstore consists of all product lines. The e-commerce platform of Tesco is known as Tesco Direct however there are several incidences of hocking into the online store that is needed to be taken care of by the company.
[bookmark: _Toc129803441]Promotion
Strong promotional strategies are important for any kind of business and Tesco is known to possess a strong brand image which is actually gained from its promotional strategies. Different media platforms such as television, newspaper, and social media platform are used for its promotion. Tesco uses the form of traditional advertising and also invests in this approach and has turned out to be the highest spender in UK retail grocery stores. Apart from these direct advertisements, Tesco also uses attractive offers to target customers such as “buy 1 get 1 free” and discounts during festive seasons. 
[bookmark: _Toc129803442]Process
The process is the set of activities or steps that are taken to fulfil a process and standard set of activities enable to achieve a complete task. In Tesco the process involves the customer to pick their own choice of products and then moving to the billing desk for final payment, Tesco also has self-service machines that enable to self-billing and checkout.
[bookmark: _Toc129803443]People
Tesco has many loyal customers who frequently visit store due to the proper assistance services that are provided by the employees which turn out to be very helpful for the customers. Also, the customers seek one stop market where they can find all the necessities under one roof. The customer loyalty gained by Tesco will help the business in its long run.
[bookmark: _Toc129803444]Physical evidence
The physical evidence is the last factor of the marketing mix and is about the tangible representations such as brochures, furniture, reports, and other equipment of the company. The logo of Tesco is very eye-catchy and representable and also uses colour in a definite way. The offline stores of the company are easily accessible and contain the products in an organized manner making it easier for customers to approach (Khanta and Srinuan, 2019). The website of the company has the required topics in an organized manner so that it can be easily accessed by all kinds of customers.
It can be summarized that the 7Ps of marketing are being used by Tesco effectively and pertaining to differentiate from its competitors and out in the market. However, the company should encourage more promotional activities and focus on new marketing strategies for the future.
[bookmark: _Toc129803445]Conclusion
Here, in this report, fundamental analysis and the evaluation of the Individual Blog Marketing of Tesco have been highlighted. Along with that, the Segmentation, Targeting, Positioning (STP) model of Tesco has also been demonstrated for an effective understanding of the efficiency of the business. Tesco’s competitors are ASDA, Morrison’s, Waitrose, and Sainsbury’s. This strategy of the business covers every market segment such as good prices, variety combined, complementary services, and wide range selection and presence. Tesco always target people who needs daily life products and services which help the company to get more customers. In addition, to that, the current marketing mix strategy of Tesco has also been analyzed which involves 7Ps: Product, Price, Place, Promotion, People, Process, and Physical Evidence. The clear goals of the marketing mix of Tesco can be achieved by implementing a planned approach for marketing that will permit the organization in achieving the targets of the business and maintain the position of the company. Tesco has a large chain of supermarkets that are available in large super malls to small roadside stores. It also has an online platform for business and offers home delivery services. Tesco mainly conducts its business through these two channels only of online and offline mode. 
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segment

Market Targeting
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* Develop detailed product positioning for selected
segments
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