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Abstract
Tesco's strategic framework integrates market penetration, diversification, and data-driven marketing to better promote its global expansion, while leveraging digital transformation to achieve sustained growth and competitive advantage.
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[bookmark: _Toc20334]Introduction
This marketing plan aims to leverage Tesco's existing strengths to further address challenges and enhance Tesco's market position and performance in the UK supermarket industry(Barry, 2024) . Detail how the identified strategic marketing objectives will be achieved within the 12 month period September 2024 to August 2025. The SOSTAC framework (Situation, Objectives, Strategy, Tactics, Operations, Control) will guide the plan with the support of the SMART Goal Setting Method.
[bookmark: _Toc16560]Main findings:
According to the internal and external audits conducted in Task 1, Tesco's macro environment is highly challenging, including geopolitical tensions, economic uncertainty, and technological progress. Internally, Tesco has a competitive advantage in terms of strong network and brand loyalty(Bedford, 2023b). TOWS analysis emphasizes the necessity of utilizing digital trends as strategic marketing objectives.
[bookmark: _Toc19594]SOSTAC framework:
[bookmark: _Toc586]Situation analysis 
Tesco faces challenges such as inflation, fierce competition, and changes in consumer behavior. However, Tesco's strong store network, digital business, and cost leadership strategy still maintain its leading market share in the UK. TOWS analysis suggests emphasizing differentiation through digital transformation.
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	Opportunities:
commerce Expansion(Valenzuela, 2023).
Expansion of emerging markets (World Economics, 2024).
	Threats:
Intense market competition(LinkedIn, 2023;Partridge, 2023).
Economic fluctuations and rising costs(Gill and Kose, 2024).
Regulatory and policy changes(Forbes, 2023).
Consumer behavior changes (Gill and Kose, 2024).
.

	Strengths
	SO (Strengths to Seize Opportunities)
	ST (Strengths to Mitigate Threats)

	Strong Store Network & Digital Capabilities(Bedford, 2023s) 
Cost Leadership(Butler, 2012) 
	Leverage strong store network and digital capabilities to enhance convenience of online shopping, attracting more customers.
	Utilize cost leadership strategy and digital business to maintain price competitiveness amid intense market rivalry.

	
	Capitalize on cost leadership strategy and extensive store network to capture a larger market share among pricesensitive consumers.
	Strengthen security on digital platforms to counter cyber threats and data privacy concerns.

	Weaknesses
	WO (Weaknesses to Capitalize on Opportunities)
	WT (Mitigate Weaknesses and Threats Together)

	Training Gaps
Technological Innovation Needs
	Enhance internal training to help staff adapt to digital transformation and respond effectively to changing consumer behaviors.
	Optimize supply chain management to reduce costs related to inflation and economic instability.

	
	Invest in technological innovation to improve online and mobile shopping experiences, attracting techsavvy consumers.
	Implement stronger data protection measures to enhance customer trust and address cybersecurity threats.


[bookmark: _Toc11405]Strategic marketing goal
	[bookmark: OLE_LINK5]Aspect
	Description

	Objective
	Increase Tesco's online market share from the current 18% to 23% by August 2025.

	Specific
	Raise the online market share to 23% from the current 18% within 18 months by optimizing online marketing strategies, enhancing logistics and delivery capabilities, and providing a wider variety of online products and services. 

	Measurable
	Utilize web analytics and sales data tracking tools to monitor changes in online traffic, sales, and market share, ensuring that the growth progress can be accurately quantified each quarter.

	Achievable
	By leveraging Tesco's existing strengths in digital technology and supply chain management, combined with recent investments and improvements in online business, the goal is achievable. Historical data show significant potential for online sales growth when digital marketing strategies are strengthened.

	Relevant
	The objective aligns with Tesco's longterm digital strategy, viewing online business as an important growth driver for the future. Improving online user experience and delivery efficiency aligns with modern consumer preferences and can effectively increase customer satisfaction and loyalty.

	Timebound
	The objective will be achieved by August 2025. Quarterly milestones have been set to monitor the increase in market share each quarter, ensuring consistent growth and allowing for timely strategic adjustments.

	Justification
	This objective is chosen due to the significant growth potential of the online retail market and the increasing consumer preference for online shopping. By achieving market share growth, Tesco will further solidify its competitive edge in the online market. Annual online sales are expected to increase by at least £1 billion. This will help improve Tesco's overall profitability, particularly in the highmargin ecommerce sector, while enhancing online customer loyalty and brand awareness.



[bookmark: _Toc1259]Strategy 
The overall strategic direction is to strengthen digital transformation and achieve market penetration and diversification.
[bookmark: _Toc2377]Ansoff’s Growth Matrix
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[bookmark: _Toc23287]Porter’s Generic Strategies
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[bookmark: _Toc16193][bookmark: OLE_LINK6]Product
Expand sustainable product lines and improve proprietary brand products. Tesco is one of the largest supermarket chains in the UK, currently establishing a diverse product portfolio with the aim of better targeting consumer groups of different ages, genders, hobbies, and incomes, and providing them with a diverse product portfolio(Hardcastle, 2021). The consumer group of the millennial generation and the Z era is the new main force in the product retail industry. They pursue trendiness and fashion, do not passively accept, and like to match personalized combinations according to their own taste. This requires Tesco's product portfolio to be more diverse, presenting hierarchy, diversity, and differentiation.
In addition, personalized demand is one of the development trends of future retail. Retail enterprises can provide personalized products that meet their needs by collecting and mining online customer information, preferences, and other information. Tesco can launch customized services and build a customized platform to facilitate customers in designing their ideal products. After the design is completed, products can be developed based on customer personal information data, and users can experience product effects online through virtual VR technology. Customized platforms can not only meet customer needs, but also reduce company inventory and further increase the company's gross profit margin. At the same time, customized products have an absolute advantage in price, which can effectively enhance the competitiveness of the Tesco brand in a sense(Hudson, 2022).
[bookmark: _Toc6220]Price
With the help of pricing optimization software, adjusting prices flexibly is one of the important factors to consider when setting prices. Before setting prices, enterprises should comprehensively consider factors such as product research and development costs, manufacturing costs, sales costs, etc(Varadarajan, et al., 2022). Generally speaking, the lowest selling price of a product should not be lower than the comprehensive cost of the product. Product competitiveness can reflect the market share of the enterprise's product, and there are many factors that affect product competitiveness, such as brand influence, product marketing level, and functional quality. For enterprises with weak brand power and new entry into the market, formulating a low price strategy can to some extent improve the competitive level of the product in the market(Varadarajan,et al., 2022). ; The market supply and demand situation refers to the demand of different consumers for such products in the market. The market supply and demand situation can intuitively reflect the demand of consumers for goods, guide enterprises to adjust prices. Currently, most retail goods are overproduced, and the overall situation presents an oversupply situation. Therefore, enterprises should always pay attention to the market price trend and adjust prices flexibly. The widespread popularity of the Internet has largely reduced the problem of information asymmetry between producers and consumers, and consumers have more choices. For Tesco, which is implementing a digital strategy, it can use professional pricing optimization software such as Pricefx and Vendavo to adjust prices. Secondly, utilizing artificial intelligence technology to achieve personalized pricing. The sales costs generated by different sales channels and products are also different. In order to achieve maximum profit, enterprises need to establish the concept of personalized pricing strategies(Steinhoff & Zondag, 2021).
[bookmark: _Toc9000]Channel
Promote the development of omnichannel and improve consumer satisfaction. omnichannel refers to the integration of online and offline channels by enterprises to meet the realtime shopping needs of consumers at any time, place, and method. In the traditional ecommerce environment, people's consumption habit is to search for whatever they want to buy, and to understand the detailed data of the products through the product details page searched, assisting consumers in making purchasing decisions(Wongkitrungrueng & Suprawan,2023). As more and more Internet platforms set foot in the ecommerce industry, commodity introduction methods such as live video with goods, short video planting grass and so on are booming and gradually known to people. The way people obtain commodity information is no longer simple, and shopping habits are gradually changing, from active acquisition of commodity information in the past to passive acquisition of commodity information now. This change makes the ecommerce industry gradually present new development formats and create new development vitality. Tesco should firmly grasp the new development opportunity. In addition to accelerating the construction of self built channels, it should also actively explore and join the existing network channels, use the existing resources of major Internet platforms to carry out digital marketing, promote the integration of online and offline channels, and achieve omni channel development. In addition to using the Internet platform to carry out marketing activities(Rodrigues & Brandão, 2021), Tesco should also establish a corresponding consumer shopping data collection, analysis and problem feedback center, use big data and artificial intelligence technology to obtain and analyze information about consumers' purchase frequency, purchase channels and other information, maintain communication and interaction with consumers, timely deal with any problems encountered by consumers in the process of shopping, timely record and report consumer demands and suggestions for improvement of goods, guide enterprise research and production with actual market data, assist enterprises to make reasonable predictions on product life cycle, improve the turnover rate of goods and funds, and effectively respond to market changes.
[bookmark: _Toc11789]Promote
Carry out targeted promotional activities to showcase digital transformation. The popularity of the Internet has changed the way people obtain knowledge and information. In the past, we usually obtain knowledge and external information by reading newspapers, books or listening to the radio. In the digital era, we mostly obtain the knowledge and information we want by inputting keywords into Internet search engines, and this habit also makes search engine marketing (SEM) possible((Rodrigues & Brandão, 2021). Search engine marketing is a kind of marketing method based on Internet search engine platform, which makes use of people's habits of using search engines to push marketing content to users when people retrieve information they want to know. Search engine marketing can build a bridge between businesses and consumers, where consumers can directly communicate with businesses, express their needs, and businesses respond to them, achieving a winwin situation for both parties. Based on this, Tesco can choose to advertise on search engines such as Google for digital marketing(Rodrigues & Brandão, 2021).
[bookmark: _Toc672]Personnel
Talent guarantee. Talent is a strong driving force for the development of enterprises and an important resource for their growth. It can be said that the height of talent largely determines the height of the enterprise. Tesco should approach problems with a developmental perspective, elevate the strategic height of the enterprise, and not only focus on material resources, underestimate human resources, value hardware conditions, and ignore software conditions in daily business activities(Vrechopoulos, Lazaris& Doukidis, 2022). Tesco needs to recruit and form a professional digital marketing team. Members of the digital marketing team need to master different work skills according to their own different division of labor. For example, the planning and implementation personnel need to have some experience in copywriting and event planning, have a keen sense of the industry market, be able to keenly detect market trends, make more accurate research and judgments based on market research data, timely adjust appropriate activity plans, be good at using current events to create topics to promote products, have a clear understanding of the preferences of target consumer groups, and maintain good interaction with consumers on various Internet platforms; Before and after sales, sales personnel need to have sufficient understanding and recognition of the company's products, and maintain sufficient patience in communication with consumers(Hänninen, 2020).
[bookmark: _Toc32276]Process
 Using advanced digital technology to optimize the process. Technology is the support for enterprises to achieve digital transformation. Digital transformation is the use of IoT technology by enterprises to help them achieve transformation. Its essence is to accumulate and analyze data to help enterprises create value. There are many kinds of IoT technologies, the core of which is data. Different industries use data to create value in different modes, but the essence is the same. Traditional enterprises can create new value through digital transformation. The digital transformation of enterprises requires the connection between business and technology, and cloud computing, artificial intelligence, and the Internet of Things are indispensable technologies for modern enterprises to achieve digital transformation(McKee, et al., 2023). Cloud computing can save costs, ensure data security, and be more flexible and mobile. Enterprise teams can securely connect to enterprise data through cloud computing. The application of artificial intelligence, AR/VR, and AI technologies is also an essential technology for physical stores to build intelligent stores. The application of these technologies can bring consumers a better experience. The Internet of Things technology can help enterprises track the vehicles and locations of goods in real time, making it convenient for enterprises to adjust and deploy goods transportation in real time based on realtime data(Mitchell& Davies,2017). In order to achieve digital transformation, Tesco needs to select Internet technologies suitable for enterprise transformation based on enterprise characteristics, help enterprises speed up the pace of digital transformation, and help enterprises create more value.
[bookmark: _Toc21860]Physical Evidence
Strengthen tangible or visible elements that can better convey the brand logo, such as product packaging, online user navigation, store layout, and uniform clothing for employees(Lawson, 2020). The purpose of doing so is to better meet customer experience, help customers easily connect these elements with the brand, and establish stronger trust(Greenberg, 2021). The design and usability of Tesco’s online shopping platform provide physical evidence of the brand’s commitment to customer convenience and innovation. An intuitive, user-friendly website and mobile app interface enhance the online shopping experience. (Bhasin, 2016)
[bookmark: _Toc4828]Actions 
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	Aspect
	Description

	What to Measure
	· Market Share Increase: Monitor the percentage of online market share gained.Sales Growth: Track the growth in online sales revenue.
· Customer Retention Rate: Measure how many repeat customers return to the online platform.
· Customer Acquisition Rate: Assess how many new customers are brought in by the strategy.
· Traffic and Conversion Rates: Measure online platform traffic, conversion rates, and average order values.
· Customer Feedback: Collect data on customer satisfaction and product reviews to understand service improvements.

	Frequency of Measurement
	· Market Share Increase: QuarterlySales Growth: Weekly
· Customer Retention Rate: Monthly
· Customer Acquisition Rate: Monthly
· Traffic and Conversion Rates: Weekly
· Customer Feedback: Ongoing (continuous monitoring)

	KPIs
	· Market Share Increase: Achieve a 5% growth to reach a total of 23% online market share by August 2025.
· Sales Growth: Increase online sales revenue by at least £1 billion per year.
· Customer Retention Rate: Reach a retention rate of over 70% among existing customers.
· Customer Acquisition Rate: Increase the new customer rate by 25% over 18 months.Traffic and Conversion Rates: Achieve a 15% increase in site traffic and a 10% rise in conversion rates by August 2025.
· Customer Feedback: Maintain an average customer satisfaction rating of at least 4.5/5 across products and services.



[bookmark: _Toc16706]Suggestion
Strengthen digital transformation. Utilize automation, machine learning, and VR/AR technology to enhance customer experience and optimize internal processes.
Global market customization: Adjust product pricing based on preferences and purchasing power. Tesco can use big data technology to obtain consumer behavior data, such as historical browsing data, product browsing duration, historical consumption data, and consumer geographic location. These data can be integrated and individual or group consumer profiles can be established. By segmenting and analyzing the profiles, consumer purchasing intentions and preferences can be predicted, providing data support for personalized pricing. Due to differences in brand perception and price sensitivity among different consumers, there are also corresponding differences in perceived value when facing the same product or service. By effectively identifying and predicting these differences, different product discounts can be provided to guide consumers to make consumption decisions, thereby achieving the goal of personalized pricing.
Collaborating with suppliers: Establishing partnerships with suppliers to create products that meet the needs of modern consumers.
Enhance customer journey: Utilize search engine marketing to create personalized shopping experiences. The promotion rules of Google Search are to promote a company's products or services in the form of keywords, and developing keywords has become the most important aspect of using Google Search to carry out digital marketing. Google search determines the ranking of different advertising orders through keyword bidding. Simply put, the higher the bid of a company for the same keyword, the higher its advertising ranking, and the more likely it is to appear in areas that are easily perceived by consumers, making it easier to gain exposure and click through rates. Therefore, Tesco must choose more targeted long tail vocabulary in keyword selection, which can not only match the target audience more accurately, achieve precision marketing, but also reduce the burden of competitive pressure on the company's finances; The timing of advertising placement also needs to be carefully considered. If it is placed 24 hours a day, not only will the inputoutput ratio be low, but it may also cause dissatisfaction from competitors, malicious clicks, and increase the cost of advertising placement. Therefore, Tesco can combine product characteristics, collect and analyze the browsing habits of the target consumer group, and implement timely and segmented advertising to improve promotion efficiency and reduce promotion costs.
Investment talent: Priority should be given to recruiting and training professionals with professional knowledge in digital marketing, platform development, and cybersecurity to maintain competitive differentiation. Regular skills training in the digital age, with the rapid pace of digital technology updates, requires the use of training mechanisms. It is necessary to regularly organize talents to go to universities or research institutions to learn the latest theoretical knowledge and research and development cases. At the same time, efforts should be made to increase talent exchange and cooperation with universities, industry associations, and research institutions. This can not only broaden the horizons of enterprise talents, but also provide richer theoretical foundations for practice.
[bookmark: _Toc27355]Conclusions
Tesco meets market demand through diversification, product development, and digital transformation. By focusing on market penetration and expansion, Tesco can seize growth opportunities while reducing regional and global economic risks. Adopting Porter's cost leadership, differentiation, and focus strategy, it emphasizes Tesco's balanced plan for market success.
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preferences

and

languages.

Training

Initiatives

HR

Team

Q2

2024

Provide

training

on

market

adaptation

to

changing

consumer

behaviors.

Train

on

data

protection

and

cybersecurity.

Improve

internal

training

for

digital

transformation

tools.

Talent

Recruitment

HR

Team

Q1

2024

Recruit

digital

marketing

professionals.

Form

a

specialized

digital

platform

development

team.

Operational

Process

Optimization

IT

&

Operations

Teams

Ongoin

g

Optimize

supply

chain

management

for

inflationrelated

costs.

Implement

AIbased

product

development

and

pricing.

Customer

Experience

Enhancement

Marketing

Team

Q3

2024

Streamline

omnichannel

consumer

feedback

processes.

Analyze

feedback

to

improve

personalized

customer

journey.


