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Part 1
[bookmark: _x9zxb2vizrqh][bookmark: _Toc133432191]Introduction
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Figure 1: TESCO PLC
(Source: Tesco PLC, 2019)

Tesco plc was established in 1919 by Jack Cohen as a British multinational food and general products retailer. It has offices in 12 different countries spanning Asia and Europe and is headquartered in Welwyn Garden City, Hertfordshire, England. Tesco aims to provide its consumers with high-quality goods at low prices. Its ambition is to become the most appreciated company in the eyes of its customers, employees, communities, and shareholders (Chen, 2022). 
Visualising the communication procedure is what the "communication model" is all about. Sender, Message, Channel, and Recipient are the four main components. The message is encoded and transmitted through a channel, which may be vocal or nonverbal, chosen by the sender. The message is deciphered by the recipient, who then responds to the sender. Integrated marketing communication (IMC) coordinates marketing efforts to deliver a unified message across all platforms. It integrates digital marketing, social media, and other emerging technologies with more traditional forms of advertising, public relations, sales promotions, and direct marketing to give consumers a consistent and unified brand experience. 

[bookmark: _hf0nhw7svfkj][bookmark: _Toc133432192]New Promotional strategies (online & offline) 
Online Strategies
Sponsored content and promotions tailored to certain customer subsets can be developed through collaborations between Tesco and social media influencers such as bloggers. This has the potential to elevate the company's profile and bring in new clients. Tesco can team up with a fitness influencer to promote its healthy food alternatives, or a popular parenting blogger to market its baby food or diapers. With the use of content marketing strategies, Tesco may promote its products and deliver value to its customers through mediums like blog posts, videos, and infographics (Visser and Kloos, 2021). Search engine rankings, organic traffic, and user participation can all benefit from this. Tesco might, for instance, publish a blog article with advice on how to cut down on food waste or a series of cookery videos highlighting its private label goods.
Offline Strategies
Discounts, special offers, and free samples are just some of the in-store promotions that Tesco can use to entice shoppers to buy its wares. If more people shop at their store, business will likely improve. Tesco can promote its new product line in a number of ways, including a buy-one-get-one-free sale on select items and the distribution of free samples of the product. To connect with the local community and attract new shoppers, Tesco should hold community activities like charity auctions, workshops, and product displays (Sharma et al., 2021). This has the potential to boost both brand awareness and client loyalty. Tesco might, for instance, hold a charity event to benefit a nearby food bank, or it could provide a cookery demonstration to help consumers how to cook nutritious meals on a budget.
Internal & External Stakeholders of Tesco Apart from Customers
Supplies: Tesco maintains a steady supply of high-quality goods at low prices by maintaining close relationships with its suppliers. To ensure that its suppliers can meet Tesco's requirements for sustainability, ethical sourcing, and quality control, the business offers training and support.
Distributors: Tesco uses a distribution network to move its goods from suppliers to retail outlets (Hassanin, 2023). Tesco ensures its distributors are up to snuff regarding productivity, security, and client satisfaction by providing them with resources and instruction.
Employees: Tesco invests in its employees' professional growth to guarantee they can meet the needs of its customers in a helpful and friendly manner. Tesco offers its employees a healthy and safe workplace, competitive pay, and benefits to recruit and keep the best staff.
[bookmark: _ihq5vpmr1bud][bookmark: _Toc133432193]Branding and brand equity 
[image: ]
Figure 2: Brand Equity
(Source: Velarde, 2020)
Branding is the practice of giving a product or service a name, logo, and overall visual identity that stands out from the crowd in the minds of consumers (Kaur and Kaur, 2019). Providing a constant and relevant message that connects with the intended audience aids in building brand recognition, awareness, and loyalty. In contrast, brand equity describes the intangible qualities of a brand that make it successful in the marketplace. Consumers' overall impressions of a brand, including that brand's quality, repute, and affiliations. Substantial brand equity can increase consumer loyalty, preference, and market share.
[bookmark: _o16426513tvn]Tesco, as a firm, has a strong brand identity that is known and trusted by customers worldwide, not only in the United Kingdom. Tesco's logo, tagline, and advertising campaigns all share a common theme: the company is dedicated to offering customers high-quality goods at low rates. Tesco has created several private label brands, including Tesco Finest and Tesco Value, to appeal to a wide variety of shoppers by providing high-quality products at affordable prices. Tesco's market dominance and devoted customer base are testaments to the power of its brand. Tesco is still the largest grocery chain in the United Kingdom, holding about 27% of the market despite fierce competition from other retailers (Monte, 2021). Tesco’s Clubcard loyalty program has boosted the company's reputation by making its clients feel special and providing them with opportunities to save money. Tesco's branding and brand equity have been essential in the company's prominence and continued financial success.

[bookmark: _9528gdjjlj3r][bookmark: _Toc133432195]Aaker Brand Equity Model 
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Figure 4: Aaker Brand Equity Model
(Source: Popovic, 2021)

David Aaker, a professor of marketing at the University of California, Berkeley, created the Aaker Brand Equity Model. The critical characteristics of brand equity and its interplay are clarified by this model, which marketers may use.
There are five components to brand equity in the Aaker model. Loyalty to a brand refers to the frequency with which an individual makes repeat purchases of that brand (Shamami and Kheiry, 2019). Potential consumers' familiarity with and knowledge of your brand. How highly consumers think the brand is regarded for its quality and value is known as "perceived quality." Customers' preconceived notions about a brand and its qualities and advantages. Patents, trademarks, and exclusive distribution channels are just a few examples of the types of exclusive brand assets that exist.
Advantages of the model: The model offers a logical and thorough structure for contemplating the concept of brand value. It assists those working in marketing by allowing them to pinpoint the factors that have the most significant impact on brand value. Furthermore, it makes it possible to track brand value as time passes.
Disadvantages of the model: Brand equity is intricate, and the model may need to be more concise. Changes in the market or new competitors are two examples of external factors that could affect brand equity that is not accounted for in the model.
Tesco's brand equity may be measured and managed using the Aaker Brand Equity Model. Tesco's client base is exceptionally dedicated, and the company's Clubcard loyalty program is highly effective. Tesco is a well-known and established brand in the UK and other nations. Thus, its brand awareness is very high there. Tesco's dedication to providing premium items at competitive costs speaks to the value customers place on the brand (Shamami and Kheiry, 2019). Tesco's private label brands, such as Tesco Finest and Tesco Value, offer various products at varying price ranges and have built up a loyal consumer base. In addition to its physical store network and distribution networks, Tesco also possesses other proprietary brand assets. Tesco can utilise the Aaker Brand Equity Model to monitor and adjust its brand value, allocate resources, and stay ahead of the competition.
[bookmark: _au1x52qbmu08][bookmark: _Toc133432196]Customer Journey 
The customer journey is the process a customer goes through while dealing with a brand or product, from initial awareness to ultimate purchase and post-purchase review (Pizzutti et al., 2022). It includes both online and offline interactions between the brand and the customer.
The customer journey typically consists of the following steps, though this might vary depending on the model chosen:
In the awareness phase, consumers learn about a company and its offerings for the first time. This can occur via several methods, including advertisements, social media, word of mouth, and search engines.
The consumer now gives the brand or product some thought, doing online research to see whether it fits their preferences. You can do this by considering what you need, researching available possibilities, and consulting with people you trust for assistance.
The customer has reached the decision stage; at this point, they have decided to buy the goods or services (Chopra et al., 2021). This may involve settling on a particular product, settling on a specific vendor or store, settling on a price, and settling on a mode of payment.
The customer finally decides to buy and completes the transaction at this point.
In the final phase, known as "post-purchase," the client reflects on their purchase and overall impressions of the brand or product. Purchase happiness, customer comments, and the likelihood of future purchases or brand loyalty are all factors.
Business owners would learn as much as possible about their customers' experiences to enhance their services. Businesses may enhance customer service by mapping their customers' experiences and developing plans to fix problems.
[bookmark: _9cnn05h1uidx][bookmark: _Toc133432197]Customer touchpoint 
Touchpoints are any time a customer interacts with your brand, whether online, over the phone, or in person. These interactions can occur at any moment in the customer lifecycle, from research to consideration to purchase to post-purchase follow-up.
Pre-purchase touchpoints: In this context, "touchpoints" refers to any encounter between a customer and a brand before making a purchase. Tesco's advertising campaigns serve as a pre-purchase touchpoint since they show customers that the company provides high-quality goods at reasonable pricing (Gielens et al., 2021). Tesco also interacts with its customers on social media sites like Facebook and Twitter, offering shopper guidance and suggestions. Customers may quickly locate the required goods thanks to the Tesco website's user-friendly search tools and individualised product recommendations.
Purchase touchpoints: A consumer will have multiple contact points with your business during purchase. Tesco accepts various payment methods across its in-store and online checkout operations, including contactless payments, credit cards, and mobile payments (Schleper et al., 2021). Tesco offers a variety of handy delivery options, including home delivery, click and collect, and self-service checkouts in-store.
Post-purchase touchpoints: Customer encounters with a brand after making a purchase are known as "post-purchase touchpoints." Tesco provides several post-purchase touchpoints, including phone, email, and social media support for its customers. After purchasing at Tesco, consumers are invited to participate in a survey to express their thoughts and opinions about the company's products and services. Tesco's Clubcard loyalty program is designed to increase customer retention by rewarding consumers with special discounts and deals based on past purchases.
[bookmark: _yk5tystxoqiq]
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Figure 5: Customer Journey Map
(Source: Self-created)
[bookmark: _fxpeuahfh5pt][bookmark: _Toc133432199]Strengths & weaknesses of Tesco's customer journey map
Strengths
Tesco’s customers' needs, likes, and dislikes, as well as areas for growth, can all be visualised and understood using a customer journey map. Creating a customer journey map can help Tesco determine the best opportunities to interact with clients across all channels (Keiningham et al., 2020). Using a customer journey map, the company can better understand their target audience and develop campaigns that genuinely connect with them.
Weaknesses:
Creating a customer journey map may take a lot of effort and resources in terms of time and money. The quality of the data and the depth of customer knowledge might affect the accuracy and validity of the company’s customer journey map. Changes in the market, competition, or technology are all external elements that could affect Tesco’s customer experience but might be overlooked in a customer journey map.
[bookmark: _uitv86we80gf][bookmark: _Toc133432200]Total Engagement model 
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Figure 6: Total Engagement Model
(Source: Strategy, 2017)

Gallup, a research-based consultancy organisation, established the Total Engagement Model to assess consumer engagement. The model examines how customers' feelings about a brand affect their loyalty and spending habits.
The three parts of the Total Engagement Model are as follows: "rational loyalty" is used to describe a customer's emotional attachment to a brand for logical or practical reasons (Hasan and Sohail, 2021). Customers' feelings about a brand and how well its values and ideals mesh with theirs are examples of "emotional attachment." Logical and intuitive considerations affect customers' perceptions of the brand's value; this concept is known as "perceived value."
Advantages of the model: The model includes logical and emotional considerations for gauging customer commitment. It aids businesses in pinpointing where they might put in extra effort to win back dissatisfied clients. This model can help businesses determine where to focus their marketing resources to meet their target audience's needs best.
Disadvantages of the model: Many elements beyond the intellectual and emotional need to be more balanced, with eight affecting customer involvement. The model may need to be more concise with these influences.
The model may need to consider external elements like market competition, economic conditions, and changes in consumer behaviour.
Tesco can assess and enhance customer loyalty and engagement with the help of the Total Engagement Model (Fadeyi, 2020). Tesco may strengthen its customers' rational loyalty by ensuring its products and prices are competitive. To better connect with customers emotionally, the company could highlight its CSR initiatives, such as sustainable sourcing and decreasing food waste. Tesco may enhance the perceived value component by delivering a unified online and physical shopping experience for its customers and offering targeted incentives and promotions through its Clubcard loyalty program. Tesco may find the Total Engagement Model helpful in its quest to understand better and serve its customers, which boosts the retailer's brand loyalty and bottom line.
[bookmark: _s1w8e2qt6kv0][bookmark: _Toc133432201]Recommendations 
Tesco can utilise consumer information to tailor promotions and product suggestions to everyone’s buying habits and interests. Examples of this are in-store displays and internet advertisements, but electronic mail and push alerts from mobile apps are also viable options. Customer service and support on Tesco's website or mobile app can be handled via chatbots and virtual assistants. This can make it easier for customers to resolve their issues and create a more streamlined and effective service. 
Tesco has room to grow its social media presence and involvement to better interact with and serve its client base. Examples of this type of activity are sharing information and promotions about products, responding to customer questions and complaints, and employing "social media influencers" to boost brand awareness. Interactive displays, digital signage, and touchscreens that provide more product information and recommendations are ways in which Tesco can enhance its in-store experience. Self-service checkouts and mobile payment alternatives might accomplish this.
[bookmark: _289m723pagce][bookmark: _Toc133432202]Customer-Based Brand Equity (CBBE) 
Kevin Lane Keller developed a method for quantifying and controlling a company's brand value called customer-based brand equity (CBBE). Developing a loyal consumer base and a successful bottom line are two outcomes of this process (Keller and Brexendorf, 2019). See how Tesco can include CBBE in its image below:
Identity
Tesco is well recognised as a market leader in the United Kingdom and worldwide due to its commitment to providing customers with high-quality goods at competitive costs (Chen, 2022). The company motto, "Every little help", conveys the intention to improve consumers' lives in small ways. Tesco offers a vast selection of groceries, home goods, banking services, mobile phones, and internet services.
Societal & Environmental Marketing Strategies
Sustainable product procurement, decreased food waste, and charitable contributions are just a few of Tesco's many socially and environmentally conscious marketing initiatives. The company plans to use only electric delivery cars and store rooftop solar panels by 2035 to reach its goal of carbon neutrality.
Mass Customization and High-Quality Service
Tesco's Clubcard loyalty program, which caters to consumers based on their buying habits and preferences, is an example of mass customisation (Yawson and Yamoah, 2022). The organisation also provides high-quality services, such as easy and quick checkout, online buying and delivery, and helpful customer care available through several channels.
Story of the Brand
Jack Cohen, the founder of Tesco, first sold excess food from a London market booth in 1919. The company has grown and innovated to become one of the world's largest retailers. Tesco's history highlights the company's dedication to serving its customers with value and convenience while demonstrating its ability to respond to shifting market conditions and consumer preferences.
Response and Feedback from Customers
Likes, shares, and comments on social media platforms such as Facebook, Twitter, and Instagram are just some ways that Tesco monitors customer engagement and input (Atherton, 2019). Surveys and encounters with customer service agents also help the organisation learn how to serve its clientele better and address any issues or complaints they may have.
[bookmark: _4woj3g3zg4w7][bookmark: _Toc133432203]Conclusion 
In conclusion, the marketing and branding strategies of Tesco plc, a major UK multinational supermarket, have been examined throughout this assignment. We have covered the Total Engagement Model and Keller's Brand Equity Model for gauging and bettering customer engagement and loyalty and the importance of knowing the customer journey and touchpoints. We have also analysed Tesco's branding and marketing approaches, including the company's commitment to social responsibility, its use of mass personalisation, and its emphasis on providing excellent customer service. 
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Table 1: PESTEL Analysis
(Source: Self-created)
[bookmark: _bccrnr3wwb53][bookmark: _Toc133432206]Porter Analysis
Threat of New Entrants: Despite intense competition in the grocery store retail sector, new entrants face challenges such as high startup costs and economies of scale. However, the threat of new entrants may increase with the growth of online grocery retail and the shift toward direct-to-consumer companies.
Bargaining Power of Suppliers: Despite Tesco's extensive supply chain, the food business is still dominated by a small number of suppliers (Chkanikova and Sroufe, 2021). Sustainable purchasing methods and supplier diversification, which Tesco has done, may help mitigate the influence of its suppliers.
Bargaining Power of Buyers: Buyers are in a strong bargaining position in the grocery retail market due to the cheap switching cost and the abundance of alternative providers. On the other hand, Tesco has loyalty programs and customised discounts to boost customer involvement and commitment.
Threat of Substitute Products or Services: The retail grocery industry faces a moderate threat from non-traditional channels, such as online grocery delivery and meal kit services.
Conversely, Tesco has increased its reach and competitive advantage through product diversification and a multi-channel strategy.
The Intensity of Competitive Rivalry: Competition in the grocery store sector is fierce, with major chains like Sainsbury's and Asda vying for customers' dollars. To stay ahead of the competition, Tesco has adopted a cost leadership strategy and invested extensively in its online and multi-channel services.
[bookmark: _7x5dyplzx668][bookmark: _Toc133432207]SWOT Analysis
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Table 2: SWOT Analysis
(Source: Self-created)
[bookmark: _jj5buuiw2bkc][bookmark: _Toc133432208]Advantages and disadvantages of the above 3 models
PESTLE Analysis
Advantages: Offers a thorough method for assessing the many environmental concerns affecting a company.
Especially useful for detecting potential opportunities and threats considering governmental legislation and policies.
Helpful in keeping up with the times and adjusting to new circumstances.
Disadvantages: It is possible that the evaluation of internal elements like strengths and weaknesses must be completed using this model (Monte, 2021). It does not consider how cultural and technological elements affect a company.
Porter's Five Forces
Advantages: The model offers a methodical framework for investigating market forces that affect a company's bottom line. It is helpful in pinpointing strengths and weaknesses in the marketplace. Furthermore, the model is useful for gauging the commercial viability of a particular field or sector of the market.
Disadvantages: It is possible that this needs to consider how cultural and technological elements affect competitiveness (Adelakun, 2020). The model must provide an in-depth evaluation of the company's internal strengths and flaws.  
SWOT Analysis
Advantages: It provides a simple and broadly applicable framework for analysing the effects of both internal and external factors on a business. The approach can be simply adapted to fit new markets and industries. It aids in the discovery of these critical elements, which are necessary for the implementation of strategic plans.
Disadvantages: It can be affected by the speaker's preconceptions and biases. The model does not offer recommendations for prioritising or acting upon problems or opportunities that have been discovered.
[bookmark: _jivtalvnq6h0][bookmark: _Toc133432209]Critical Analysis of the Model
The SWOT Analysis is a common tool used to evaluate a company's strengths, weaknesses, opportunities, and threats. Strategic decision-making can benefit from it, but only if its limits and associated biases are considered (Rizki et al., 2021). Using a SWOT analysis, Tesco plc may better plan and make important decisions, such as whether to expand its product and service offerings or invest in more environmentally friendly means of sourcing. However, it may not give a comprehensive assessment of all internal and external elements impacting Tesco's operations and performance, therefore more research and analysis may be required to produce meaningful action plans. To get a completer and more impartial picture of a company's operations and performance, SWOT analysis should be used in conjunction with other frameworks and research.
[bookmark: _r7aecpp4377c][bookmark: _Toc133432210]Segmentation
Market segmentation breaks an overall market into smaller subsets of consumers with similar wants or characteristics. Tesco may use the following segmentation strategies:
Demographic Segmentation: Market division based on age, gender, income, education level, and family size is known as demographic segmentation. Tesco may advertise and market to seniors on fixed incomes or families with young children.
Geographic Segmentation: Market division based on criteria including location, climate, and population density is known as "geographic segmentation." Tesco, for one, can modify its product line and advertising strategies to better serve clients in metropolitan instead of rural locations.
Psychographic Segmentation: Market segmentation is based on characteristics, including consumer interests, demographics, and psychographics. Tesco may appeal to customers concerned about their health by stocking a variety of organic and natural foods or to those interested in technology by offering convenient mobile and online ordering.
Behavioural Segmentation: Dividing the market into subsets based on customers' habits and routines is the goal of behavioural segmentation. For its most loyal customers or those who make substantial purchases at various times of the year, Tesco occasionally runs sales and other promotions.
[bookmark: _yxfitrz1mbl3][bookmark: _Toc133432211]Marketing Mix 
The marketing mix is a collection of strategies to advertise a company's goods or services to a specific demographic. Tesco plc's marketing strategy consists of the following elements:
Product: Food, clothing, electronics, banking, and mobile phones are just a few of the many products and services offered by Tesco. Private-label brands like Tesco Finest and Tesco Value allow the corporation to target specific demographics.
Price: Tesco has adopted a cost leadership approach, maintaining low prices across its product catalogue (Kim et al., 2021). Through its Clubcard loyalty programme and other forms of targeted advertising, the corporation also provides discounts and special offers to customers.
Place: Tesco's physical shop presence in the UK and beyond is extensive, and the company also maintains a robust web and mobile presence. Tesco has retail relationships with companies like Boots and Arcadia Group, so its items can be found in more places.
Promotion: Tesco promotes its products and services using a combination of traditional and digital advertising, in-store events, and public relations (Riboldazzi and Capriello, 2021). The corporation is also quite active on social media and runs tailored marketing campaigns to reach specific demographics of consumers.
People: Creating a pleasant and exciting shopping experience for consumers is a top priority for Tesco, so the company sets a premium on its people by investing heavily in customer service and employee training.
Process:  Tesco's automated checkout systems, online ordering and delivery, and sustainable sourcing practices are just a few examples of the procedures and technology that the company has introduced to increase productivity and customer satisfaction.
Physical Evidence: Tesco's stores and websites prove the company's legitimacy and popularity. Corporate social responsibility and sustainability are also crucial to the company.
[bookmark: _38qdvpwab1o9]
[bookmark: _y4wz1wnuis6j][bookmark: _Toc133432212]Conclusion 
In conclusion, organisations can gain invaluable insight into their customers, the market, and the competition by employing marketing techniques and frameworks. To better understand the opportunities, risks, and competitive landscape in which Tesco plc operates, it is helpful to undertake a SWOT analysis, Porter's Five Forces analysis, and a PESTLE study. Tesco will be able to promote its products and services more successfully and cater to the specific requirements of its many client segments if it adopts segmentation and marketing mix tactics. While each of these methods and frameworks has its benefits and drawbacks, they can offer a thorough and evidence-based method for making strategic decisions and planning. Through these resources, Tesco can thrive and pioneer in the ever-changing retail industry.

[bookmark: _clfige1ai3pu]References 
Adamyk, K., 2019. PESTLE Analysis on Tesco PLC.
Adelakun, A., 2020. Should Porters Five Forces have value in Businesses today. Computing for Busi.
Atherton, J., 2019. Social media strategy: A practical guide to social media marketing and customer engagement. Kogan Page Publishers.
Chen, J.J., 2022. Tesco Plc. In International Cases of Corporate Governance (pp. 27-44). Singapore: Springer Nature Singapore.
Chkanikova, O. and Sroufe, R., 2021. Third-party sustainability certifications in food retailing: Certification design from a sustainable supply chain management perspective. Journal of Cleaner Production, 282, p.124344.
Chopra, A., Avhad, V. and Jaju, A.S., 2021. Influencer marketing: An exploratory study to identify antecedents of consumer behavior of millennial. Business Perspectives and Research, 9(1), pp.77-91.
Fadeyi, A.P., 2020. An Analysis on the Application of Motivational Theories at Workplace and the Impact on Employee Engagement: A Study of Tesco Ireland (Doctoral dissertation, Dublin, National College of Ireland).
Gielens, K., Ma, Y., Namin, A., Sethuraman, R., Smith, R.J., Bachtel, R.C. and Jervis, S., 2021. The future of private labels: towards a smart private label strategy. Journal of Retailing, 97(1), pp.99-115.
Hasan, M. and Sohail, M.S., 2021. The influence of social media marketing on consumers’ purchase decision: investigating the effects of local and nonlocal brands. Journal of International Consumer Marketing, 33(3), pp.350-367.
Hassanin, M., 2023. The Strategic Pillars of building a Living Organism retailer for Self-Sustainability in Digital Transformation era A case study of Egyptian Retailers. مجلة الدراسات المالية والتجارية, 33(1), pp.1-38.
Kaur, H. and Kaur, K., 2019. Connecting the dots between brand logo and brand image. Asia-Pacific Journal of Business Administration.
Keiningham, T., Aksoy, L., Bruce, H.L., Cadet, F., Clennell, N., Hodgkinson, I.R. and Kearney, T., 2020. Customer experience driven business model innovation. Journal of Business Research, 116, pp.431-440.
Keller, K.L. and Brexendorf, T.O., 2019. Measuring brand equity. Handbuch Markenführung, pp.1409-1439.
Kim, S.H., Lan, H. and Dobson, P.W., 2021. Identifying price-leadership structures in oligopoly. Oxford Economic Papers, 73(1), pp.350-370.
Monte, A., 2021. A study of value chain reconfiguration processes under Covid-19 pressures: the case of Tesco PLC in the United Kingdom.
Moura, M.B.L.D., 2021. Equity Research in Food & Retail Industry-TESCO PLC (Doctoral dissertation, Instituto Superior de Economia e Gestão).
Pizzutti, C., Gonçalves, R. and Ferreira, M., 2022. Information search behavior at the post-purchase stage of the customer journey. Journal of the Academy of Marketing Science, 50(5), pp.981-1010.
Popovic, D. (2021). Brand Equity Models Explained: Keller vs. Aaker. [online] www.manypixels.co. Available at: https://www.manypixels.co/blog/post/brand-awareness-models. 
Riboldazzi, S. and Capriello, A., 2021. Large-scale retailers, digital media and in-store communications. In Strategic corporate communication in the digital age (pp. 145-160). Emerald Publishing Limited.
Rizki, M., Ghifari, A., Hui, W.L., Permata, E.G., Siregar, M.D., Umam, M.I.H. and Harpito, H., 2021. Determining Marketing Strategy At LPP TVRI Riau Using SWOT Analysis Method. Journal of Applied Engineering and Technological Science (JAETS), 3(1), pp.10-18.
Schleper, M.C., Gold, S., Trautrims, A. and Baldock, D., 2021. Pandemic-induced knowledge gaps in operations and supply chain management: COVID-19’s impacts on retailing. International Journal of Operations & Production Management, 41(3), pp.193-205.
Shamami, R.B. and Kheiry, B., 2019. The effect of marketing mix and after sales service toward brand equity. Journal of Economics, Business, and Accountancy Ventura, 22 (1), pp.123-136.
Sharma, P., Sharma, S. and Schuetz, A., 2021. Supreme Creations and Wings of Hope: A symbiotic care of environment and society. In Pioneering Family Firms’ Sustainable Development Strategies (pp. 76-98). Edward Elgar Publishing.
Strategy, E. (2017). Total-Engagement-Model. [online] Engaged Strategy. Available at: https://www.engagedstrategy.com.au/engaged-marketings-proprietary-business-model-becomes-part-of-an-academic-book/total-engagement-model/. 
Tesco PLC (2019). About. [online] Tesco PLC. Available at: https://www.tescoplc.com/about.
Velarde, O. (2020). What Is Brand Equity & How to Build, Maintain & Measure It. [online] visme.co. Available at: https://visme.co/blog/brand-equity/.
Visser, M. and Kloos, M., 2021. Customer acquisition: digital brand communications. In Digital Marketing Fundamentals (pp. 170-221). Routledge.
Yawson, D.E. and Yamoah, F.A., 2022. The TESCO Club Card Loyalty Programme: The Gold Standard. In Contemporary Retail Marketing in Emerging Economies: The Case of Ghana’s Supermarket Chains (pp. 77-87). Cham: Springer International Publishing.





2

image4.png
Persona 1l

Awareness

Consideration

Decision

Purchase

Post-Purchase Stage

Sentiments. Touchpoints User Actions

Emotions

Possible
Solutions

Receives targeted advertising on social
media; searches for "grocery stores near

me" on Google; visits Tesco's website to
learn more.
Social media ads, Google search results,

Tesco's website.
Sentiments: Curious, interested, skeptical.

Curious, interested, skeptical

Targeted advertising based on user
preferences; search engine optimization
for local searches; personalized
welcome message on website to
encourage exploration.

Browses Tesco's website for products and
prices; reads reviews on the website and
other review platforms; seeks advice from
friends or family.

Tesco's website, review platforms,
social media, word-of-mouth.

Interested, informed, cautious

Improve website navigation and
product information to make it easier
to browse and compare; incentivize
customer reviews and ratings; provide
I media customer service and
support.

Chooses to shop at Tesco, either in-
store or online; adds items to cart
and proceeds to checkout.

In-store experience, Tesco's
website or mobile app,
checkout process.

Confident, deci

ve, cautious

Delighted

Ensure a seamless and efficient checkout
process with multiple payment and
delivery options; offer promotions and
discounts to incentivi
provide clear and detailed information
about products and pricing.

purchase;

Completes the purchase and receives
confirmation and delivery tracking
information.

Tesco's website or mobile
app, email or text message,
delivery provider.

Satisfied, relieved, curious

Provide clear and accurate
information about delivery times
and tracking; offer personalized
follow-up messages to reinforce
brand loyalty and encourage
repeat business.

Receives and unpacks the delivery;
may provide feedback or share
experience on social media or
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Delivery provider, social media,
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Satisfied, disappointed, curious

Encourage customer feedback
and provide timely and
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any negative feedback or
complaints through customer
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Analysis of the market influences

POLITICS

Taxation, trade
agreements, and labour
legislation are political
factors that could affect
Tesco's business.

ECONOMY

Tesco's profits and customers’
discretionary income are
vulnerable to economic factors,
including inflation, recession, and
currency changes.
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Environmental concerns like
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Strengths

Tesco's brand and market presence
are highly regarded in the United
Kingdom and worldwide.

Opportunities
In response to growing demand, Tesco
can broaden its selection to include more
environmentally friendly and sustainable
products and services.

Weakness

The company's financial performance
has suffered in recent years due to its
struggles with profitability and debt
(Moura, 2021).

Threats

Changes in government regulations
and policies, such as Brexit, may
affect Tesco's operations and profits.
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