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Without a marketing department, a firm cannot succeed. It is the department in charge of choosing how the company will present itself to the market, including the prices it will charge for its goods and the level of value clients may anticipate receiving. This department makes decisions on the corporation's method of action. Blog marketing is the practise of promoting a company, website, brand, or service using blogs. Tesco, a British grocery giant, advertises its goods through a strategy known as "blog advertising." Jack Cohen established the company in the Hackney district of London in 1919. Barnet's first retail location debuted in 1931 (Fatricia, 2017). The report will include a summary of many blog posts that were written with the goal of reaching the target audience.
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	It is challenging for companies like Tesco to make their goods appealing to all consumers since consumer demands and preferences vary. As a consequence, businesses use market segmentation and targeting. Market segmentation is based on the idea that consumers' wants and goals vary widely throughout a product's target market. Tesco's ideal clients are thrifty shoppers who appreciate a good bargain and prefer having a wide range of options to choose from. As a result, Waitrose shops are larger than those of many other supermarkets, but this extra room has a price. [image: In-Depth Marketing Strategy of Tesco - 2022 Study | IIDE]Other well-known supermarkets that serve a certain demographic include Lidl and ALDI in addition to Tesco and Waitrose. Lidl places more emphasis on cost-effectiveness than Tesco, and its clients are individuals who are willing to forgo product quality in exchange for a lower price (Moura, 2021). Marketing strategies need to be modified in a variety of situations to take customers' buying habits into consideration. Customers in the UK, for example, have changed their buying patterns as a consequence of the current global financial and economic crisis. Tesco's marketing leadership saw this shift in consumer behaviour and responded by emphasising efficiency in its IMC operations.
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	Tesco Extra Cheras uses a mass marketing strategy. By focusing on the commonalities rather than the disparities among consumers' desires and requirements, mass marketing aims to appeal to the widest audience possible. This is because Tesco tries to please everyone and does not pick and choose which customers to service. Tesco attempts to serve as many consumers as possible who share this goal since it recognises that the vast majority of its customers are looking for the same thing at lower pricing.[image: Tesco Marketing Strategy & Marketing Mix (4Ps) | MBA Skool] This is especially significant in a global context where the product life cycle may be in several different stages due to a variety of societal, economic, legal, and political factors (Rosnizam et al., 2020). Here, the phrase "product life cycle stage" is perfect. Tesco must first determine where its target market is in the product life cycle in order to service that market successfully.
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	Tesco must first place its products or services in the minds of potential consumers before differentiating them. The brand must become well-established in customers' thoughts for its potential advantages to the company to increase. Tesco made a fantastic attempt with this. Tesco advertises itself as a cheap retailer by labelling a number of its products with the words "lowest price daily." A large percentage of market customers are drawn to this strategy's inexpensive price.[image: Everyday value | Saving tips - Tesco] Customers will believe Tesco always offers cheaper prices. Additionally, Tesco has a loyalty programme that offers discounts to customers once a certain period of time has elapsed with constant purchasing at Tesco (Smigielska and Stefanska, 2017). A consumer will accrue points in this reward programme with each transaction. When the consumer has accumulated sufficient points, Tesco will send them a voucher valid for that amount in cash. Tesco is pushing the image that it is a compassionate retailer by giving its devoted consumers discounts.
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	[image: Tesco sets 300% sales target for plant-based meat alternatives by 2025 -  The Vegan Review]Tesco now offers a wide range of goods and services in several categories. The term encompasses a wide range of industries, including those in fashion, cuisine, cosmetics, electronics, banking and insurance. The company now holds over 1,600 SKUs across the Tesco Finest and Tesco Value product lines. Tesco will start selling vegan desserts in 2021 with the long-term goal of increasing sales of new products by 30% by 2023. The most current products offered by this company are, among others, Passion Fruit Panna Cotta, Cherry and Chocolate Dessert, and Chocolate Orange Sundae. The business will target clients with modest incomes and families with small children in order to ensure that its goods are affordable (Ibrahim et al., 2017). Additionally, it will continue to use its current consumer targeting approach, which segments customers based on their interest in various factors including product quality, cost, etc. 
[image: Tesco is selling a chocolate and cherry sandwich]Additionally, it will aid in maintaining and enhancing peoples' health. Tesco is now promoting the brand in the minds of its target consumers by adopting an experience positioning approach. A multi-segment positioning approach may be used by the company to advertise a range of goods under the Vegan sweet dishes brand. This will help the company create a more focused marketing plan to reach its target audiences.
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	[image: ]Tesco can provide a broad range of commodities at cheap costs without compromising the quality of its goods according to its current pricing policy, known as "cost leadership." A significant drawback is that rivals may outperform the business by developing new products or more effective manufacturing techniques, both of which may lead to lower production costs. The business is thinking of using a novel price strategy known as "The Big Price Drop" in an effort to grow its market share. Management will benefit from this tactic since it increases market penetration (Chen, 2022). The company's efforts are concentrated on providing trustworthy and clear price reductions to clients.  A shift in pricing strategy has become necessary as a result of the rising cost of living and the heightened price competitiveness. Families will be able to inexpensively buy cutting-edge gadgets thanks to this agreement. Tesco will be better able to compete with rivals like Asda and others by using this price strategy. The price of the company's products will drop by at least 30% if this plan is put into practise. Sweet vegan meals will start at £3.50 (Wang et al., 2021). This one is a bargain in contrast to other companies' prices.
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	The 3,968 outlets that the company owns in the UK will be the first to sell the new products. The corporation currently uses these retail spaces to sell its current goods, such as food and apparel. As a result of customer demand, the government has decided to provide these items in Thailand. The firm wants to open 750 additional convenience shops as it shifts its emphasis from cash and carry to small box. If the items are strategically kept, customers will be able to buy them more quickly and with less effort (Wu et al., 2020). Tesco will be able to boost their current sales and profits.[image: Confessions Of A Tesco Employee - Society19 UK] Tesco may also try filling its Finest shops exclusively with high-end private label goods. In addition, management is concentrating on alternative plans to seize impending chances for growth and development. The new items will also be distributed to customers through channel 3. If Tesco takes this course, it will be able to sell its goods at wholesale prices. This will help the organisation reduce distribution costs.
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	[image: Tesco Food Love Stories | Tesco recipes]The company's marketing approach up until recently centred on using conventional techniques to raise product awareness and eventually sales. Tesco plans to switch its marketing spending from conventional means to digital ones as the latter become more significant. According to these forecasts, the company will devote more than 35% of its advertising income on digital media. If it works, Tesco will be able to target a narrower demographic than they have been able to using conventional advertising techniques. Tesco's most recent marketing campaign implores its target population to participate in the launch of the company's new Food Love Stories. In today's marketing landscape, the idea of personalization has gained importance. To meet this need, Tesco's marketing team has developed a number of innovative strategies, including a new loyalty programme that pays consumers for expressing their opinions about their shopping experiences. The business will conduct direct mail marketing campaigns that emphasise giving customer’s significant birthday discounts. Tesco intends to use WhatsApp, Snapchat, and other analogous apps to reveal its newest items (Pheunpha, 2021). As part of the marketing, Tesco is providing the "Order & Collect" service. Users will gain access to this functionality by March 2021 at the latest.
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According to the aforementioned project's findings, a company's success when presenting new products or services to its target market depends on its marketing mix. With the aid of this instrument, marketing strategies are executed, fresh ones are created, and current ones are planned. By reducing pointless expenditures, it aids businesses in saving money. For better customer service, Tesco Extra Cheras, for instance, divides its clients according to where they reside (Hoang, 2016). It is assuming that Tesco's caters its services to the distinct demographics of each location since the bulk of its shops are situated in heavily populated urban and suburban areas.
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