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[bookmark: _Toc123836933]Introduction
Marketing is one of the fundamental parts of any kind of company as it helps in reaching out to a huge pool of customers. As per Emeritus (2022), the significance of marketing for the distinct business is the fact that it makes the distinct customers much aware of the services or products, engrosses them, and assists them in making the decision of buying. This report is also going to be discussing the strategies of marketing that are going to be done by Tesco for enhancing the profitability of the company. 
[bookmark: _Toc123836934]Brief Background
According to Tesco (2023), as a retailer that is present globally, with above 345,000 colleagues, the company, Tesco, aims at serving the customer each and every day with sustainable, affordable, and healthy food for helping them in enjoying a much better quality of life and a much simpler way of living. The company has been capable of building itself a name through growth that is organic and most precisely via a sequence of acquisitions that has been strategically done. The company has been founded in the year 1919 and the company has also distinctively acquired as many as 30 various companies which expand its reach across Asia and Europe (Investopedia 2022). The company has been able to diversify itself into parts like the retailing of electronics, books, furniture, clothing, petrol, toys, financial services, software, internet services, and telecoms. Tesco has been also considered to be carrying their distinct business through online and multi-format stores. The company has been capable of attracting a huge amount of base of customers and providing each and every one of them with profitable amounts because the main approach of the company is to establish value for their customers for earning their loyalty which is a lifetime. 
[bookmark: _Toc123836935]Definition of Communication
Communication is considered to be a process that is two ways which have involvement transferring messages or information from one distinct group or person to another. According toSulaeman and Kusnandar(2020), the communication that is done in marketing plays a very essential role for the distinct marketers and without the proper amount of communication, society and the consumers as a whole would not be capable of knowing their existence of the distinct products that are present in the significant market. With an effective amount of communication, the company gets to connect with all of the existing and prospective customers that are present within the company and share all of the necessary details that are needed to be known by the customers for having a much better amount of understanding that what new offers or services or products are available to them and which could be bought by the customers. According to Amin and Priansah(2019), communication that is done in marketing could be shaping the equity of the brand and enhance the performance of the promotion and is considered to be the process of providing messages by someone to other distinct people for changing attitudes, tell, etc. either indirectly or directly orally through the use of media. 
[bookmark: _Toc123836936]Communication Model
[bookmark: _Toc123836937]SHANNON and WEAVER's communication model
[bookmark: _Toc123836938]Sender
Tesco is the one who is going to be sending the messages to the audiences that are present within the distinct market where they do their operation in. 
[bookmark: _Toc123836939]Encoder
The message is going to be sent through different social media sites as it has become an essential part of the daily lives of consumers (Voorveld, 2019). Traditional advertisement methods are also going to be used for sending messages. 
[bookmark: _Toc123836940]Channel
Instagram, Facebook, Snapchat, Twitter, etc. are considered to be the significant channels through which the company sends a message to the audiences and reaches them in an effective manner. 
[bookmark: _Toc123836941]Noise
The messages that are sent by the company could be interpreted by the consumers in a negative way and might be disrupting the sales of the significant company.
[bookmark: _Toc123836942]Decoder
The accounts that are present on the social media sites are considered to be the significant decoder as these accounts are going to be visiting the page of the company and the traditional methods are going to be used which is going to be elaborating the message that consumers see day to day. 
[bookmark: _Toc123836943]Receiver
The consumers are considered to be the significant receivers as they are the ones to whom the message is going to be conveyed. 
[bookmark: _Toc123836944]Integrated Marketing Communication
According to Muhammedrisaevna, Bayazovna, and Kakhramonovna (2020), integrated marketing communications are pretty complex among all of the types of communications that are present in marketing and are utilised for achieving a certain goal and mitigating particular tasks. The primary goal of marketing communications that is integrated is to establish coherence among the tools, their functioning that is done at an effective level, and their performance that is high. Marketing communication that is integrated plays an important role in providing a message that is unified for the end-users via different channels. Marketing communication that is integrated goes a much longer way in developing the awareness of the brand among distinct customers at a cost that is a minimal amount. 
The company Tesco utilizes various ways for the promotion of the brands among the distinct customers like inserts on newspapers, banners, and hoardings at those locations that are more strategic, brochures and pamphlets, television or radio advertisements, releases of the press, coupons for discount, clubs of loyalty, etc. This provides the meaning to the fact that the company should be using other methods too for getting the attention of the respective consumers. 
[bookmark: _Toc123836945]New Promotional Strategies
For online promotional strategies, the company shall be putting much emphasis on doing SEO. According toSheffield (2020), SEO is considered to be the distinct procedure of incrementing the no. of visitors that is done in a website by accomplishing a rank that is high in the results of a search by a search engine. It will be helping in optimising and organising the content from engines of search like Yahoo, Google, etc., and would be assisting the position of the company in a much higher rank in the results of a search. This would be helping the customers in pulling the customers towards the brand and improve the equity of the brand and also increase distinct sales. As per Rosario and Cruz(2019), marketing that is done through affiliates refers to the strategies of marketing based on distinct performance. International marketing has never been more important or stronger as world trade has grown exponentially in the past few decades. The rapid expansion of globalization has been strongly developed with billions of new customers and new competitors in the world market from countries like China, India and the former Soviet Union, along with improvements. Revolutionary in communication and transport, and further economic liberalization. It permits the companies in much effectively promote a distinct product with a budget that is low, low time and effort, and at a much well-contained level of risk while providing a guarantee to a return that is higher on the investment that is done, increment the awareness of the brand and growth the distinct business. It will be helping the business in effectively growing and enhancing the sales of the company in a much more positive way which would result in acquiring a better amount of profitability as the company would be selling more and more of their products and services. 
For the offline method of promotion, the company could be providing the customers with discounts that are present for only a limited amount of time. According to Peng et al. (2019), in promotions that are done for a limited time, the pressure of time will be interacting with a value that is emotionally weakening the intention of purchase. in promotions that are done for a limited time, the pressure of time will be interacting with a value that is emotionally weakening the intention of purchase.  An offer that is considered to be present for a limited time is a type of deal that is significantly available for only a time that is limited. Deals that are time-limited deals pretty much typically take the structure of ads that are provided for limited times, campaigns for sales, etc. This will be attracting consumers at a huge amount and would be helping in creating a much better environment to be working on. Direct sales could be also used by the company for promoting the services and products company. The use of salespersons and executives could be promoting the distinct products of the company by reaching out to the customer's door by-door and promoting certain products, services, and offers of the company that are made by the company for improving the base of the customers and it will be also helping in increasing the awareness of the brand and make them understand that why the consumers shall be doing business with the significant company and what kind of advantages would the consumers get if they do transactions with them. The offers, products, and services of the company are going to be decided by the company itself. 
[bookmark: _Toc123836946]Discussion of Customer Journey and Explanation of Customer Journey Map
According to TechTarget (2023), a map for the customer journey is considered to be a distinct diagram that portrays the stages within which the distinct customers go through when doing interaction with a significant company from purchasing the products online mode for accessing the service the customer on the phone to the grievances that are airing on the social media. 
[bookmark: _Toc123836947]Customer Journey Map
[bookmark: _Toc123836948]Awareness
The company uses social media and traditional methods for connecting with distinct customers and is considered to be using the traditional methods for connecting with the people that are present in the context of the country and globally. They use Twitter and Facebook and Instagram although Facebook is the least used by them (Krajčovič 2022). 


[bookmark: _Toc123836949]Consideration
This portrays the customers with the knowledge that why their products shall be chosen by the distinct company and what kind of advantages would they be getting if they use the services and the products of the company. Tesco provides their customers with products that are at prices that are reasonable and customer service that is better and more convenient. 
[bookmark: _Toc123836950]Purchase
The consumers are then motivated by the offerings of the distinct company and make the decision of buying. The products of the company are then bought either online or by going to the physical stores and the products of the company are significantly bought by the company either by cash or either by online mode of transaction. The customers choose how much amount of products would be used by the customers or not. These are the ways that are followed by the distinct customers for purchasing the distinct products of the company. 
[bookmark: _Toc123836951]Retention
For the retention of customers, the company provides them with an excellent amount of customer service (Peeroo 2019). Whenever the customers have any kind of difficulty with any of the products of the company they seek assistance from the in-desk customer service and get help from them. The shopping experience of the customers is also managed by them in an efficient manner and the transaction of the goods is also conducted in an efficient manner with a smooth and effective purchasing model. The customers feel a sense of care and assistance from the company which improves the loyalty of the brand. 
[bookmark: _Toc123836952]Advocacy
Whenever the customers are satisfied with the services and the products of the consumers they talk about it with their respective friends, colleagues, family, etc. about how useful the products of the company are and they were able to acquire them in a much low and effective price range. This lets them tell they're positive story to others and thus increases the brand image of the company and increases the number of consumers. 
The core aspects of customer journey map has included research, awareness, comparison. Purchase, retention and advocacy. Tesco’s customer journey map has focused to increase the customer engagement by prioritizing the needs of the targeted customers of the targeted market. The company has developed customer-centric market development strategy to increase the customer engagement. The company has generated an official website, for providing the customers proper promotional offers and also has offered online delivery service to get customer loyalty. The website design of the company is very simple and user-friendly. The customers can easily access all of the information from the official website of the company. Along with that, Tesco’s official website has offered price comparison with the other competitor brands that has assisted the customers of the company to move forward with the brand more effectively. 
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Fig; Customer Mapping Diagram of Tesco
Source: Blog post 1: Audit the company Website - Tesco | P.Apinyanant (brighton.ac.uk)


[bookmark: _Toc123836953]Brand and Brand Equity
[bookmark: _Toc123836954]Kellers Brand equity model in the case of Tesco
Identity
Salience is the way through which the company creates its awareness in front of the customers. Brand salience, or awareness, refers to how the company is perceived by your customers. (Cheng et al. 2019). It means what customers think about the brand and if their thinking is accurate or not. The foundation of the brand is figuring out or communicating with the customers. Not only the company need to make sure that people are aware of the brand, but they need to be sure that customers are getting the right message as well. Tesco is a famous grocery retail company that increases brand awareness and also creates brand awareness via social media marketing (Ibrahim and Wang 2019). Social networks are able to give an increasing number of information to the customers which are very helpful therefore a positive awareness of the brand can improve the interest of purchasers towards the company. It helps the company to not only increase brand awareness in front of existing customers but also in front of new potential customers. This is the way through which they promote their brand and the overall business. 
Meaning
Performance indicates how well your product satisfies the needs of your customers. The meaning of the brand is going to go beyond the quality of the products that are offered by the company or the point of a price that the company utilises in their market. The company sells all the grocery products that are required by people daily. The company, therefore, focuses on the products that help customers to live more healthily and the sourcing of the products maintains quality, and sustainability and is affordable which helps them contribute to the communities where they operate.  Customers expect that the company sells products that are made to sell quality and are sourced responsibly (Tesco PLC 2022). They build close relationships with the suppliers to source the best potential products through which they can meet customers’ requirements. Tesco's pricing strategy can be described as cost leadership which means they maintain low prices as much as possible for their products and services without compromising service and quality. 
Response
The after-sales service of the company involves repairs and replacement of faulty goods. The customer of the company expects these repairs to be urgently carried out involving effectiveness and faulty products that need to be replaced as soon as possible without any kind of delays. The customers also expect that the enquiries of the customers can be resolved as soon as possible. They also want to decrease their environmental impact and provide support to the healthier living of the people through which the company can increase the satisfaction of the customers and attract them towards the company. 
Relationship
Tesco is a pioneer of customer data science and analytics that launched Clubcard in the year 1995 to track trends in shopping and rewards customers that are loyal. After providing an offer of 50% off some of their products to holders in the year 2020, the company aggressively promoted the loyal scheme the previous year including 1.9 million app users (Davey 2022).  The ClubCard of the company is held by approx 20 million British customers and among them, 8.5 million is via application which helps the company to boost their sales and also helps the biggest retailer in the UK to better deal with the suppliers in one of the most competitive markets. 
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Figure 1: Kellers Brand equity Model
(Source: Course materials)
[bookmark: _Toc123836955]Advantages and disadvantages of the Kellers brand equity model
The brand equity model of Keller reflects that brand equity is very important for companies as it provides the ways through which the company can have a sustainable advantage for the company (Cottan-Nir 2019). Using this model can result in a strong equity of the brand and the company can have a better opportunity to acquire as well as sustain its customers therefore able to provide a massive advantage to the companies and their products that are considered as brands. Though the brand equity model provides a lot of advantages to the companies but it fails to consider the equity of the manufacturer's brand names in contrast to individual brands of the products. There are some difficulties in implementing a pure model of Keller in the case of B2B. 
[bookmark: _Toc123836956]Strengths of Customers journey map
The customers’ journey map is able to increase the value of the customers while increasing the value of the company in many ways (Micheaux and Bosio 2019). This map can be helpful to improve the loyalty and experience of the customers which in turn can help the company to reduce costs. The improvement in the customer's experience can help the company to lift the rate of acquisition which might result in a quick increment. 
Weaknesses of customer journey map 
In current context of internationlisation, the international organisations have to act upon the changes of market drivers that can impact on the overall performance of the existing customer journey mapping of the company by impacting on the customer engagement. Lack of cross functional support from the operational management of the company also can impact on the market research that impacts on the analysis of customer requirements. 
[bookmark: _Toc123836957]The Total Engagement Model
The concept of total engagement model has linked the strategic components of the organsational management with the value proposition of the brand, as, these aspects should be matched within the customer engagement criteria for enhancing the customer loyalty and brand image to the targeted markets. 
Consumer Value Proposition 
The aspect of value proposition of the organisation has included the concept of sustainable supply chain management for enhancing the brand image to the international market (Kshetri 2021). The organisational management of the company could focus on enhancement of brand identity for gaining customer loyalty more efficiently. In current context, the increasing awareness on utilisation of green products for reducing the carbon emission from the environment, has changed the customer buying behaviour. So, Tesco should increase the investment in developing more green products that will be able to motivate the customers for moving towards the brand. Tesco also needs to use green transportations for increasing the potentiality of sustainable brand image towards the international market. 
Brand 
To increase the brand value in the international market, the company should also focus on integrated marketing approaches for increasing the customer engagement. The organisation could utilise omni-channel marketing within the promotional attributes that allows integrated communication channels within the promotional strategies. It would allow the company to develop direct relationship with the targeted customers. Integrated communication channels help the marketers of the company to identify the requirements of the targeted customers from the international market to get potential benefits. The company also can be able to identify the issues faced by the customers that would help the company to rectify the customer service of the company. 
Culture 
The performance of the human resource management of the company determines the potentiality of the customer service of the company. So, the company should focus on developing diverse organisational culture to get loyalty from the employees. Diverse workculture will help the company to reduce the cross-cultural conflicts and it will also enhance the productivity of the operational management of the company by developing knowledge management approaches. 
Customer Experience 
For improving the customer engagement strategy of the company, the marketers should use proper analytics to measure the performance of the existing customer journey mapping. The efficient software like Google Analytics can help the marketers for enhancing the contents of the websites and other communication channels by measuring the rate of customer engagement. For increasing the sales rate of the company, the marketers also have to emphasise effective touchpoints to motivate the customers for purchasing the sustainable products (Tupikovskaja-Omovie and Tyler 2021). 

[bookmark: _Toc123836958]Recommendations
The company could use influential marketing to influence the customers using digital media platforms such as Facebook, Twitter, Instagram etc, Influential marketing helps the companies to get potential customers from the targeted market within short period. The influencers have millions of viewers or audiences within their social media sites. Collaboration with the new generation influencers could increase the rate of customer engagement by ensuring the rate of sustainable financial development (Vrontis, Makrides, Christofi and Thrassou 2021). 

[bookmark: _Toc123836959]Conclusion
Thus this significant report shows the processes and the procedures that are used by the company for the promotion of the services and the products that are offered by the company to the general consumers and also entails the things which should be kept in mind by the company while conducting any kind of promotion about the company. This report has demonstrated each and every aspect of the marketing of the company and also entails the different ways through which they reach out to the consumers. 
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