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[bookmark: _Toc119012236]Introduction
This report focuses on Tesco as it is one British multinational grocery company that includes subsidiaries of general merchandise and acts as a retailer which is headquartered in England. Certainly, in the year 2011, the service has collected reported that it was one of the third largest retailers in the world which have been measured by the different gross revenues and this has been increasing the market henceforth.  The report focuses on 6 series of blogs to communicate with the target audiences. 
[bookmark: _Toc119012237]Blog 1: About Tesco
The company has been breaking its position as a multinational retailer with a target of above 400,000 colleagues working under them. Certainly, the organization aims to serve customers all around the world every day where they provide affordable, healthy, and even sustainable food products to them. The company started understanding the needs of customers and certainly communicated this with them in a more commercial and trading way. This means of the company has been reasonably stuck to the point of responsibly handling its commercial and trading activities (Tesco, 2022). These have direct interactions with the manufacturers, and even the visibility and information which are included in it to be transparent for Tesco has a regular series or program of audits which makes sure that the factories and assets included in the process can start producing the standards according to the customers wants and needs and as they have been expected from the company itself.
[image: Tesco vows to rein in prices as profits treble - BBC News]
Figure 1: Featuring Tesco
(Source: Tesco, 2022)
This would help them enjoy a better and healthier quality of life on easy terms and the way they live. All through different years, it has been found out through different research and even the strategy analysis that the company has been forming alliances with selective international partners (Awadari et al., 2019). This means that overall New Year and upcoming technology in the market, the company has been focusing on the development of new products and services more technically. Tesco adapts itself and maintains the integrity and tradition to remain at the number one position which serves to provide quality service and products by constantly giving trials and erroring the quality program (Yawson et al., 2022). Abiding by this, it can also be said that the proof for the company certification is also laid out according to the maintenance that it carries out for the comprehensive safety of the customers. Tesco starts the health management programs under the different operations and employees which mean that the company will be recognized further for its strong adherence to the different safety standards which would meet and exceed the demands of the customers.  
[bookmark: _Toc119012238]Blog 2: How has Tesco been communicating with customers?
According to the data, the wealth of all these technical expertise, the resources present, and the types of equipment used in the process, Tesco continues to serve the numerous and humongous customer needs with a great and strong value over the quality, efficiency, and safety. Different quality objectives are included underrate and they are maintaining the highly trained and motivated workforce, the continual improvement of these skills and services, the introduction of productivity improvement, etc (Schiro et al., 2020). Therefore, it can also be said that one main reason to choose test scores in the tough competition present in the market is the fact that the company has been solely focusing on the customer needs as its main value rather than highlighting its profit first. 
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Figure 2: Communication considered by Tesco
(Source: Tesco, 2022)
Along with this, different strategies are used for increasing communication with the customers. The first of which is the customer service message (Fandella et al., 2022). This means that the name of the business is assigned and this creates bright evidence for the availability of different products and makes it visible in the poster on the window or anywhere else where advertisements take place. This helps people to locate desired products and services by a company that abides by their needs and wants. The next thing which comes into the process is the printed material from any organization (Krajčovič, 2022). This is the information that holds for laying out the different steps which have been taken for shopping online mode. However, both of these can fall under the same category of providing the customers with a service message which would be informative and reliable to them.
[bookmark: _Toc119012239]Blog 3: The uniqueness of Tesco as a brand
 Tesco keeps it making unique by including different innovations in the brand and the strategies themselves. It has factories that deal with things differently and when it comes to groceries in the first place it doesn't have to focus on anything else but the money which has been greatly poured in by the investors and the stakeholders (Xinyun, 2018). Such unique factors call for quality production services and even the development that occurs because of the absolute focus on Fair Trading practices. Tesco, in turn, starts building up a powerful retail brand that has a reputation on its own for the money and the convenience along with a wide range of products which are all found in one store. This means that along with leading in the international market it uses the factors like online shopping, the club card system, the credit card system, mobile phones, telecommunications system, and petrol stations as its features or rather the unique features to stand at the top of the market. 
[image: Technology strategy at Tesco | Tesco | Retail Week]
Figure 3: Uniqueness of Tesco
(Source: Xinyun, 2018)
[bookmark: _Toc119012240]Blog 4: Business strategy of Tesco
Being one of the biggest multinational conglomerate companies in the international market, the organization mainly focuses on grocery and general merchandise as discussed and mentioned earlier. However, there are different business strategies taken by the organization to increase their sales per year even more (Menapace et al., 2020). The c's or rather the main aim of the company remains to serve the customer not just in the United Kingdom but also all around the world to make them happier. 
[image: Analyzing business model of TESCO - The Strategy Story]
Figure 4: Business strategy of Tesco
(Source: Benghezal et al., 2022)
For this, the business model which has been targeted by them includes four major components these components are the product the channels, the customers, and the reinvestments this means that Tesco model offers a variety of quality products under different channels to the customers where there is a chance for them to reinvest into it in the future itself too (Benghezal et al., 2022). This acts as a strategic plan to improve the trip of the whole shopping. The reason for this reinvestment remains to create a better point of view for the job and the customers where they will also improve the sales and increase the net profit for the company.
[bookmark: _Toc119012241]Blog 5: Market reach of Tesco
 The market reach of Tesco has been most diversifying in terms of attaining our target. This includes having a grasp of over 31% of the share in the market along with more than 31 to 32% of the market share in the non-food market. And the other in the financial sector. This acts as a great achievement for the company to stand against the harsh competition present. Along with those there are different impediments for the retail market which act as an additional factor for the competition commissioner's report which is not an easy task to face (Alam et al., 2019). This includes different observations or even interviews for their customers where it has the primary or the secondary types that can conduct the research by themselves or even by research analysts that have been hired by the company. The market strategy includes all the informative financial values which are estimated and calculated accordingly to provide a target amount set for the employees working.
[image: Communication with Customers: Tesco Case Study]
Figure 5: Reaching the market
(Source: Alam et al., 2019)
[bookmark: _Toc119012242]Blog 6: Why upgrade to Tesco?
 The reason for the customers to stick to Tesco is because of the advantages it provides full this includes the major roles or the factor of being the player in the market when the negotiation includes the fact of including large retail giants catering to the different customers based on their needs in huge quantities (Alexander, 2020). Therefore, once the company is being able to meet these needs and wants irrespective of the pressure and the target, it makes the customer attract towards the product of the organization and have their dictate in terms of prices and quantity supplied to them within the stipulated time. This is one of the main reasons why Tesco has been the winning company among the other competitors present in the market and also a very vital driver for the essential scheme.
[image: Tesco Mobile offering billing discount in exchange for ad views]
Figure 6: Upgrading to Tesco
(Source: Alexander, 2020)
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 Therefore, it can be concluded that the British multinational grocery company husband striving its way to the market irrespective of what they have been serving over the years. This also means that there have been different challenges and ups and downs Faced but Tesco has bent down before the negative time. The understanding of the process of the different segmentation, targeting, and positioning have been cleared out while determining the marketing strategies for the organization.
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