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[bookmark: _Toc118565159]Introduction 
Marketing is a systematic process that allows one to perform different activities in the right direction (Evans and Mason, 2018). Evaluation of different internal and external activities of the market situation and development strategies as per the situation is helpful to attain perceived value. Marketing is not just buying and selling products. Identifying needs wants, products, utility, satisfaction, value, trade, transaction and market relationships is part of marketing activities. This report seeks the internal and external marketing analysis of Tesco Plc. For instance, the marketing department analyses various competitive factors through planning activities that find out the overall advantages of the market. Moreover, various changes have been taking place due to Covid-19 that impact the strategy development activities of Tesco (Tesco, 2022). Using different theories and practices, this report evaluates the diverse marketing aspects of Tesco. 
[bookmark: _Toc118565160]1.0 Marketing and its process
Marketing is the combination of different processes that allows the fulfilment of consumer needs (Monte, 2021). Analysing situational activities, objectives, strategies and implementation and controlling are a major part of the marketing process. Focusing on the appropriate marketing process makes sure customer demand fulfilment and activities that can help to focus on the appropriate planning activities. For instance, going through appropriate marketing techniques and effective competitive analysis are highly essential for the demand and needs fulfilment. Communicating with the customers and setting a higher value in the target market allows us to ensure the appropriate business activities of Tesco. Continuous strategy development and formulation activities are helpful to maintain appropriate analysis of the competitors. The marketing process works with the research and development team of Tesco which can help to develop further strategy and provide competitive advantages. 
[bookmark: _Toc118565161]1.1 Stages in the marketing process
Situational analysis: Evaluating the situation and evaluating external or internal factors are part of situational analysis. There is a diverse situation that took place in the business activities of Tesco (Rowles and Rogers, 2019). Evaluating the resources as per the external or internal environment can help to find out a clear picture. Analysing current and prospective customer behaviour as per industry trends can help to set up an appropriate marketplace environment. For instance, the use of diverse tools in external and internal environments can help to make the sure effective situational process of Tesco. Seeking for the strengths, weakness, opportunities and threats or SWOT analysis can help to reduce issues of Tesco and provide appropriate development activities. 
Objectives: Creating objectives and setting up specific results to achieve set through the time frame as per allocated resources are the objectives. Analysing all the areas of the current market situation are highly important for adopting the appropriate competitive advantages in the market (Sparks, 2019). Effective evaluation of the process and development the effective decision can help to enhance the success rate for marketing activities. Allocating the resources and seeking decision-making activities increases opportunities. 
Strategy: Developing a strategy through different planning is helpful to achieve overall goals in the long run. For instance, segmentation, targeting and positioning of the business strategy can help to stay in the appropriate direction. Analysing the marketing mix can help to stay in the right process and reduce the difficulties that can help to engage with the customer. Securing the activities and analysing the difficulties are part of the strategic formulation activities that support generating profits. 
Implementation: Securing the planned activities and implementing all the areas are part of appropriate decision-making (Chen, 2022). Analysing all the areas and justifying them through strategic development activities can help to maintain effective decisions for Tesco. For instance, managing all the areas and making sure appropriate decisions are made as per the available resources. 
Control: Strategic control is the part of the marketing process that helps to stay in the right direction. Evaluating different procedures and regular monitoring activities of the marketing can help to secure strategic development. For instance, controlling activities are helpful for the continuous evaluation of all processes. Performing the appropriate activities and decision-making through the reduction of barriers can help to increase the chances of doing business. 
[bookmark: _Toc118565162]2.0 Macro environment analysis 
[bookmark: _Toc118565163]2.1 PESTLE analysis 
Political: Evaluating the changes of the political changes and making sure appropriate strategy formation are part of political factors (Yawson and Yamoah, 2022). The government provides diverse guidelines and strategic approaches that are required to follow by the organisation. Changes in the government impact taxation, legal policies, administrative changes, and other areas that are highly important for Tesco. 
Economic: Taxation, income rate, fiscal policy, recession, purchase intention and other economic activities are part of economic factors. Evaluating the economic areas are helpful to coordinate different changes in the market and guidelines that can help to maintain a competitive situation. Moreover, customer purchase behaviours with the demand and supply situation are part of the economic areas. 
Social: Culture, social regulation, language, demographic or geographic positions and others are part of social factors (Rowley, 2005). Diverse evaluation activities of social activities are highly essential for marketing activities. For instance, market positioning, advertisement, target segregation and promotional activities require social evaluation practices. Tesco identifies the social factors to make sure customers are getting proper advertisement or product placement. 
Technology: Diverse changes in technology take place that requires a proper adaptation process. Evaluating all the areas and adopting the most appropriate changes can help to enhance business possibilities. Competitive advantages are easily attained with the adaption of technology.  As such, Tesco identifies the technological factors to serve the customer with the appropriate product or services. 
Legal: Various legal changes are taking place in the market activities that are helpful for the employees and business activities (Müller-Lankenau et al., 2006). Political factors are also related to the legal areas that are required to adopt for administrative business activities. Tesco identifies the legal activities and ensures employees are getting proper competitive benefits. 
Environment: Diverse changes are taking place in the environmental areas and sustainability process. Considering the changes and ensuring business activities are required making sure by Tesco can help them to fulfil all the barriers. Moreover, reducing the barriers and appropriate strategy formulation of the areas can help to manage business sustainability activities. 
[bookmark: _Toc118565164]2.2 Porter’s five forces analysis 
Competitive rivalry: High competition in the market can impact business activities (Dawson et al., 2006). A competitive marketing situation requires proper evaluation of the product and service placement to generate profit. There are various competitors of Tesco in the market that make sure proper business strategy formulation activities. For instance, Tesco requires to stay alert regarding their competitors to develop marketing changes. 
Buyer power: Having high customer power in the market can impact the strategy formulation process. Customers could switch to another competitor in the market with high buyer power. Company profits are related to the niche markets and customer movement activities. Low buyer power can be seen with lower competitors in the market as customers losses their option to switch to another. 
Supplier power: Having high supplier power in the market or industry makes less profitable activities (Mollah, 2014). Suppliers can impact business activities or strategy formulation activities with their high power. In addition, the cost of the supplier change can create higher barriers on the product offering in the market. 
Substitutions: Diverse beneficial activities are provided to the customers in the substation. High substitution offering can impact on the customer buying preferences or switch to nearby substitutions. For instance, Tesco provides the lowest price facilities in the market where there is no substation that makes competitive advantage for them. 
Threat of new entry: High possibilities of having new entry in the market can influence on the business activities of Tesco (Rosnizam et al., 2020). Staying alert of the new entrance and developing strategies as per the situation are highly essential for Tesco. Highly competitive forces or barriers for the new entrance can provide competitive advantages. However, there are constantly changing the marketing environment of Tesco and cost, or operational activities are requiring making sure. 
[bookmark: _Toc118565165]3.0 Segmentation, targeting and positioning 
[bookmark: _Toc118565166]3.1 Segmentation 
Segmentation processes are helpful to maintain small groups as per the preferences of purchasing behaviour (Chaffey et al., 2009). Market segmentation allows to allocate all the areas and maintain business in the efficient way. Evaluating the customer needs and wants as per the identified activities can help to generate higher profit margin. Smaller groups of similar preferences and accurate information makes sure customer satisfaction level. For instance, cost evaluation activities and segmenting them are highly essential for the high-profit generation. 
Process: Tesco can break down smaller groups on their marketing activities that can help to maintain business possibilities (Palmer, 2005). Segmentation mainly targets the market activities and manage different activities. For instance, geographical, psychographics and other activities are followed in the process. Segmenting allows to perform diverse activities and mange business possibilities. 
Implementation: Evaluating different criteria of the customer as per the demographic, age, gender, race, income rate and other major changes to maintain business activities of Tesco. For instance, appropriate segmentation activities and implementing them on the profit maximisation activities can help Tesco to maintain marketing process. Customer income level, preferences, age, and other areas are the part of the implementation activities that needs to consider at the time of strategy development. 
[bookmark: _Toc118565167]3.2 Targeting
Targeting is the part of marketing strategy that allows to seek for service development and other activities as per targeting activities (Barnes, 2011). There are three process of targeting that are mainly requires to make sure at the time of implementing strategies. For instance, undifferentiated, differentiated, and concentrated are the three stages. Focusing on the marketing mix and targeting the whole market in undifferentiated way is the undifferentiated targeting. Differentiated targeting mainly follows specific customers with similar choice or preference level. Concentrated targeting mainly makes sure appropriate customer service development activities and concentrate on the whole process to maintain special activities. 
Process: Specific needs and techniques evaluation are the part of the process that are helpful to deliver the best service to the customers. Targeting from the three options and make sure the effective one is helping to maintain appropriate marketing process. Focusing on the diverse groups and strategic process are requires maintaining at the time of targeting process of Tesco. 
Implementation: Appropriate consideration process of the implementation and making desired outcomes are highly essential to implement proper strategic forces (Sleight, 2001). Customer seeks for the promotional activities of Tesco. Providing the quality products to the targeted customers and collaborating with the customer are requires making sure. 
[bookmark: _Toc118565168]3.3 Positioning 
Making better position in the market are helpful to ensure the competitive advantage and brand development process. Considering various areas and effective marketing activities can help to develop values and structural activities that can focus on the customers. Positioning mainly ensures the consistent development in the areas that can allow to maintain distinctive service to the customers. For instance, ensuring the fundamental supports and positioning process can provide diverse benefits to the customer that can help to generate benefit and competitive advancement. 
Process: Seeking customer position and strategies before marketing activities are requires making sure by Tesco. Ensuring proper positioning proved the competitive advantage and proper proposition in the market that makes functional, beneficial, and emotional benefits. Generating profit   are mainly depends on the competitive forces of the customer. 
Implementation: Seeking the better position in the market are highly essential and maintain proper development (Palmer et al., 2014). For instance, diverse strategic development activities are requiring following to ensure positioning process and ensure value proposition. Marketing department requires to seek for the benefits that can provide higher customer satisfaction. 
[bookmark: _Toc118565169]4.0 Marketing 7p mix
Product: Tesco has various product range in their business activities that allows to maintain brand extension activities (Sleight, 2001). Creating better value proposition in the market through appropriate product offering are mainly followed at Tesco. Continuous strategy development and focusing on the competitive advantage activities for Tesco mainly allows to fulfil customer needs. Grocery, banking, photos, and other product offering of Tesco provides appropriate position in the market. 
Price: Competitive price setting as per economic, market condition, psychological and targeting activities are followed at Tesco. Selection of the price gives the customer satisfaction process at Tesco. Customer income level, market condition, supply and demand process and purchasing behaviour are highly essential for the price selection process. Marketing department of Tesco evaluates different process that makes sure appropriate purchasing behaviour process. For instance, pricing strategy allows Tesco to maintain their position in the continuous basis. Evaluating the competitor’s price or promotional activities are requires considering by Tesco to stay in the right position. 
Place: Following direct and indirect placement of the product are essential to maintain business activities. Tesco makes sure appropriate product placement process that can help to reduce barrier and manage different marketing activities. Palmer et al. (2014) cited that direct distribution channel of Tesco ensures customers are getting the products on time. Indirect distribution is maintained with the utilisation of diverse logistics facilities to ensure appropriate placement. Tesco seeks for the customer placement activities as per desired time to reduce all the barriers and seek for the on-time placement. In-store and online both options are available for the customer of Tesco that helps to maintain proper collaboration with the customer. 
Promotion: Diverse promotional activities allow appropriate engagement with the customers of Tesco. Advertising, sales promotion, direct marketing, public relationship management, sponsorship, social media marketing, and digital marketing activities are followed at Tesco that allows to maintain proper engagement with the customers. Tesco constantly develops and changes their promotional activities that allows swift collaboration and distribution of the products. Always low-price tagline of Tesco encourages customers to purchase more. In addition, price competitiveness of Tesco allows appropriate brand development activities and strong market positioning. Digital marketing tools of Tesco allows to enhance the promotional activities and direct collaboration with the customers. 
Physical evidence: Constant training and development of the employees are helpful to maintain effective market positioning activities (Ma et al., 2010). Moreover, physical evidence with the store and online market availability allows to perform diverse job in different major areas. For instance, continuous development and strategy formulation process of Tesco allows to enhance the skill evaluation practices and employee development activities. Strong brand positioning in the market of Tesco allows employees to get the competitive facilities. 
Process: Evaluating the business process and managing different activities of Tesco as per the right process are helpful to secure all the tasks. For instance, customer service management, continuous support, instant customer management, chatbot, delivery process, product offering, and others are helpful for Tesco to manage various brand development activities. Effective distribution of Tesco constantly makes sure all the things are working out in the right direction. Process requires systematic approach that allows to engage in different activities and provide the ultimate support to the customers. Tesco constantly upgrading their process that allows them to engage on the diverse strategy management. 
People: Ensuring appropriate engagement activities and online service process are requires making sure at Tesco that can help to provide the best services to the customers (Munusamy and Wong, 2008). Continuous strategy development process with focusing all the areas of brand management can help Tesco to stay in the right process. For instance, seeking the most advanced people that can make sure engagement in the diverse activities. 
[bookmark: _Toc118565170]5.0 Recommendation 
Appropriate strategy formulation is highly essential for the marketing activities of Tesco. Evaluating different activities and managing them from the beginning are essential to perform different activities and manage appropriate process in all the areas. For instance, seeking the competitive forces and advantages can help to implement different activities that can allow to manage proper orientation in the changed business environment. Evaluating the strategy as per the micro and macro environment needs to ensure that can help to develop proper marketing strategy. 
Diverse innovation activities in the technology and management activities allows to attain the competitive advantage for Tesco. Appropriate market offering with the research and development area requires to make sure. For instance, customer offering, and product value management can allow to enhance further development that can help to increase profit margin in different areas. 
Social media advertisement and connectivity process can help customers of Tesco to increase diverse facilities. Engagement with the customer by product and service offerings are maintain with the continuous process and promotional process. Customers has various queries that can maintain following the proper collaboration and engagement in the new market. Appropriate engagement with the customers and collaboration process can help to create opportunities in the new market. 
[bookmark: _Toc118565171]Conclusion 
Marketing is the core part of an organisation that allows to maintain customer and profit margin. Appropriate strategy formulation in the market is highly essential for the organisation to maintain business development activities. Generating profit through internal and external evaluation practices can help to maintain further engagement activities for the organisation. Appropriate marketing activities and strategy formulation process allows to maintain continuous development and market positioning. Seeking the macro and micro-environment process are helpful to follow proper strategic forces and changing market positions. Adequate strategies and continuous support to the market position are helpful to maintain the competitive advantage and collaboration with the customers.
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