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Executive Summary
Tesco is regarded as one of the key multinational retailers in the UK and all across the world. The reputation of this company is high and it used to have a large customer base within the company. This report is focused on three fundamental pillars of any business such as marketing, promotion and communication with special reference to Tesco. First, a brief overview of the company has been given considering the annual revenue, the number of employees, origin and foundation year. After that, the concept of communication and promotion for any business has been analyzed critically with the help of multiple business models. After that, digital promotion, and integrated marketing communication approaches have been highlighted and analyzed in this context. The total engagement model and the concept of brand equity have also been analyzed here. By developing a customer journey mapping, the overall experience of a customer at Tesco has been evaluated. It can help bring effective changes to Tesco. Later on, the key findings of the report have been formulated as the conclusion. 
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[bookmark: _Toc122104229]Introduction 
Tesco is regarded as one of the famous leading multinational retailers in the world. The main goal of this company is to serve customers with high-quality products with affordable price ranges in a sustainable manner. This report aims to analyze the internal business environment of the company along with suggesting new strategies for future development. A critical analysis of the business environment of Tesco has been done and innovative marketing strategies have also been developed for training awareness about the brand. Along with that, the journey of a customer has also been evaluated through a customer journey map. The communication strategy of Tesco has also been analyzed and an innovative marketing strategy has also been recommended to Tesco for reaching a large number of customers. Different theoretical models have also been used here for developing depth understanding of the communication, marketing and brand awareness aspect. Later on, the key findings of the report have also been summarized through the conclusion.
[bookmark: _Toc122104230]Background of the company 
Tesco is one of the most famous and reputed retail sectors in the UK and all over r the world. This company has been established in the year 1919 in the east end of London by Jack Cohen. However, the name Teso has been developed in the year 1924 (Tescoplc.com 2022). Soon after its establishment, this country started gaining popularity among the citizens and gained an immense amount of profit. The annual revenue of Tesco for the financial year 2022 was almost $84.138 billion, which is a 12.15% increment from the financial year 2021. 
[image: D:\Monalisa Das\December\16.12.2022\Job Reference No 9756\image.png]
Figure 1: Annual revenue of Tesco
(Source: Statista.com, 2022)
From the above-indicated figure, a growing trend in the annual revenue has been witnessed. However, between January and May 2021, Tesco lost 0.9% of the market share and stands at 27% (Statista.com, 2022). However, the core competitors of Tesco such as Sainsbury, Asda, and Morrisons have also witnessed a similar decline meant in the market share for that successive year. 
Mission Statement: “We make what matters better, together.” 
The core value of this company is to provide customer-focused, caring services for their customers as they believe that any little help can make big difference. Therefore, this company is regarded as one of the highly valued companies in the UK. In the year 2022, Tesco achieved a 27.7% of the market share in the UK [Refer to appendix 1].  Tesco used a wide number of "Key performance indicators (KPIs) for ensuring quality services by the end of this company.
[bookmark: _Toc122104231]Definition of communication 
Communication can be defined as a process that is used for exchanging thoughts among individuals through a common system of behaviour, and symbols. language and signs. As opined by Zerfass et al. (2019), Strategic communication is used to encompass all types of communication that help in developing a strategy for thriving a community for achieving strategic goals. In contradiction, Ritter et al. (2020), have argued that, in the era of digitization, effective communication is highly necessary for interacting with business customers, and the e employees within the organization. Multiple advanced technologies can amplify the communication approach. Different theories of communication can also enhance the concept of communication such as the Authoritarian Theory, the "Classical theory of communication", and different others. Both of the theories are impactful and can enhance effective communication within a system. The Authoritarian Theory of communication states that all different forms of communication are under the control of authorities or an influential governing elite (Communicationtheory.org 2022). There are ample numbers of controversies regarding the applicability and advantages of the Authoritarian theory of communication.   The classical theory of communication by Max Weber and Henri Fayol defines that the purpose of any communication is to facilitate the comments of the leaders and impose control over any organization through different channels. This theory is mostly applicable to organizational perspectives. The below-indicated figure has given an idea about organizational communication.
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Figure 2: Communication within an organization
(Source: Borca and Baesu, 2014)
Hence, these theories can play a vital role in evaluating communication strategies of Tesco and suggesting suitable one. 
[bookmark: _Toc122104232]Communication model 
There are multiple suitable models that can evaluate the core concept of communication in an effective way. The "Osgood and Schramm circular model" of communication can emphasise the circular nature of any communication approach. However, several models can be used in implementing effective communication in a business system. The 7cs of communication model is one of them. The core components of this model are complete, considered, concise, clear, correct, courteous and complete.  This theory can be applied for enhancing the communication approach within an organization. As opinedKarmarkar, (2022), This theory can play an important role in being an effective communicator in business or personal life. Hence, clear and concise messages can be delivered through its approach. Therefore, multiple famous business organizations have also adopted the 7Cs model of communication. Similarly, Vardanidze and Benedek, (2019), have stated that this theory is also effective in evaluating the customer's motivation and communication perspective within an organization. The below-indicated figure has given an idea about the 7Cs model of business communication.
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Figure 3: 7Cs model of communication
(Source: Communicationtheory.org 2022)
Tesco can look forward to applying this model in the organization. It is expected that the effective implementation of this theory can enhance the business performance of Tesco. 
[bookmark: _Toc122104233]Integrated marketing communication 
In the era of digitization, the concept of communication is getting more complex day by day. Due to serving the immense need, within a short period, different new platforms, as well as new concepts are introduced in the business communication approach. The integrated marketing communication approach is one of them and it enhances the traditional business communication aspect into an advanced one. As opined by Gordon-Isasi et al. (2021), Integrated marketing communication or IMC is a planning process that has been designed to assuring that the customers receive the brand contacts and enhance the product and services of the organization. Similarly, Englund et al. (2020), have stated that there are 5 modes of integrated marketing communication approaches such as direct marketing, sales promotion, internet marketing, public relations and advertising. Authors have also indicated that this IMC approach is directly correlated with business performance and it positively influences the performance of any business. The below-indicated figure has given a clear idea about the multiple channels of IMC. 
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Figure 4: Integrated marketing communication
(Source: Ballesteros-Sola, 2017)
There can be  4 types of IMC such as internal, horizontal, external and vertical. By taking all these approaches together into business practice, business goals can be easily achieved. The IMC approach also helps in building an effective relationship for two different aspects as the "business-to-consumer (B2C)" and the "Business-to-business (B2B)" approach. However, a suitable platform is required to be chosen before proceeding with IMC. The channels can be Magazines, radio, internet, mobile phones and different others. There are different real-life examples of the successful implication of the IMC approach (Psu.pb.unizin.org, 2022). There are multiple advantages of IMC such as it significantly improves the efficiency of an organization by providing streamlined business operation processes. Along with that accessibility of its approach is higher than the other modes of marketing. Hence a large number of the customer base can be addressed within a short period. The method is cost-effective and helps in building trust among the customers. In certain cases, it becomes difficult sometime to manage the content of integrated marketing properly. Along with that, it becomes difficult to reach international audiences and clients through this approach.  The applicability of IMC is still low and cannot meet the business goals of some selective organizations. The Campbell soup company has used this approach and designed two different marketing strategies for promoting its products. and it became highly successful. This integrating marketing communication approach can also helps effectively communicate the existing business strategies to its customer. 
The IMC and public relations are two different terms and both of them are correlated with each other. Any company is required to develop products and services and the goodness of their products and their services are required to be communicated to the customers. An IMC approach works effectively in facilitating communication between consumers and business managers. Its communication strategy of Tesco is strong enough to address the needs of the customers. A strategic communication approach has been taken by Tesco for evaluating the needs of the customers w within the company. Along with that it also helps in evaluating the opinions of the employees in decision-making. Moreover, a clear and transparent communication approach used to be established within the company. More than 400000 employees work in Tesco and this strategic communication helps in reducing organizational conflicts and enhancing organizational peace. Implementation of the IMC approach in Tesco can also enhance organizational performance and promote their products more in a selected market.
[bookmark: _Toc122104234]Suggested new promotional strategy 
Marketing and promotion are regarded as one of the most important aspects of business proliferation. A strong promotional strategy can help a brand in gaining a large customer base inside the company. Along with that, it can also create brand awareness effectively. Hence, it is highly required for all companies to develop a potential promotional strategy for the business (Nyagadza, 2020). Tesco considers promotional strategy as one of the main fundamental aspects of their business. Tesco ost;y used traditional types of promotion through hoarding, pamphlets and others. Hence, Tesco is suggested to focus on a digital marketing strategy over the traditional one for addressing a large number of audiences within a short period.
A digital promotional strategy includes utilizing different social media platforms and updating their official websites and others. social media promotion includes training awareness about the brand among the customers through posting on the social media platforms such as Facebook, Instagram youtube and others. Utilizing social media platforms, Tesco can increase its customer base and address a wide number of customers. within a short period. Along with that, it is also effective in gaining the ideas of the customers and their opinions and utilizing these for further development purposes. An overview of the digital promotional strategy has been given in the below-indicated figure.

Figure 5: Digital promotional strategy
(Source: Self-developed)
As opined by Scolere et al. (2018), digital marketing and promotional aspect impact brand transformation, brand positioning and analyzing the internal business environment. It also helps in gaining international customers. In contradiction Carlson et al. (2019), have argued that there are certain risks associated with digital promotion such as there is always chance of data breach, cyber risks and different others. The digital promotion also reduces the chances of gaining competitive advantages as it makes business strategies open to its competitors. Hence, Tesco is always advised to follow these guidelines before proceeding with digital promotion. 
Despite the social media promotioning, there are different other ways of advanced digital marketing approaches such as email marketing, "Search engine optimization", "Pay per click" and different others. All these aspects can also help in creating brand awareness in this company. Digital media marketing enhances the chances of connecting with the customers, gaining their point of view and sharing the brand voices and story through [posting social media advertising, creating potential content and different others. In this way, through attractive and informational posts on social media, a sense of brand awareness can be created in a company. Hence, Tesco is advised to create an official social media account and post their thoughts, views, offers and other business-related information through this. In this way, these approaches can thrive brand awareness and gain the attention of the customers. It also helps in creating a brand reputation. Tesco can also consider hiring Brand ambassadors for promoting its products. However, this process is highly cost-effective and hence can increase the customer base within the organization. Therefore, an internal organizational analysis is recommended before proceeding with this approach. 
[bookmark: _Toc122104235]Branding and equity 
Product branding is a way of presenting any product to its customer in an attractive manner. Along with that proper branding is also essential for creating brand value among customers. On the other hand, Brand equity is a marketing approach that potentially describes the value of a specific brand. Multiple opinions have been reported regarding the concept of these two terms. Brand equity is dependent on two dimensions such as the marketing elements (4P) and the non-marketing Both of these factors effectively help in creating brand equity dimensions, that further developed into brand equity. The consumer perspective and financial perspective of the company is depended on brand equity [Refer to appendix 2].  As opined by Shariq, (2018), defining a brand is the most important aspect for a company as it can create the overall brand image and value proposition for a brand. The process of converting a product into a brand is called branding. The branding strategy of a firm reflects the nature and the products of the brands. The marketing strategy also plays a significant role in developing a brand image and branding perspectives. Branding equity is also important for understanding the driving determinants of any company such as channel, advertising, name and spokesperson of a company. Therefore, branding and equity are highly important for any business to create brand awareness and brand image for their customers. 
Tesco is conscious of its brand image. However, since the beginning with an effective marketing strategy, Tesco has invited a large customer base inside the company. The fundamental branding strategy of Tesco is related to its excellent product services with affordable price ranges. Along with that the sustainability approaches of Tesco, also work as the key driving factor for ensuring an effective brand image in the community. 
[bookmark: _Toc122104236]Brand equity model 
As explained earlier, the fundamental concept of brand equity is highly important from an organizational perspective. It helps in creating a brand reputation, ensuring high customer engagement and increasing the profitability index of a company. Keller's brand equity model is highly effective in analyzing the concept of brand equity and its importance for organizational development. The Keller brand equity model is also known as the "Customer-Based Brand Equity (CBBE) model". This management tool helps a company in finding ways for building strong and potential brand shaping (Keller and Brexendorf, 2019).  Along with that it also helps in shaping the mind of the customers and identifying a proper stage in which the brand belongs to. Therefore, this model effectively helps in identifying a suitable stage for brand positioning. There are 4 key elements of brand equity such as brand loyalty, brand association, perceived quality and brand awareness. All these factors effectively contribute to developing brand equity. This model has been invented by Kevin Way Keller and there are 4 levels in the pyramid Relationship, Response, Meaning and Identity (Tasci, 2020). For the creation of a solid and impactful brand, their aspects are needed to be considered. For implementing this model in any organization, first, the brand identity is needed to be created. After that, through effective communication and recognizing the relationship among the customers, proper brand equity can be created. There are multiple advantages and disadvantages associated with this model. This model can facilitate any company's long-term growth. This theory potentially leverages the brand value, hence the accessibility of the products is increased. Hence, the chances for exploring new market and geographic area is increased through the implementation of this model. A strong brand identity helps in differentiating any company from the competitors in the existing market. This also helps in creating emotional connections with the customers, which directly helps in increasing customer satisfaction rate.  The negotiation power of the company also increases through this. Therefore, these can be considered as the advantages of Keller's brand equity model. 
There are also multiple disadvantages of this model too. The development cost of the brand awareness and brand equity model is huge; hence, this can drain monetary resources from an organization. The flexibility and quality of the models are limited to certain companies only. Hence the application is not possible in all companies. Moreover, it is always hard to change the perception of any existing brand to its customers. Despite these disadvantages in a business context., this theory can potentially increase the brand value of any company along with creating an effective brand image within the company. Therefore, Tesco can implement Keller's brand equity model for creating brand value for an organization.  Along with that, it is also effective in developing brand awareness among the customers about any selected brand. Hence, the market reputation of Tesco can also be enriched. 
[bookmark: _Toc122104237]Customer journey mapping 
As opined by Micheaux and Bosio, (2019), customer journey mapping is regarded as an essential tool as it can help in analyzing the customer's interaction with a brand; hence it makes the task easier for a company to formulate their strategies. Multiple touch points of a customer journey map effectively analyse the overall experience of a customer while purchasing any product of a brand. A customer journey map has been created here for evaluating the touchpoints of a Tesco consumer after purchasing any product from the Tesco store or online. The customer journey mapping of a Tesco consumer has been shown below:
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Figure 6: Customer journey mapping
(Source: Self-developed)
From the above-indicated figure, a total of 6 touch points have been found. It has been noted that while searching for a retail product, customers have taken the help of online searching and found Tesco as the most effective one. The customer is highly satisfied with the search results; however, the customer was not satisfied with the available options on the w websites and stores. However, the services, provided by Tesco have impressed the customer and the attractive features of the products, the billing and delivery processes have impressed the customers. Hence the overall journey of the customer was satisfied. In this way, an idea has been gained about the overall journey of the customer at Tesco. This customer journey map can help modify the existing business strategy of Tesco and make it more consumer-friendly. 
[bookmark: _Toc122104238]Total engagement model 
The total engagement model is focused on customer engagement with a certain brand. As per this theory, an engaged customer is always loyal and focused on promoting and recommending the brand to others., In this way, these engaged customers can enhance the brand reputation and create a brand image for a company. The three major elements of this model are customer, employees and organization. As opined by Firdinata and Hendriyani, (2021), the TEM is beneficial in creating brand awareness and improving brand quality by focusing on the customer's opinion. Similarly, Abbott et al. (2021), have stated that TEM is needed in organizational perspectives for developing a value proposition. Based on the value proposition, successive buisness strategies are created within an organization. similarly, the author has indicated the importance of stakeholders' engagement in buisness for achieving the organisational goals. There are multiple advantages of this TEM such as it can deliver a planned and unique type of customer experience within an organization. Along with that the commitment of the staff and the consumers are increased through this model. However, strong customer insight is needed for developing this model. 
The customer engagement of Tesco is strong and it can effectively help in engaging a large number of customers in the company. Similarly, the customer retention rate of Tesco is also high. However, the implementation of the TEM can modify the existing customer engagement model and positively influences the customer's engagement with the brand. In this way, better brand performance is achieved and a reputed brand image is created within the company. The total engagement model is also effective in enhancing the existing customer base within a company. It also creates a positive impact on the market reputation of any brand. 
[bookmark: _Toc122104239]Conclusion 
Communication, marketing and promotion are regarded as the three fundamental pillars of any business. Tesco is one of the leading multinational retailing brands in the UK and all across the world. This report has analyzed the concept of promotion, marketing and communication with special reference to Tesco. A brief analysis of the company background has been given and it highlighted the amount of annual revenue, origin place and foundation year of Tesco. Along with that other basic information about this company has also been given here. After that, the importance of communication in buisness perspectives has been stated critically. Multiple communication theories such as Authoritarian Theory, and the "Classical theory of communication" have been highlighted and the 7cs of communication model has been elaborated. After that, a digital promotional strategy has been suggested to Tesco for gaining a large customer base in the company. Along with that, it can also be used in raising brand awareness. The concept of branding and equity is also focused on in this report and analysed with proper justification. Through the development of the customer journey map, the insights into a customer's experience have been analyzed here. Lastly, the total engagement model has also been analysed here for gaining an idea about customer engagement. In this way, the overall buisness satrtegy of Tesco has been analyzed here with proper justification. 
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