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[bookmark: _Toc23608][bookmark: _GoBack]Executive summary
This report provides a comprehensive analysis on the digital marketing plan of TESCO, a leading supermarket chain in the UK, that operates globally with diverse food and daily essentials. The organization is one of the largest retail supermarket industries globally driven by its customers preferences and value for its service. Through this marketing plan, TESCO’s market performance and competitive position is enhanced through recommending the best practices to improve customer experience and ensure their retention. The marketing plan utilizes the SOSTAC framework to ensure a more comprehensive approach the SMART objectives.  










[bookmark: _Toc28675]1.0 Introduction
According to Baldwin and Freeman (2022), the UK continues facing challenges from global economic changes, including exchange rate and raw material price fluctuations, and global supply chain changes. These factors impact the cost and sales price of imported goods, affecting British supermarket chains like Tesco's product supply. This marketing plan outlines the significant strategies for TESCO to help navigate the current market trends. With consideration of insights from assignment 1, this marketing plan focuses on expanding into the emerging markets. This will further help TESCO to optimize its supply chain management, embrace online channels and technological advancements, and innovation. In the process, TESCO will strengthen its social responsibility and the current environmental sustainability efforts. In response to the current market dynamics in the UK, the challenges being faced by TESCO can effectively be navigated with consideration of this marketing plan to further enhance its market presence and elevate customer experience.   


[bookmark: _Toc10735]2.0 SOSTAC Framework
[bookmark: _Toc8881]2.1 Situation analysis 
[bookmark: _Hlk166083368]This stage of the implementation of SOSTAC methodology helps in providing the general description of the organization (Bhandari, 2012). This includes the organization’s practices and services, and their interactions with the actors that associate with the business (Chaffey & Bosomworth, 2013).  For an effective analysis in relation to TESCO, SWOT analysis is put into consideration. SWOT analysis is a significant tool for strategic planning and management as this further guides the decision-making process by shaping how they respond to the market changes. 
[bookmark: _Toc29072]2.1.1 Strength
The internal resources and capabilities of an organization are vital in building a more competitive advantage compared to other counterparts operating in that industry. Among the strengths that differentiate one company from another include brand image, employee talent and capabilities, and technical expertise (Teoli et al., 2019). Among the strengths of TESCO include strong brand image, extensive product line, efficient supply chain management and large market share. The strong brand image has ensured that TESCO attracts and retain customers, hence enabling it to control the prices for certain products and services without adversely impacting customer loyalty. TESCO’s extensive product line has ensured that it meets the customers’ needs and preferences hence a strength that has shaped its current market position.     
[bookmark: _Toc4977]2.1.2 Weaknesses 
This refers to the factors that affect the achievement of goals and further hinder with a firm’s competitive positioning (Sammut‐Bonnici & Galea, 2015). Among the weaknesses of TESCO include high dependency on the British market, limited competitiveness in some regions, and lower profit margins in some product lines. TESCO heavily relies on the British market, rendering it vulnerable to the adverse impacts on the UK market including economic fluctuations (Moura, 2021). Additionally, certain brands are well established in some regions, hence affecting TESCO’s effort to establish a leading position. Competitors such as Wal-Mart and Carrefour have a well-established market position and brand identity, hence increasing their abilities to attract the customers (Reynolds, 2007). This further leads to the reduction of Tesco’s market share.
[bookmark: _Toc5248]2.1.3 Opportunities 
This refers to the events and conditions usually arising from market growth, policy changes and competitor weakness in the external environment that should be embraced or exploited by firms to enhance a more competitive advantage (Sammut‐Bonnici & Galea, 2015). Among the opportunities that TESCO should exploit include expanding to the international markets to reduce its dependence in the UK market and capitalizing on growth opportunities. TESCO should expand its business operations beyond the UK to reduce its dependency on one market (Wood et al., 2016). Secondly, there is a need for the company to expand its product lines to attract a broader customer-base and improve profit margins. TESCO should also embrace technology and innovation as this will provide it with the opportunity to reach other customers and enhance its online shopping platforms (Alexander, 2020). 
[bookmark: _Toc26280]2.1.4 Threats
This refers to the trends, conditions or events that affect business operations and competitiveness (Teoli et al., 2019). Among the threats affecting TESCO’s business activities include increase in competition from other supermarkets and online retailers (Alexander, 2020). These competitors have affected the pricing strategies and product diversity, hence an issue that TESCO should effectively address (Reynolds, 2007). Moreover, political instability in TESCO’s international markets leads to some uncertainty in terms of changes in policies, tariff adjustments and geopolitical conflicts.          
[bookmark: _Toc5089]2.2 Objectives 
The objective is required to be SMART to ensure an effective achievement of the stipulated goals and objectives (Ogbeiwi, 2017). In relation to this requirement, the objective the primary objective of this market plan is;  
To increase TESCO’s market share in the increasingly emerging markets by 10% within the next 12 months, measured by sales revenue by the end of August 2025. 
[bookmark: _Toc30229]2.2.1Justification 
This objective is SMART considering that it is Specific i.e., it specifies the goal of increasing TESCO’s market share in the emerging market by 10%. 
Secondly, the objective is Measurable as the market share increase will be measured based on sales revenue. Data on the market share will be analyzed and evaluated after 12 months to determine the level of sales revenue. 
Thirdly, this objective is Achievable considering that it is realistic and feasible within the 12 months timeframe. With consideration of TESCO’s resources and market potential in the emerging economies, this renders the objective to be achievable. 
Moreover, the objective is Relevant especially with the emerging markets aligning with TESCO’s strategic goals including extending its revenue streams and reducing dependency on the UK market. 
Lastly, the objective is time bound as evident in its specific timeframe of 12 months set for the achievement of the desired outcome. This timeframe provides a sense of urgency for TESCO’s objective, making it significant.   
Therefore, there is a need for this objective to be effectively implemented and put into action to ensure that TESCO expands into the emerging markets. There is a need for the company to mitigate the risks associated with its market concentration to increase its market share effectively. As a result, TESCO can further have a long-term sustainability and capitalize on growth opportunities. For example, TESCO will be able to secure its position as a global retail leader by tapping into the consumer demand and preferences, which will further result in higher sales volume and higher returns generations.
[bookmark: _Toc21262]2.3 Strategy 
This stage summarizes how an organization can effectively achieve the stipulated goals and objectives (Smith & Chaffey, 2008). TESCO is guided by the strategic move of acquisition, retention and introduction of new features to achieve its stipulated goals and objectives (Johnson et al., 2012). In this case, strategy refers to the key features that differentiates the competitive advantage of a firm (Hosseini et al., 2018). TESCO should effectively adopt a market development strategy that address the emerging markets while leveraging its strengths including brand identity, supply chain management efficiency and advancement of technology. 
[bookmark: _Toc11734]2.3.1 Ansoff’s growth matrix 
With consideration of Ansoff’s growth matrix, market penetration should be considered by TESCO as part of the efforts to increase the market revenue. Thus, the company should capitalize on its existing customer base and increase its revenue growth (Keiningham et al., 2020). Market penetration strategy should be embraced by TESCO to help increase its sales of the existing products to the available customers using promotional campaigns and targeted marketing. As a result, this will not require significant investments in the new markets as there will be repeated purchase from the existing customers especially through loyalty purchase.   
[bookmark: _Toc4886]2.3.2 Porter’s generic strategies 
Additionally, porter’s generic strategies should be embraced by TESCO to ensure successful increase of the market share in the increasingly emerging markets by 10% within the next 12 months. Differentiation should be pursued by TESCO to ensure that it is unique compared to its competitors and further attract customers. This is aimed at ensuring that the company offers unique products and services that meet the customer needs and preferences (Jerab & Mabrouk, 2023). However, differentiation can be made achieved through understanding the various cultural nuances and preferences of the customers in the various markets (Gebauer et al., 2011). In the process, this will ensure that TESCO command premium prices and build loyal customer-base in relation to the perceived value that has been created by the firm.
[bookmark: _Toc25215]2.3.3 Segmentation, targeting, and positioning:
Segmentation: 
This refers to the process of dividing the audience into smaller groups based on their shared unique characteristics (Schlegelmilch, 2022). This is usually aimed at ensuring that the audience with similar characteristics are provided with message that communicate about a given product or service that align with their preferences (Andaleeb, 2016). In this case, there is a need for TESCO to effectively segment the markets based on demographic factors including age, race, income level and household size. This should be aligned with psychographic variables including personality traits, beliefs and cultural values to ensure that the products and service meet the customer preferences and needs. Therefore, there will be a need for TESCO to tailor its marketing efforts and products offerings to meet the various preferences of each segment within a given market. 
Targeting: 
After an effective segmentation, there will be a need to target the specific customer segments with an effective marketing strategy in consideration (Khandelwal et al., 2020). TESCO should select the most effective segments with consideration of the market size, growth potential to its business and competitive intensity in a given market. Targeting is important in ensuring that the marketing for each specific segment is effectively positioned (Khandelwal et al., 2020). Therefore, there is a need for TESCO to focus its available resources on segments that have competitive advantage and can provide greatest opportunity for its business success. 
Positioning: 
This stage calls for a need to use the insights gained from segmentation and targeting to reach decision on how to effectively communicate the product or service to the specific consumer segments (Schlegelmilch, 2022). This stage focuses more on the product or service unlike the other previous stages that are more focused on customers (Andaleeb, 2016). In this case, there will be a need for TESCO to position itself as the most convenient and affordable brand for its consumers compared to other competitors. Through this, TESCO will be able to create a more compelling value preposition that drive consumer preference and loyalty to the brand.      
[bookmark: _Toc5876]2.4 Tactics
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Image representation of 7ps of marketing mix (Kar, 2011).
[bookmark: _Toc28914]2.4.1 Product: 
This refers to the firm’s produces and services usually developed to meet the various needs of the customers (Jain & Jain, 2022). There is need for TESCO to introduce localized products that align with its stipulated objectives. Thus, the products should align with the consumer cultural values and preferences in the emerging markets to TESCO’s success in the increasingly competitive market.  
[bookmark: _Toc7827]2.4.2 Price: 
This refers to what is paid for a given product or service in the given market, usually a determinant for the positioning of a firm against the competitors (Jain, 2013). Therefore, there will be a need for TESCO to consider competitive pricing strategy to ensure an effective penetration to new market.  
[bookmark: _Toc15827]2.4.3 Place: 
This refers to the setting where customers make purchase either physical stores, websites or apps (Kusdiana & Yulita, 2024). In relation to this element, there is a need for TESCO to partner with local distributors and retailers to ensure its products and services are made available.      
[bookmark: _Toc5853]2.4.4 Promotion: 
This refers to the process of communicating messages to customers to create awareness, desire and influence their action to purchase or use a product or service (Kusdiana & Yulita, 2024). In this case, there will be a need for TESCO to consider launching targeted marketing campaigns. The campaigns should communicate TESCO’s commitment to products and services’ quality, affordability and reliability.         
[bookmark: _Toc6610]2.4.5 People: 
This refers to individuals that come into contact with the customers i.e., the service providers and the extent to which they put customers at the heart of business activities (Jain, 2013). TESCO should invest in training programs to ensure that its staffs are well-equipped with the necessary skills and knowledge for customer service and timely delivery.  
[bookmark: _Toc3946]2.4.6Process: 
This refers to the extent to which a service organization set a customer oriented and systematic procedure that enhance effective service delivery (Kar, 2011). In relation to this factor, TESCO should streamline its supply chain processes to enhance timely product and service delivery.        
[bookmark: _Toc31015]2.4.7 Physical evidence: 
Lastly, this refers to the extent through which service organization can create a more customer friendly atmosphere in a given business setting (Kar, 2011). TESCO should enhance store layouts that attract the customers. This can be achieved with consideration of ambiance and layouts of the stores within the various areas of operation.      
[bookmark: _Toc19088]2.5 Actions
This refers to the successful implementation of the policies and strategies undertaken by a firm to ensure an effective achievement of the stipulated goals and objectives. There is a need for TESCO to develop an effective implementation plan with clear timelines. Gantt Chart is the most significant tool that should be used by TESCO to effectively schedule the responsibilities within the provided timeframe.  Refer to appendix 1.  
[bookmark: _Toc8169]2.6 Control	
In this phase, there will be a need for TESCO to monitor and continuously evaluate the key performance indicators to ensure the effectiveness of the implemented strategies. The main KPIs that TESCO will focus on include sales revenue, market share, and online engagement metrics. In terms of monitoring the KPIs, the company will have to collect the recorded data for each month in relation to sales revenue, market share, and online engagement metrics such as social media interaction and conversation rates. 
Secondly, TESCO will have to conduct monthly reviews to assess the program’s progress in relation to the stipulated marketing objectives. The reviews will ensure an effective evaluation of the marketing objectives and progress of the implemented strategies. 
Lastly, there is a need for TESCO to identify areas for improvement and adjust to the marketing strategies to address the various challenges affecting its business organization. Through this, the company will remain responsive to ever-changing market dynamics.               


[bookmark: _Toc8914]3.0 Recommendations
There is need for TESCO to consider continuous innovation across its product offerings and services. This will ensure that it remain competitive by always staying ahead of its competitors and further meet its consumer needs. For example, TESCO can adopt new technologies in its existing products and services to improve its customer experience and differentiate itself from the competitors. 
There is also a need for TESCO to collaborate with local communities and NGOs to enhance its social responsibility. This will ensure that TESCO understand its customer needs through community outreach programs, environmental support programs. As a result, the company will build trust and long-term relationships with the local communities, fostering loyalty to the brand and preference for its products and services.         


[bookmark: _Toc12844]4.0 Conclusion
In conclusion, this marketing plan should be adopted by TESCO to ensure the success of its strategic initiatives in the increasingly competitive market. The company’s move to expand to the into other markets will increase its revenue and reduce the dependency on one market. In the process, TESCO will be able to position its long-term growth, enhance customer experience, and ensure resilience against the market fluctuations. This marketing plan should be embraced by TESCO, and be used as a roadmap to achieve its strategic objective. The company should align its resources towards driving the desired outcomes, make informed decisions, and adapt to the evolving market dynamics.          
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Gantt chart For Tesco's Implementation Plan
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