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[bookmark: _Toc49282672]Introduction 
The research introduces the concept and fundamentals of marketing. The term marketing encompasses tactics and strategies brands application for promoting its services as well as products to the customers. The major marketing concepts include product concept along with the marketing, selling, and also production concept. Taking this into consideration, the research focuses on the marketing roles, brandings, customer's values, and more. For this purposes, Ansoff Matrix tool uses to understand TESCO’s diversification, development as well as the product. Stakeholder’s engagement of TESCO and their communication with these stakeholders in terms of marketing and its activities also discuss in the research. 
TESCO is a well-known and leading retailer in the UK. The supermarket giant serves more than millions of consumers per week through online as well as stores. It has near about 400,000 co-workers. The firm was founded by Jack Cohen and currently, it operates in 6800 shops. The organisation has headquartered in Welwyn Garden City, UK, and operating as multinational groceries in Britain (Tesco PLC, 2020).  
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The concept of marketing is a philosophy in which organisations will analyse requirements of its consumers along with making decisions for satisfying the needs. This concept is even better than the competition in the market. Currently, various organisations have been adopted the concept of marketing however it hasn't a regular basis case. For example, TESCO UK applies the marketing of strategic relations for delivering the customer's value and getting the brand loyalty as well as greater revenue margin. The organisation is also the customer-oriented supermarket giant (Visser et al., 2019). The organisation is continuously transforming as the brand as well as consumer engagement is highly vital than ever. TESCO’s marketing communication groups are highly planning experts and creative group. Their major role is to encourage consumers for shopping in TESCO.
The major marketing advantage to the customers is this keeps the customers current in a continuously changing world. As per the new demands of customers regularly, the internet is a great option. Customers can easily engage the content as well as access relevant to the data which is vital for them. For organisations like TESCO, this keeps a customer updated and encourages interacting and engaging with the business. Another major advantage of internet marketing is this offers quick service and convenience. Customers always access data efficiently as well as fast. Target customers should get convenient and fast services as per their requirements from TESCO due to internet marketing (Kumar, 2020). Customers can also access as per their time. Both the online and offline marketing also drives the customer economy, targeting the customers along with promoting the services and goods to them. Successful strategies of marketing in the business expand sales through job creation, the revenue of higher tax for the governments along with entire economic development. Even marketing also develops customer trust and loyalty in terms of existing and the new one. It also creates a long-lasting relation with the existing and targeted customers or the audiences. 
A brand’s legal term is the trademark. Brands should also determine individual products or family of the products. Branding is the practice of marketing in terms of the organisation which develops the design, symbol, and name. These things are simply identified as the organisation's belongingness. The branding takes the recognisable symbol form to the consumers normally identifiable. For example, ‘Stockwell & Co.’ is the brand name of TESCO which is made through Typhoo (McLean, 2019). This brand generally covers the cupboard staples include the teabags and beans. 
The major advantage of branding is customer recognition. Like TESCO, having a strong brand always applicable for creating the recognition of consumers. It means during consumers are purchasing the specific item from the supermarket or considering TESCO form performing service, the recognition has built. Another major advantage of branding is the market's competitive edge. The brand is the only thing that isolates an organisation in any marketplace like TESCO. High recognition from people will help the organisation to establish the brand. A simple way to introduce innovative items is also a major advantage of branding. After having loyal consumers as well as a strong brand, this is simpler and cheap for introducing the new item out before investing again. After having a loyal brand like TESCO, consumers are often getting interested in new items and also make anticipation. Shared values and loyalty of the customers is also a major advantage. Elevation and recognition strongly developed the brand through customer loyalty. Consumers are generally get attached to those brands which share the value with them. It helps firms like TESCO to develop an emotional connection with the consumers (de Vries and Moscato, 2019).  
Consumers also determine the proper value in the brands which enable them. These brands mainly solve the customer’s issues. The brand also helps customers to remove the issues, assuage anxieties, eliminate fear as well as remove frustrations. Branding provides customers peace of mind. Advantages enable consumers to offer major solutions to mitigate the issues of customers like protecting houses from the burglars or avoiding acid reflux and more. The brand mainly acts as a major solution where consumers feel empowered of taking toward issues in professional and personal lives. Brand replaces customer’s anxiety and fears are being replaced with the security, confidence as well as empowerment feelings (Bocigas Solar et al., 2019).    
Major organisations use the Ansoff Matrix framework during the strategy stage of the process of marketing planning. This framework is also applied for determining overarching strategy business or firm will apply and also informs tactics will be applied inactivity of marketing. This research is also going to showcase TESCO’s Ansoff Matrix. This examines the way the supermarket giant has been implemented the market and product development, market penetration along with diversification strategies for increasing the operations. 
Market penetration- During the time inception, Tesco has expanded its business through market penetration like selling their existing grocery and supermarket products to the existing markets. The strategy has been supported the firm to expand market shares and product usage through the existing consumers. Strategies of competitive pricing as well as ad campaigns have hugely beneficial for the supermarket giant to implement the penetration strategy properly (Basil, 2019). The organisation also offers particular offers toward various items with the observation of expanding sales. Though, this will mention during the time of high sales due to discounts that can squeeze the profit margins.      
Development of market- To sell the existing grocery products to the new markets, TESCO has been implemented the development of market strategies. Several new regions in the UK along with other international countries are the main targeted market locations. Within July 2022, TESCO is going to open approx. 750 new outlets all in Thailand. However, plenty of closed store reports in Japan, South Korea, and even in the UK are there but Thailand will be the success story for the firm (Hollensen and Opresnik, 2019).   
Development of product- For the past several years, TESCO has expanded a lot through selling its own-label items to the existing markets. The organisation has its brands and sells accordingly for catering to the segments of various markets. The strategy of product development has highly useful for the firm. When it didn't come up with their product versions then top brand suppliers can have high power in every negotiation.  
Diversification strategies- For selling innovative items to the new consumers, TESCO has started grocery business as well as overtime this into several years. Mortgages, insurance items as well as credit cards are the major examples (Bolton et al., 2019). 
By Tesco adopting these strategies how does it create advantages for their customers?
TESCO successfully utilise the Ansoff Matrix strategy to take the consumers from their major supermarket competitors like Sainsbury, ASDA, Morrison and more. Providers of internet service are trying to win the customers from these rivals by the promotional activities and pricing strategies. Introducing rapid and new changing technologies should encourage customers for the further purchases. Diversification strategy will help TESCO to make their latest and regular products available to customers for 24*7 in several regional markets. New products will allow existing customers to get financial services and place to shop. It will increase their loyalty and trust for TESCO brand. Ansoff marketing strategy will help TESCO to secure their high market share and offer customers new products and services through online and offline market (Hubbs, 2019).     
The relation marketing acts as a facet of CRM concentrates toward consumer loyalty along with long-term engagement with consumers instead of short-term objectives such as individual sales and consumer acquisition. In TESCO UK, the approach of relationship marketing is determined on the effective provisions of service through workers as well as inculcated keenness to become highly responsive toward consumers for inspiring trust and satisfaction. This term also includes new services and items introduction that primarily target customer's needs development. TESCO Bank's introduction was initially targeted at the market penetration applying huge consumer networks. This relationship marketing supports the firms for learning about the preferences, shopping experiences, and spending patterns of customers. Data should obtain from consumers based on their shopping records (Hubbs, 2019). The data collecting process was first started in TESCO in 1999. The organisation had introduced about TESCO Clubcard where loyalty scheme could enable discounts of customer's earnings and offer prizes on several occasions. With the data obtained, TESCO had tracked the shopping experiences along with predicting future expenditures. In the theory of relationship marketing, the approach is the best practice in conjunction with direct marketing. This direct marketing also concentrates toward individual consumers with the individual approach where the messages are being modified of suiting every preference of the consumers.                
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The stakeholder acts as the party which has an interest in the organisation as well as should affect through the firm's business. Initial stakeholders of the business firms are workers, investors, suppliers as well as the consumers. Along with these stakeholders’ owners, governments, creditors, communities, and shareholders are also known as stakeholders.  
Internal stakeholders mainly act within the business whereas external stakeholders act as carers who are affected through the performances. External stakeholders are the groups outside the project or the business (Juaneda-Ayensa et al., 2019). They are wielding high influences on a firm's long-term project success like the consumers. Internal stakeholders are financially or directly involved in any operational processes for the organisation. Detailed stakeholder's analysis of TESCO mainly focuses on examining both external as well as internal stakeholders. This aims of exploring TESCO's stakeholder's influence in their workplaces.
Shareholders, executive and board committees, managers, and workers are the TESCO's major internal stakeholders. Both managers and workers are played a vital role in organisation's productivity. Board of TESCO consists of a financial officer, chief executive, chairman as well as several non-executive directors. All of them are hugely powerful as well as extremely vital for the organisation. Shareholders have also played a crucial role in this supermarket giant. Norges Bank, BlackRock, Schroders Plc are having 3.99%, 6.64%, and 4.99% of the holding capacity (Mall, 2019). 
Customers, rivals, creditors, suppliers, local communities, pressure groups as well as the government are the vital external stakeholders for TESCO UK. As for offering services a huge number of consumers every week, TESCO's main focus is toward sustainable, healthy, and quality items delivered to them. For this purpose over 1000 suppliers as well as producers are available in TESCO. Their main roles are offering quality raw material products and eliminate food wastage. As TESCO has to face huge competition with Morrisons, Sainsbury, ASDA, ALDI, and more in the British market, the firm always has to care about product quality and pricing to get a competitive advantage (Cross, 2019). The Pressure team has stepped up the pressure toward TESCO over several problems such as suppliers' pay, workers pay, social responsibility, and more. Local communities in the UK are hugely impacted through TESCO’s operations. 
By applying stakeholder theory the researcher has identified various conflicts of TESCO's stakeholders. As various stakeholders in the organisation have various expectations levels. These are the main reason for the conflict. Suppliers of the giant supermarket retailers are always expecting timely payment. Though, in the year 2016, the organisation was determined of having delayed the payment to the suppliers for improving their financial positions. It has increased the anger of the suppliers and effect on the business relationship in a negative manner (Švec and Selby, 2019). The giant supermarket retailer also hurts small indirect competitors. As an outcome, small stores had to close their store. Even the British community shouldn't like other stores of TESCO to open. The major reason is the house prices along with the traffic in that area. The shareholders of this firm are always expecting huge returns toward the investment. Though, the supermarket giant pays to the managers, staff, and more. However, sometimes pay cuts to increase the anger of the co-workers in TESCO. In the year of 2016, employees took the legal steps against the organisation toward gender and age discrimination after TESCO had deciding of cutting pay rates for the weekend shifts and nights.      
TESCO mainly focuses on written communication pattern or approach to interacting with the stakeholders. 'Notice' is one of the key written communication techniques through which the firm can tell about meetings including special and ordinary business to consider at meeting. Even notice copy has also uploaded the company website. It helps both employees, customers, investors, suppliers, managers to read as per their time. TESCO also shares the data online through the Shareview Portfolio (Kumar, 2020). This online medium is elect for receiving the communication of shareholders electronically. The supermarket retail giant also interacted with workers through the new 'Steering Wheel' process. It is a metaphor and symbol for the communication tool for driving the performance as well as support workers navigate into the upcoming future.
Shareholders influence TESCO in several ways. Their direct impact on the business of the supermarket giant has happened because of having voting rights toward corporate decisions. Shareholders gave vote during the board member's election in TESCO. When the leaders of the firm wanted to divide stock or isolates business unit then shareholders can showcase their thoughts through a vote. Even in the annual meeting of TESCO, shareholders should voice feedback and concerns. Another stakeholder supplier can decide on increasing prices for the orders that should eventually effect on profits of TESCO. Even the reliability of suppliers would affect production (McLean, 2019). Suppliers are also changing the credit terms to prevent the cash flow problems for the supermarket giant. Employees happily solve customer queries and product-related inquiries where they can recommend a suitable product for them.      
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The research has concluded about popular and leading supermarket giant TESCO, UK. The research has highlighted marketing concept and brandings and their benefits to the customers in TESCO like getting 24*7 to operate, getting recognition, and more. Ansoff Matrix tool is applied in the research for diversification, product, and market differentiation. Employees, managers are the internal and customers, suppliers, shareholders are the external stakeholders of TESCO. They have created some enormous impacts for TESCO like vote of an internal shareholder, monitoring customers to identify their needs and more.
To mitigate the issues that have discussed some recommendation are being provided like:
· To communicate with staff and managers CEO of TESCO should use email and memo. Both of the tools are highly useful and less time taking. So, the CEO can generate and expect short and brief statements from each of the sides.
· Management should entirely focus on online marketing to expand a huge consumer base and also will support in not spreading COVID -19 in the current situation. Social media and company websites will be highly effective in this case.    
· Proper training has to provide by management to make staff understand about organisation policy, legal criteria. It will mainly help to eliminate conflict among groups and other internal stakeholders.  
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