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[bookmark: _Toc166282761]1.0 Introduction 
The aim of this paper is to analyse Tesco's marketing strategy and explore how it uses SMART goal setting, the SOSTAC framework and the 7Ps marketing mix to develop an effective marketing plan to achieve organisational goals. Firstly, the paper will introduce the SMART principles, i.e. (Specific), (Measurable), (Achievable), (Relevant) (Time-bound) and explain how Tesco has used these principles to set specific objectives for its marketing campaigns. Next, the SOSTAC framework, (Situation Analysis), (Objectives), (Strategy), (Tactics), (Action) and (Control) are explored in depth, revealing how Tesco's overall strategic direction is guided by a comprehensive marketing plan. Finally, through the 7Ps marketing mix (Product, Price, Promotion, Place, People, Process and Physical Evidence), the paper will analyse how Tesco coordinates different marketing strategies to meet customer needs, build brand image and stay ahead in the competitive retail market. Using a combination of these marketing tools, Tesco has been able to develop a clear and efficient marketing plan that ensures optimal allocation of resources to achieve its business objectives and continue to increase its competitiveness in the marketplace.
[bookmark: _Toc166282762]2.0 Marketing-based 7Ps model develops plan for Tesco 
To achieve this, we can refine the following strategies and specific action plans covering the 7Ps marketing mix

Product strategyContinuously update and optimise the product line, especially in organic and eco-friendly products.
Action PlanIncrease co-operation with local farmers, launch a wider range of Tesco's own-brand organic products, and conduct regular market demand surveys to respond quickly to changes in consumer preferences.

Price strategy: Adopt a competitive pricing strategy and offer exclusive discounts through a membership scheme. The action plan is to implement a price monitoring system to ensure Tesco's prices are the most competitive in their category, and to push exclusive member discounts through the APP.

Place strategy to optimise online and offline shopping channels and enhance logistics and distribution efficiency. The action plan is to develop a more user-friendly online shopping platform, increase the number of pick-up points and improve the coverage and efficiency of the distribution network, especially in remote areas.

The Promotion strategy uses target market analysis to implement personalised marketing campaigns.
The action plan uses customer data analytics to design personalised promotional emails and app pushes, and organises community events and festive promotions to increase brand visibility and engagement.

People strategy reinforces employee training and development to enhance brand loyalty and customer service quality. The action plan provides regular customer service and product knowledge training for all frontline staff and management, and introduces an employee incentive programme to increase motivation.

Process strategy to streamline the shopping process and improve customer satisfaction. The action plan introduces more self-checkout kiosks and optimises the online shopping cart and checkout process to reduce customer waiting time.

Physical Evidence strategy to improve the user experience of shop design and online interface. The action plan was to redesign shop layouts to make them more modern and environmentally friendly and to improve the design of the online interface to make it easier to navigate and use.

This comprehensive marketing plan aimed to attract new customers and retain existing ones by improving product quality and service, optimising prices and the shopping experience. Through these measures, Tesco is able to improve its market performance and competitive position, thereby achieving its objectives of market share growth and customer loyalty.
[bookmark: _Toc166282763]3.0 Tesco's innovative strategic marketing plan focuses on the following objectives
Enhance market competitiveness Through innovative marketing strategies, Tesco seeks to maintain its leading position in the retail market against other competitors such as Sainsbury's, Asda and Aldi. Improving customer satisfaction:Tesco has adopted a more personalised approach to marketing such as data-driven marketing strategies to better understand and meet consumer needs. Expanding into new markets and channelsTesco is aiming to attract more online consumers through digital transformation, such as the development of mobile apps and optimising the online shopping experience, as well as exploring the potential of international markets. Enhancing brand value and image: through the marketing of socially responsible and environmentally friendly activities, Tesco endeavours to enhance its brand image to appeal to consumers who are focused on sustainability and social responsibility. Driving sales growth Through innovative marketing activities and strategies such as promotional campaigns and loyalty programmes, Tesco aims to increase sales and market share. Together, these objectives help Tesco to maintain a competitive edge in a highly competitive retail market, while constantly improving and adapting its marketing strategies to changes in the market and consumer behaviour.
[bookmark: _Toc166282764]4.0 To achieve its organisational objectives, Tesco has adopted the following innovative strategies 
Personalised marketing provides personalised shopping advice and customised coupon discounts to meet consumers' unique needs and enhance customer loyalty through big data analytics and insights into customers' purchasing behaviour. Digital transformation Accelerating the development of online business, such as optimising mobile apps, websites and delivery services to provide consumers with a convenient online shopping experience, while integrating offline and online resources to achieve omni-channel operations. Membership Loyalty Programmes Enhance the functionality and value of membership programmes (e.g. Clubcard) to further incentivise repeat purchases and spending through regular offers, reward points and exclusive deals. Supply Chain OptimisationUse advanced logistics and supply chain management systems to reduce waste, improve efficiency, ensure timely replenishment of inventory and provide customers with a more comprehensive selection of merchandise. Environmental and Social ResponsibilityActively participate in environmental and social responsibility activities, such as reducing the use of plastics, supporting local suppliers, and providing healthy food choices, to enhance brand image and attract sustainability-conscious consumers. Emerging Markets Expansion Adopting differentiated strategies in new and international markets, Tesco adapts its products and marketing strategies to the consumer habits and needs of different regions. Through these innovative strategies, Tesco is able to remain competitive in a competitive retail market and progressively achieve its organisational objectives.
[bookmark: _Toc166282765]4.1 SOSTAC and SMART
Tesco's SOSTAC programme framework can be broken down into the following six components to plan and implement its marketing strategy

Situation Analysis In this stage, Tesco assesses its current market position and identifies internal and external environmental factors. This may include market trends, competitor analysis, strengths and weaknesses of its own business and changes in customer needs.

ObjectivesSet specific, quantitative goals such as increasing market share, improving customer satisfaction, enhancing sales in digital channels, etc. Objectives should be aligned with the company's overall strategy, clear and achievable.

Strategy identifies the basic methods and paths to reach these objectives. For example, Tesco might use a differentiation strategy to enhance the customer experience or a cost leadership strategy to attract price-sensitive consumers.

TacticsThis is the specific implementation steps of the strategy, such as launching a new loyalty programme, optimising the mobile app experience, running marketing campaigns targeting specific consumer segments, and so on.

ActionAt this stage, Tesco will plan in detail how it will implement the above strategies, including allocating resources, setting timelines and identifying those responsible. This may also include how these actions will be supported by technology and people.

ControlTo ensure that the plan is implemented effectively and achieves the desired marketing results, Tesco will need to set up monitoring mechanisms. This includes ongoing tracking and evaluation of marketing activities, as well as adjustments and optimisation where necessary.

Through the SOSTAC model, Tesco is able to systematically plan and monitor the implementation of its innovative strategic marketing activities to ensure that it is able to adapt to the rapidly changing market environment and effectively achieve its objectives.
[bookmark: _Toc166282766]4.2 Tesco uses the SMART principle when setting its organisational objectives, ensuring that they are specific, measurable, achievable, relevant and time-bound.
SpecificIncrease online sales by 20% by the end of 2024 by optimising the user experience and functionality of the website and mobile apps.MeasurableMeasure sales growth by tracking transaction and revenue growth data on the website and apps.AchievableEnsure that sales growth targets are realistic and achievable through the introduction of new technological solutions and improved effectiveness of marketing campaigns.RelevantThis target is in line with Tesco's overall digital transformation and market share expansion strategy. RelevantThis objective is in line with Tesco's overall digital transformation and market share expansion strategy, which aims to increase competitiveness in the online marketplace.Time-boundSetting a specific deadline (end of 2024) provides the team with a clear timeframe to achieve this objective. By setting such SMART goals, Tesco is able to clearly plan its business strategy and drive the company towards its intended goals through specific and actionable steps.Tesco's goal is to increase market share by 5% and customer loyalty (as measured by repeat purchases) by 10% over the next 12 months by optimising its product lines, pricing strategy and customer experience.Tesco's goal is to increase its market share by 5% and customer loyalty (as measured by repeat purchases) by 10% over the next 12 months. RationaleSpecificThe explicit goal is to increase market share and customer loyalty, which is achieved through detailed strategic planning.MeasurableUse percentage of market share and customer loyalty (measured by metrics such as repeat purchase rate) as metrics.AttainableBased on past market trends and competitive analysis, these goals are achievable over a 12-month timeframe with reasonable resource allocation. RelevantIn line with Tesco's long-term strategic objectives, increasing market share and customer loyalty is important for the company's sustainable growth.Time-boundSpecifies that the objectives are to be achieved within a 12-month timeframe.SMARTTargets are set to help Tesco define the direction of its own endeavours, and, through the 7Ps strategy's specific implementation plans, to increase market share and customer loyalty into reality.
[bookmark: _Toc166282767]5.0 Main Findings
[bookmark: _Toc166282768]5.1 In order to improve its market performance and competitive position in a macro perspective, Tesco could consider the following strategic directions
Tesco can continue to strengthen its online and offline integration through digital transformation and omni-channel strategies to meet consumers' changing shopping habits. This includes optimising mobile apps, website experience, digital payment methods, etc. to ensure a seamless shopping experience. Customer Loyalty Programmes Upgraded customer loyalty programmes, such as through personalised coupons, members-only discounts and rewards, to enhance customer loyalty and shopping frequency. Global Expansion and Market SegmentationExplore global expansion opportunities while maintaining leadership in local markets. Develop more targeted product and marketing strategies for consumer preferences in different regions to capture emerging markets. Supply Chain Optimisation Optimise supply chain management through technological means such as artificial intelligence, big data and blockchain to reduce costs, increase product availability and improve food traceability to gain consumer trust. SustainabilityIncrease investment in green and sustainable development by promoting organic food, reducing the use of plastics, and carbon neutrality. This is not only in line with the environmental trend, but also to win the favour of a younger generation of consumers. Innovation and Co-operation Actively seek co-operation with technology companies or start-ups to develop new technologies or business models, create new growth points and maintain the industry's innovative edge. Talent Development and Corporate CultureContinuously invest in the skills development of our employees and build an open, innovative and positive corporate culture to attract and retain talented people. Data Analytics & Market Forecasting Leveraging data analytics and artificial intelligence to predict market trends and understand consumer behaviour in order to quickly adjust strategies. Through a combination of these strategic initiatives, Tesco can maintain its traditional strengths while proactively adapting and catering for the dynamic changes in the global retail market, thereby maintaining a strong position in the competition and improving market performance.
[bookmark: _Toc166282769]6.0 (Michael Porter's) Universal Strategy Framework
Using Michael Porter's generic strategy framework, Tesco can choose one or more of the cost leadership, differentiation or concentration (segmentation) strategies to improve its market performance. In Tesco's case, we can apply these strategies to different market segmentation and targeting strategies. Cost leadership strategy targets to reduce costs by optimising operational efficiencies and economies of scale to provide the lowest priced products in the market. SegmentationTarget the price sensitive mass market. Action Plan Optimise supply chain management to reduce waste. Increase the proportion of private label products to control costs while maintaining quality. Use technology to improve warehousing and logistics efficiency. Differentiation Strategy Objective To differentiate from competitors by offering unique products and services to attract specific customer segments. Segment mid-to-high-end consumers who seek quality and lifestyle. Action Plan Strengthen co-operation with high quality suppliers to offer exclusive products. Enhance brand marketing to highlight Tesco's unique values such as sustainability and community involvement. Enhance customer service and provide a personalised shopping experience. Concentration Strategy (Segmentation) Objective Focus on serving specific segments to meet their unique needs. Segments such as consumers with special dietary needs (e.g., vegetarian, gluten-free) or specific geographic areas. Action plan to develop dedicated product lines for these segments. Targeted marketing campaigns in these markets, e.g. promotion within specific neighbourhoods. Adjusting shop layouts to reflect a focus on targeting specific markets. Targeting Strategies In order to achieve these strategies, Tesco needs to make adjustments in its marketing and brand positioning accordingly. market positioning clarifies the target customer base for each strategy, tailoring communications and advertising to attract and retain these customer segments. Brand positioning, for differentiation and segmentation strategies, Tesco can emphasise its brand's commitment to quality, customer service and innovation. For cost leadership strategies, the brand should focus on value and price competitiveness. By segmenting and positioning its strategy in this way, Tesco can target different consumer needs and preferences more effectively, thereby increasing its market share and competitiveness. This approach will not only help Tesco to strengthen its existing market position but also to develop new markets and consumer base.
[bookmark: _Toc166282770]6.1 How to ensure Tesco employees can achieve SMART goals with exceptional performance 
To ensure that Tesco employees are able to achieve SMART objectives with excellence and effectively implement Porter's generic strategy, Tesco needs to take a number of specific actions and management measures. The following is a detailed plan that includes role allocation, time planning and execution strategies, roles and responsibilities, Senior management is responsible for setting overall strategic objectives and resource allocation to ensure that all departments are aligned. The marketing department is responsible for developing and executing marketing plans, brand positioning and promotional activities for different market segments. The operations department is responsible for optimising the supply chain and improving operational efficiency, ensuring cost control and product quality. The Human Resources department is responsible for recruiting, training and motivating employees to ensure that they support and drive the achievement of the strategic objectives.The IT department is responsible for technical support, including data management and optimisation of the e-commerce platform to support more efficient operations and a better customer experience. Customer Service is responsible for providing excellent customer service, managing customer feedback and ensuring customer satisfaction. Time Planning and Execution Strategy

Short-term goal (1-3 months) Complete training and preparation of internal teams, including special training for marketing and customer service departments to adapt to the new marketing strategy. Medium-term goal (4-8 months) Implement key marketing campaigns and operational optimisation measures, monitor initial results and make adjustments. Long-term goal (9-12 months) Evaluate the effectiveness of the strategy and make necessary tactical adjustments based on market feedback and performance data. Ensure Execution Excellence

Performance management monitors employee performance and goal achievement through clear performance indicators and regular evaluations. Rewards are provided for top performers and additional training and support is provided for underperformers. Ongoing Training and DevelopmentProvide regular training and career development opportunities to help employees improve their skills and stay aligned with company goals. Communication and Feedback Establish effective internal communication channels to ensure that all employees are aware of the company's goals and strategies. At the same time, employees are encouraged to give feedback and suggestions to enhance their sense of engagement and belonging. Technology and Resource SupportEnsure that all teams have the necessary technology tools and resources to effectively execute their responsibilities. Culture and Values fosters a corporate culture of customer focus, excellence and continuous improvement. Through these strategies and action plans, Tesco can ensure that its employees are able to perform with excellence to achieve the company's strategic objectives, whilst improving efficiency and market competitiveness across the organisation.
[bookmark: _Toc166282771]6.2 SOSTAC model 
Situation Analysis Market Overview Tesco is one of the largest retailers in the UK, selling food, clothing and household goods. The demand for online shopping has been growing in recent years, while competitors such as Sainsbury's, Asda and Aldi have been increasing their market share. SWOT Analysis Strength Strong brand recognition, extensive product lines, strong logistics and supply chain management, loyal customer base. Weaknesses Price sensitivity, high operating costs. Opportunities Expansion of online and mobile shopping channels, increasing demand for healthy and organic food, technological innovations (e.g. AI and big data). Threats Intense market competition, economic uncertainty, supply chain disruption.

Customer Analysis Key customers include housewives, office workers, and students. Consumers are increasingly focusing on healthy eating and environmental protection. Objectives Increase in overall sales by 10%. Increase online sales by 15%. Increase customer satisfaction score to 90%. Increase the number of registered users of the loyalty programme by 20%. Strategy Market Segmentation and Target MarketsThe primary target markets include young families, health-conscious consumers, and office workers who are focused on a convenient shopping experience. Market Positioning As a full-service retailer offering high quality, affordable and convenient shopping.
Value proposition Tesco is committed to providing high quality products and excellent customer service, whilst enhancing the shopping experience through technological innovation.
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Q1 (September-November 2024)
Launch new product line (organic and health food).
Conduct online and offline marketing campaigns.
Optimise the user interface of the website and mobile app.

Q2 (December 2024 - February 2025)
Launch Christmas and New Year promotions.
Enhance social media marketing to increase brand interaction.
Implement customer loyalty programme to increase member registration.

Q3 (March - May 2025)
Launch a new round of special offers with the Spring Sale.
Analyse last quarter's sales data and adjust marketing strategies.
Optimise supply chain and logistics system.

Q4 (June-August 2025)
Summer promotion.
Launch customer satisfaction survey, collect feedback and make improvements.
Plan new product launches for autumn.

Control Regularly monitor sales data and market performance to assess target achievement through KPIs (Key Performance Indicators). Collect customer feedback and conduct market research to understand customer satisfaction and changes in demand.

Adjust marketing strategies and optimise based on data analysis. Conduct a comprehensive performance evaluation and adjustment on a quarterly basis.

Through the application of the SOSTAC model, Tesco can systematically develop and execute its marketing plan from September 2024 to August 2025 to achieve sales growth, increased customer satisfaction and market share. This plan requires a concerted company-wide effort to ensure effective implementation of strategies and tactics.
[bookmark: _Toc166282773]7.0 Recommendations
To help Tesco enhance its business and customer experience, I would suggest that Tesco could focus on digital and online experience optimisation e-commerce platforms improving the user experience of the website and mobile apps, ensuring smooth navigation and an easy checkout process. Enhance data analytics Use big data to analyse customer behaviour and tailor personalised recommendations and promotions. and Customer ServiceTrain EmployeesEnhance the service quality of frontline employees to ensure they can effectively handle customer issues. Multi-Channel Customer ServiceProvide multiple customer service channels, such as online chat, phone and social media, to ensure timely response to customer needs. Strengthen Supply Chain ManagementEnhance EfficiencyAdopt advanced supply chain management system to reduce inventory backlog and out-of-stock situations. SustainabilityIncrease the proportion of green supply chain and implement environmentally friendly packaging and low-carbon transport methods. Enrich Product DiversityLocalised SourcingIncrease the proportion of local products sourced to support the local economy and reduce transport costs. Healthy Products Expand the range of healthy and organic products to cater for the growing trend of healthy living. Focus on Customer Loyalty Programmes Optimise Club Card Programmes Provide more personalised offers and exclusive activities through Club Cards to enhance customer stickiness. Points RedemptionProvide diversified points redemption options to make customers feel more affordable. Marketing Strategy Social Media Marketing Strengthen brand promotion on social media platforms to build closer interaction with customers. Community EventsParticipate and sponsor local community events to enhance the brand's social responsibility and influence. With the above suggestions Tesco can further improve its market competitiveness and customer satisfaction.
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