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Marketing Management

[bookmark: _Toc70667388]Introduction
Marketing management is the systematic process of analysing the markets in which a company or brand is a part. With his understanding, the manager seeks the best way to meet the identified demands and, thus, seeks to satisfy the client's needs whilst generating profit for the organisation (Tong et al., 2020). Management is the job of coordinating resources with a purpose. But the marketing is the strategic understanding of the markets. The main aim of this study is to critically evaluate “How Tesco will develop and evaluate the consumer journey through a range of platforms creative marketing techniques for the promotion of brand recognition in order to guarantee that current and potential stakeholder needs are met” (Dolan et al., 2017).

[bookmark: _Toc70667389]Overview of Tesco Plc
In 1919 Jack Cohen founded Tesco in London's East End. It is also a major world retailer. Tesco's core business is retail, which accounts for 60% of UK sales and revenue. Tesco's expansion has required a change in strategy and image over the past two to thirty years. His first success is based on Jack Cohen's "Big Chips, Cheap Selling" strategy (Kucukusta et al., 2019). The downside is that the company's reputation has been damaged by midsize buyers. The two leading grocery brands Finest and Everyday Value have annual sales of over £ 1 billion.
Tesco has expanded its business to 12 countries, including China, India, Malaysia, Greece, Hungary, Ireland and Poland. This shows that Tesco is one of the most important brands in the world. In 2015 (Domański and abenda 2020), Tesco employed more than 540,000 people. This result is not accidental. Tesco executives have always planned and set ambitious goals, but they have never set them as an end goal. Tesco's "Every Little Helper" ideology place consumers, families and workers at the center of its work. In store, online, or through many of our other services, we can deliver a great shopping experience to all shoppers, and we pride ourselves on that.
Tesco's sustainability depends on its ability to rethink and formulate a coherent strategy (James & Cooper, 2020). To enhance the shopping experience, Tesco is committed to building customer loyalty and developing the UK consumer market. To this end, £ 1 billion was made available in the investment plan. Therefore, a strategy was developed to increase productivity. These strategies are based on price, quality, variety, and creativity, as well as excellent multi-channel customer support (for example, click and withdraw services).
Companies with long-term success, such as Tesco, are based companies. They have a central vision that never changes, even though their market strategies and activities change to keep up with the changing environment. Without a clear vision, a company may lack direction and may not succeed in an increasingly competitive global climate (Domański and Łabenda, 2020). Tesco's vision is supported by a seven-part corporate plan.
A vision is an aspiring vision of what the company is looking for. It provides an indicator of what the company is hoping to do. Tesco is a customer and colleague-built company (James and Cooper, 2020). Their vision guides the leadership and strategic decisions of the organisation. Tesco's vision is: "to be our clients, the communities in which we operate, our loyal, committed colleagues and, of course, our shareholders, the most valuable company." The vision, mission statement and goals are interconnected and specify the aims of an organisation, whereas strategies and tactics show how they will succeed. The central goal (mission) of Tesco is simple: "Together, we make things better."

[bookmark: _Toc70667390]Communication and Communication Model
The Latin communicare, means "to share something, to put in common" (Mheidly and Fares, 2020). Therefore, “Communication is a process that occurs naturally in the relationships that living beings form while they are in groups. People or animals may get news / facts about their environment and share it with others through communication” (Menapace and Fathinejad, 2020). Retail communication aims to attract customers and generate recognition for the store. For this, it is possible to use advertising strategies, promotions, contests, and loyalty programs. With the internet, the possibilities have expanded far beyond traditional media, and retailers can now create their own digital marketing campaigns.

[bookmark: _Toc70667391]Linear Base Models: Lasswell Model
The linear model separates the roles of sender and receiver and represents a relationship in the form of a one-way message passing between the two. Many communication models have emerged in this area, the most representative of which are the linear models of Lasswell, Shannon, Weaver and Schramm. In this paper, the linear models of Lasswell, Shannon and Weaver will be studied (Tong et al., 2020).
Answering five questions, according to Lasswell, is one way of explaining a communication act: “Who? Say what? Through what medium? To whom?; To what effect?”
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Figure 1: Lasswell Model

Communication is inextricably linked to the world in which it takes place. All is related to everything, and every communicative act is linked to the whole. Theorists have created many models of communicational processes in order to make truth understandable, that is, to make communicative actions understandable. These were developed with the intention of better understanding and studying the communicational truth (Wood et al., 2017). There are many current communication models; however, the linear or information-based models, the cyber-based or circular models, mass communication models, and cultural or socio-cultural models will be discussed in this work.
If, in reality, a communicative act does not have a well-defined beginning and the senders and receivers influence each other, this model suggests that the sender often takes the initiative and that the effects arise only on the recipient. The study of communication, according to Lasswell, aims to concentrate on the issues that are part of his model.

[bookmark: _Toc70667392]Integrated Marketing Communications
Integrated marketing communication (CIM) “is a measure taken to ensure that the organisation uses the same tone of voice in all of its communications with its target audience”. In other words, it is a linguistic norm that seeks to maintain consistency through various forms of communication. As a result, consolidated marketing communication is in charge of addressing the customer in a consistent manner across all communication networks. This includes email marketing , blogging, social media, audio-visual content and even advertisements (Wang and Joshi, 2018). This concept is naturally associated with the business persona , which corresponds to your ideal customer profile.

[bookmark: _Toc70667393]Promotional Strategies of Tesco
Tesco's business results are determined by the sale point. It is there where the customer makes his purchase decision, and it is also where you must use promotional tactics to sway his decision. Every business wants to raise revenue and public awareness, and promotional campaigns will help. However, they can only achieve these outcomes if they place a premium on the customer experience. It's pointless to be obstinate or to raise the bar so that the consumer accepts a commodity that has nothing to do with it; it's still necessary to have value to the general public. As a result, we've differentiated some promotional tactics that Tesco can use at the point of sale to boost conversions for their business.

[bookmark: _Toc70667394]Cross-Selling
Cross-selling and upselling are marketing tactics that are used to boost revenue and increase the average ticket size of a purchase. Wouldn't it be fascinating to sell a sauce when a customer buys pasta at the market? These goods are often located nearby on gondolas - and not by chance. This is cross-selling: offering complimentary items to the selected item, thus informing the customer of a new product and increasing the cart's overall value. Tesco may also recommend this add-on if a sales promoter is present or if a package containing both items is produced.

[bookmark: _Toc70667395]Upselling
This advertising technique also has the aim of increasing the selling value. This is achieved, however, with the suggestion of a more advanced and higher-priced alternative product to the chosen item. This occurs, for example, when a brand gives a discount or a gift to a customer who purchases a 2L soft drink rather than a 500mL soft drink. In this way, he "upgrades" his purchase and brings home a more satisfying product.

[bookmark: _Toc70667396]Volume Discount
Another point-of-sale marketing tactic is to deliver volume discounts. When a consumer purchases several products, he or she receives some kind of benefit, such as a discount or a gift. In addition to releasing stopped stock, the goal is to increase revenue and the average fare. However, it is critical to assess the viability of discounts for your company in a way that does not jeopardise profitability.

[bookmark: _Toc70667397]Interactive Activities
One of the most effective ways to win over customers is to promote interactivity with the brand at the point of sale. This form of marketing campaign is lighthearted, elicits feelings, and attracts attention. So think of something more than deals and freebies. Acer, for example, provided a one-of-a-kind gaming experience. As a result, the brand was strengthened with this audience, and an immersive experience with the brand was promoted (Moravchikova & Klistikova, 2017).
Tesco has an official website that is regularly updated, but does not offer online ordering services to customers (Alexander, 2020). The official website only provides the latest promotions, jobs, company information and customer service (accept customer feedback). Today, "consumers are inundated with corporate information from a multitude of sources." In the minds of consumers, business information includes information from various media and methods of advertising. Contradictory messages from these various sources can distort branding, customer relationships and corporate image. Tesco uses a variety of elements in its advertising portfolio to communicate with customers, including promotion, advertising and public relations to keep the brand image in the minds of customers.
Tesco uses a variety of consumer promotional materials to achieve its advertising objectives, including samples, coupons, gifts, prize packages and contests. The example is a hint to test a limited number of products. "Customers can try foods like orange juice, pepitas and potatoes before they buy." Coupons are coupons that customers can use to save money when buying certain products. Tesco often issues coupons to its Clubcard members that customers can use to purchase products at discounted prices (James & Cooper, 2020). A high-quality product is a product that is offered for free or has an "incentive to buy low cost products." When customers purchase Tesco's 32-inch flat-screen LCD TVs, they receive "Free DVD Players and Free Club Card Points."
Buyers can save products by purchasing price packages. Consumers can enter contests and prizes such as cash, travel, luck or extra effort to win. Specifically, Tesco organized a contest called Syok Bola Clubcard, in which customers who purchased certain products during the contest could enter the contest and win prizes (Menapace and Fatinejad, 2020). Advertising allows the marketer to reach many geographically dispersed buyers at a low cost per exposure and repeat the message over and over again. To increase the visibility of its customers, Tesco advertises its TV promotional products, newspapers, brochures and text messages.

[bookmark: _Toc70667398]Branding and Brand Equity
 Any visually discernible sign that defines and distinguishes goods and services while also certifying their compliance with certain requirements or technical specifications is referred to as a brand. Branding may also be described as the figurative representation of any product or service, regardless of its nature (Menapace and Fathinejad, 2020). A brand is a name, a sound, a picture, a phrase, or even a letter that people associate with a product or service. 
The end product of branding is brand equity. In other words, it refers to a product's or service's increased value as a result of the brand's increased market strength. Obviously, the aim of this added value is to influence the consumer's perception and behaviour of the brand, as well as how he feels and behaves in relation to it. This has an effect on the buying decision and, as a result, on the company's profitability.

[bookmark: _Toc70667399]Keller’s Brand Equity Model
There are terms and concepts in the world of Marketing and Communication that are of fundamental importance to know and deepen (Alexander, 2020). The Brand Equity, also known by the term "Brand Value" is the positive knowledge of a brand by consumers. In addition to the five points of Aaker, another useful model to delve further into knowledge, and the construction of a good Brand Equity, is certainly the CBBE model (acronym for Customer Based Brand Equity) proposed by Kevin Lane Keller, famous professor of marketing (Dolan et al., 2017). The latter summarises, in a simplified way, how to build and strengthen the value of a brand through its pyramid model.

[image: ]
Figure 2: Keller’s Brand Equity Model

This model, which helps to consider all those aspects related to the brand and its notoriety, can be divided into four main steps:

[bookmark: _Toc70667400]Relevance (Salience)
Placed at the base of the pyramid, Relevance is nothing more than the identity of a brand, i.e., who it is, how it makes itself recognisable to consumers, what it does specifically and what kind of audience (target) that Tesco want to address and propose (Brand Identity).

[bookmark: _Toc70667401]Performance & Image (Performance and Imagery)
Placed on the second step, bipartite, the image is what the brand by Tesco wants to convey through its services, to propose them directly as well as to explain why they prefer it over a similar competitor, and the sensations that they want to evoke consumers through the products / services that Tesco want to sell (Brand Meaning) (Domański and Łabenda, 2020).

[bookmark: _Toc70667402]Judgment & Feelings (Judgments and Feelings)
Placed at the third step, again bipartite like the second, judgment is the answer in terms of " feelings " and " judgments " by consumers, such as the credibility of the brand, or the fact that it is preferred over another competitor. So, Tesco has to focus on the judgement and feelings of concusmers. Often, for this reason, the sentimental sphere is important to determine the judgments or the purchase, since the consumer "must feel better" with this specific brand (Brand Response).

[bookmark: _Toc70667403]Resonance
Resonance, at the top of the pyramid, in addition to being the goal of each brand, focuses on the ability of a strong brand to retain consumers, thus creating a deep and psychological bond between the customer and the brand itself (James and Cooper, 2020). It is achieved only through an active involvement of the customer, making him feel welcomed, belonging to a "community" (of the brand), and making himself loyal and fair towards him (Brand Relationship).

[bookmark: _Toc70667404]Customer Journey and Customer Touchpoints of Tesco
Tesco takes pride in listening to consumers, but there has been a strong need for the company to broaden its customer listening initiative and drive deeper research and insight in recent years. It became clear that we wanted to be able to appreciate the various interactions our customers were having with us on a more granular level (Tong et al., 2020). Tesco needed to make better use of our various touchpoints, specifically identifying where in the customer journey we were most likely to receive feedback and using that information to develop a new process to combine that data and understand the key pain points and what customers wanted us to improve.
Tesco is known as a leading technology and communications company, and social media is no different (James and Cooper, 2020). Tesco's customer service and social media teams are the market leaders in terms of social service and customer engagement. With a growing business through multiple contact centres that connect experienced agents directly to Tesco's customer base, Tesco is able to deliver personalized local service to the largest fan base in the UK industry.
Over the past 15 years, Tesco Mobile has worked tirelessly to develop this modern strategy, which currently serves over 5 million customers in the UK and is expanding in Europe (Kucukusta et al., 2019). Tesco Mobile has gained international recognition in recent years for its customer service excellence, including the inclusion of a well-known brand on the Forrester UK CX Index, which is ranked second among the top 10% brands across all industries. 100 national and global brands. In the 2018 Customer Experience Survey.
The most important factor in providing meaningful consumer services to those seeking help is the first contact to resolve. When the entire organization is connected to a social network, it is easy and convenient to openly share all information about employees of different departments (Menapace and Fatinejad, 2020). Clients ask unique and informative questions on social media. Tesco employs true customer service agents who are familiar with the company's products, promotions and services to ensure that the company's response is timely and relevant.
Brands associated with the contact centre and headquarters do not require general support. By motivating experienced agents and linking store-level support networks, companies can deliver sophisticated and valuable service. When shopping, shoppers will be asking specific questions from specific stores on Twitter (Mheidly and Fares, 2020). Only by connecting the entire organization internally can a complete and up-to-date solution be provided. Interpreting customer feedback and taking wise action has become a unique combination of art and science, in part due to the emergence of new channels of interaction, and in part due to the responses to traditional customer surveys, despite reducing customer fatigue.
When using social networking sites, use dialogue sounds. Tesco's customer service line has been relaunched, not just a hotline to resolve issues. The team provides sincere and effective help by engaging in companionship, encouraging community members to lend a helping hand and participate. In any post, it is important to pay close attention to the tone of the client (Mheidly and Fares, 2020). The audience on forums like Twitter is diverse, including tweets aimed at companies and friends. It's important to know when to use your sense of humor so that your business doesn't get in the way of your fun. It is usually important to know when to take business seriously.
For example, Tesco can benefit from all of the above. When you take the time to solve a problem with a client or answer a question, they are more likely to show gratitude. The biggest benefit is the ability of social media to turn negative factors into positive ones. They not only calm angry clients, but they also provide great community advice that far outweighs any advice you create yourself. The most determined critic can immediately become an active advocate (Peeroo, 2019).
The customer service team spearheaded a change initiative that included a range of resources and platforms in order to expand their customer listening touchpoints and act where possible. For example, the Social Media Team began reacting to all checked organic feedback through sites such as Trustpilot, and the Tesco Mobile App after collaborating with the CX Team. Customer feedback enabled the team to provide additional support where it was required, as well as provide contact details to continue the discussion offline.
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Figure 1: Customer Journey
[bookmark: _Toc70667405]Total Engagement Model
Total engagement model is focused on people and results and can be used in any Enterprise Architecture system. If no other structure is chosen, it also provides a simpler framework of tasks, functions, and objects that can be used at the project or enterprise level (Moravcikova and Kliestikova, 2017). Engagement is described as something that attracts, retains, and attracts our attention. A multimedia presentation that fails to engage users, or an online forum that lacks a sense of community can all be easily removed with a single mouse click. Failure to engage consumers is the same as failing to sell. People would simply look for work and chat with co-workers and friends elsewhere. Not only are effective solutions available, but they also engage users.
The sensory integration and involvement that customer get in first-person relationships is influenced by the first impression and the pleasure that comes from using it (Tong et al., 2020). Considering the numerous studies carried out on the subject, it can be said that involvement can be stimulated on the basis of different characteristics, such as the presentation of the media, the perception of the user, the control over the contents, the development / evolution over time of a certain storytelling. , the choice, the personalisation, the challenge, the feedback, the variety, the possibility to recommend the experience and share it in part with the group to which it belongs.
Cumulatively, these attributes demonstrate the relevance of the aesthetic, cognitive, and affective aspects of user experiences. Employee engagement is a multifaceted activity and a broad concept that incorporates several studies that include human behaviour, job satisfaction, commitment, and loyalty in the organisation (Wang and Joshi, 2018). As a result, company employees who are zealous know how to take initiatives, give full support to the company, and are committed, active, satisfied, and willing to make a difference in the organisation. Typically, companies define engagement as pride and dedication to the work done and loyalty to the organisation. 
Internal communication helps to promote, connect and support positive actions and results. Employee engagement could be identified through its effects on the three components of employee engagement, which are dedication, vigor, and absorption. Dedication is characterised by a sense of worth, passion, encouragement, challenge, and pride in work. On the other hand, absorption consists in the state of being completely focused on one's work, genuinely happy and deeply fascinated by the performance of one's duties. For workers who possess this ability, time passes quickly (Wood et al., 2017).

[bookmark: _Toc70667406]Conclusion
In conclusion, marketing management as the art and science of identifying target markets and acquiring, retaining, and increasing a consumer base by generating, providing, and communicating superior customer value Tesco will benefit from successful campaign strategy to remain competitive in an increasingly competitive market. In this way, marketing management aids Tesco in identifying its target audience and the goods or services that may be of interest to them. In addition to the strategies that Tesco must employ in order to grow its business. Several variables can help promote employee engagement, such as career advancement, mentoring, awards, recognition, safety, and values ​​aligned with the organisation's vision, well-being, and decision making for some autonomy.
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