








 Assessment draft
Marketing Management
Submitted By: Foram Patel
 

 

Introduction
The organisation chosen for this report is Tesco. It is the leading retailer in the world and currently ranks third among the retail giants in the world (Wood, Wrigley and Coe, 2017). A strategic analysis tool that assists in identifying both internal and external environmental factors that have an impact on an organisation’s abilities to work properly, is referred to as marketing environmental analysis. With the aim of giving clear guidelines to the employees, structure, cultures, and policies are developed by the managers (Sparks, 2019). Nonetheless, how a business deals with the external environmental factors mainly define the success of the business. During the decision-making processes, the macro and micro economic factors must be taken into consideration by strategic marketers when it comes to marketing environmental analysis (Soegoto, 2021). The reason for this is that these forces have a major influence on the success of the marketing campaign. As a result, a key role in the success of a business’s branding, campaigns and strategies is played by marketing environment forces (Soegoto, 2021).


External Influencing Drivers

Competition
The main competitors of Tesco in the UK are Morrison’s, Asda, and Sainsbury’s. These four, when put together, are given the name of ‘Big Four.’ Strong competition is now also being given by German grocers Lidl and Aldi (Rosnizam, et al., 2020). As the tastes of consumers shift towards more trips for fewer items, the company has competition with convenience stores, which have been gaining popularity. With 27 percent market, Tesco is currently the leading market retailer, as per the stats of Dec 2020. Sainsbury’s sits second with a market share of 15.7 percent and Asda comes third with a market share of 14.1 percent (Rosnizam, et al., 2020). Maintaining the lowest price among the Big Four brands is the competitive strategy of Asda. Sainsbury’s is known as the highest quality retailer among others, as per various reports and customer surveys on brand strength. The company takes full advantage of this and charges premium prices for grocery products (Rosnizam, et al., 2020). Tesco’s competitive strategy relies on low-cost products. The company has become the leading retailer in the country because of its focus on providing quality products at low costs. The negative part of this is that the profit margin of the company is significantly reduced by low prices (Rosnizam, et al., 2020).

Changing business environment
The business environment has been changing continuously over the last few years. First of all, the technology has played a massive part in these changes (Moura, 2021). On the executive level, planning and decision-making is improved by technology. Customer satisfaction is increased by customer tracking tools and they promote loyalty by enhancing the in-store experience of the customers. For balancing inventory assortments, manage ordering and track pricing, high tech tools come in handy (Moura, 2021). Moving on, the business environment has also changed due to the Covid-19 pandemic. Safe practices are now being followed and remote working has become very common. Moreover, the trend of online shopping has become very common in the last three years due to the pandemic (Moura, 2021). Thus, businesses are trying to be creative and innovative to boost their online sales. Same is the case when it comes to Tesco as the company has focused on online sales in the last three years (Moura, 2021).

Rising expectations of customers
Customers are the key stakeholders of not just Tesco, but all organisations. Times are changing, and with time, the customers’ expectations are also changing (Labrecque, Swani and Stephen, 2020). For example, customers of Tesco are of the belief that the highest quality products will be provided to them at the lowest possible prices. Moreover, in the times of Covid-19, customers want the retail supermarkets to follow all the safe and healthy methods during customer service and delivery (Labrecque, Swani and Stephen, 2020). Not to forget, the likes and dislikes, along with the wants and needs of the customers keep changing. Hence, organisations need to continuously adapt to the changing and rising expectations. Customers’ expectations are key determinants of their loyalty, satisfaction, and consumption experiences (Labrecque, Swani and Stephen, 2020). As a result, having a good understanding and knowledge about the customers’ preferences and expectations is critical for the corporate and marketing strategies of a business to be successful.


Internal Environment of Tesco
Both employees and customers are the biggest stakeholders of Tesco. Employees of any business are its greatest assets (Aiello, et al., 2020). This can be proved by the fact that Tesco has more than 400,000 employees worldwide. More than five thousand stores are there around the world for these employees to work in. As per the most recent statistics, more than 136 million people visited the website of the company between 2012 and 2021. As compared to the figures of Sainsbury’s, this was 50 million more. The target market of Tesco is the customers who look for sales, bargains, and value variety. (Aiello, et al., 2020) The company understands the wants and needs of these customers and tries to have all the necessary products available. Tesco has also set clear rule and policies regarding the environment, packaging of the products, clothing supply chain, responsible sourcing, health, human rights, animal welfare and colleagues. Employees of the company are effectively guided by the HR team in achieving the goals of the organisation (Aiello, et al., 2020). They assure the effective path of creativity and innovation and forward thinking of business ideas. 


Role of Marketing at Tesco
Marketing plays a key role for every business. The set of activities related to creating, communicating, delivering, and exchanging offerings that provide value for others, are referred to as marketing (Fatricia, 2017). Bringing value to customers, whom the business looks to identify, satisfy and retain for longer periods, is the role of marketing in businesses. Tesco possesses are very strong brand image which helps its marketing and promotion strategies. For delivering the message to the customers, the company makes use of newspapers, television, and a few other media outlets (Wood, Wrigley and Coe, 2017). In the UK grocery retail industry, Tesco is the biggest spender when it comes to traditional advertising. In 2019, over £80 million were spent on marketing and advertising by the company back in 2019. The company also markets its products through promotion offers and deals. Every now and then, Tesco comes up with these offers for those particular products that are low in demand (Wood, Wrigley and Coe, 2017). With the aim of attracting new customers, the product line is constantly expanded by the company.


Recommendations to Tesco for the future

Make good use of social media
The use of social media has become very common as millions of people use it every day. Facebook and Twitter are two of the most common apps when it comes to marketing (Labrecque, Swani and Stephen, 2020). Hence, the company should make good use of these two platforms by posting daily on them. The customers should be made aware of offers, discounts and various campaigns. Not to forget, the customer service team should also be continuously responding the comments and queries of the customers in order to retain them (Labrecque, Swani and Stephen, 2020). Customers usually have knack of going online and doing research about which brand is offering discounts and offers. When finding out, they visit only those particular brands. 

Ask influencers and bloggers to visit the stores
The social media platforms, especially YouTube and Instagram, are filled with bloggers and influencers (Rosnizam, et al., 2020). Tesco should ask these individuals to visit their stores, take a look around, buy some groceries, check the atmosphere and safe environment of the stores, take pictures, make videos, and then post them on their accounts on social media. This way, new customers will be attracted to the business. They will look at these pictures and videos, get knowledge about the stores, the amount of products and varieties that Tesco is offering, and the quality of customer service. This is a genius way of getting a competitive advantage (Rosnizam, et al., 2020).


Conclusion
This report started with an introduction on Tesco and shifted its focus towards external and internal environment of the company. The external factors that have been discussed are competition, even though Tesco is the leading retailer in the country, the changing business environment and the rising expectations of the customers. The customers, employees, environment and policies of the company have been discussed in the internal analysis. In the end, two recommendations have been provided to Tesco which are to make good use of social media and ask influencers and bloggers to visit the stores.
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