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[bookmark: _Toc151526252]Introduction
Marketing is dynamic field and thus in the realm of business, market segmentation, targeting and positioning will have significant hold due to the ever-changing landscape of business arena. Thus, it’s prudent to have proper level of understanding of these concepts. Marketing mix and the elements of it need to be taken into proper consideration as well, thus these concepts are presented here in a blog-like manner as follows. 
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Marketing is a fluid field which has to be ready for any shifts that might happen in the market since business dynamics in current world is volatile to say the least due to multifarious reasons. A more nuanced outlook is needed to thrive in the ever-changing business landscape today where consumer choice is shifting faster than one can blink. A holistic analysis of this paradigm shift will be analyzed here in terms of the renowned company known as Tesco PLC, where a deep dive on the segmentation, targeting and positioning strategies will be illustrated with the necessary depth implied and necessary.
[bookmark: _Toc151526254]The Indispensability of Market Segmentation
In the fierce competitive business era, having a good grasp over consumer preference has become the utmost necessity which is why companies of today are regarding market segmentation as the linchpin (Weinstein, 2020), by which they strategize to navigate the business territory and create demand for their product or service based on consumer choice identification. Let’s have a look at the market segmentation of TESCO PLC. 
Segmentation Strategies: TESCO PLC which happens to be giant in the retail sector has adapted a comprehensive market segmentation strategy which in having an upper hand to serve the myriad needs of its humongous consumer base. The company undertook a holistic approach by breaking down its market segment on the basis of demography, psychography and behavior (Sood, 2021). In navigating the intricacies of consumer dynamics, segmentation emerges as a fundamental practice, crucial for delineating customer needs concerning cost prospecting, defining intricate preferences, and delivering bespoke products. 
A poignant illustration is evident in Tesco's Club Card Magazine, where segmentation becomes an art form. The advertisements are artfully partitioned based on demographic nuances: from the vibrant 16-25 age bracket to the bustling 25-45 with family, and the seasoned over-60 demographic. Tesco's adept utilization of segmentation helps it to become a catalyst for designing effective marketing campaigns (D’Esopo and Almquist, 2007). This approach extends beyond mere segmentation — it permeates the strategic optimization of product placement and the artful crafting of personalized discounts embedded within loyalty programs. This multi-faceted strategy serves as a dynamic response mechanism, skillfully adapting to the kaleidoscopic demands of Tesco's diverse customer base. 
The company's unwavering commitment to unraveling the nuances within distinct market segments propels it into the echelons of a versatile and customer-centric retail leader. Tesco Plc employs psychographic segmentation to analyze and understand the diverse lifestyles, attitudes, and preferences of its customer base. This approach goes beyond traditional demographics, enabling Tesco to create targeted marketing campaigns and personalized shopping experiences. By identifying consumer values and interests, Tesco tailors its product assortment, promotions, and communication strategies, which resulting in the creation of brand loyalty via customer delight (Ronald Edward Frank, Massy and Yoram Wind, 2018). Through effective psychographic segmentation, Tesco adapts to evolving consumer behaviors and establishes a more profound connection with its clientele, ultimately contributing to sustained business success in a dynamic retail landscape. Tesco's narrative is one of strategic agility, customer resonance, and an unwavering dedication to the intricate dance of market dynamics (Brooks and Simkin, 2012). As an example- TESCO PLC deftly differentiates tech enthusiasts, budget-conscious consumers, and business professionals, crafting intricate, targeted campaigns and bespoke product offerings.
Targeting and Positioning Strategies: Targeting refers to the artful and scientific identification of diverse consumer segments, while Positioning is the strategic crafting of a dynamic brand identity, placing products strategically to resonate with unique audience aspirations, creating a burst of consumer resonance.  
TESCO PLC employs a sophisticated Targeting and Positioning strategy that transcends conventional retail approaches. The company meticulously identifies distinct consumer segments, going beyond demographic categorizations to delve into the intertwined web of consumer behavior, preferences, and needs(Camilleri, 2017). For instance, TESCO distinguishes between tech enthusiasts, budget-conscious consumers, and business professionals in the smartphone market.
The targeting strategy involves crafting tailored marketing campaigns and product offerings for each identified segment (Kotler and Armstrong, 2020). Tesco doesn't just address consumer needs; it curates experiences aligned with the unique characteristics of each group. This dynamic strategy helps the company to find common ground with its diverse consumer base which results in creating resonance by delivering superior quality product and service offerings to its customers.
Tesco Plc doesn't limit itself into that of the image of a mere retailer when it comes to the matter of strategically positioning itself in the mind of its consumers. Within the smartphone domain, Tesco's positioning unfolds as a nexus for tech aficionados, a haven of value for budget-conscious consumers, and an efficiency catalyst for business professionals. Since Tesco takes a unique strategy when it comes to placing its products it gains significant traction in positioning in comparison to its rivals (Powers and Loyka, 2010). Accessibility is not the only go-to-strategy Tesco adopts when it comes to garnering targeted customer segments' attention in the short term and loyalty in the long term, rather it positions its products and services in strategic manner regardless be it in physical stores or online interfaces.
Being adaptable and providing prompt response to the myriad needs of complex consumer network has made Tesco to have strategic upper hand in its targeting and positioning strategy. Tesco harbors a fluid approach when it comes to segmenting, targeting and positioning which has helped it a great deal when it comes to be in alignment with meeting the diverse needs and wants of its customer base (Miller, Stanton and Layton, 2020). Due to the strategic approach, it has undertaken, Tesco has found its footing as not just a mere retailing brand rather a customer-centric brand which prides itself on having in-depth understanding of its customer preference and serves their needs via relationship marketing.








[bookmark: _Toc151526255]The Anatomy of TESCO PLC’s Marketing Mix: Marketing mix refers to the blending of product, price, place, promotion, people, process and physical evidence, in syncing and designated manner so as to influence the consumer motivation which will prompt them into opting for certain products or services of the company in question. A business uses the marketing mix, which combines predictable factors and their corresponding levels, to have an impact on its target market. In the case of TESCO Plc, an analysis of the 4Ps and 7Ps provides a comprehensive view of its current marketing mix strategies.
Product: TESCO has a huge range of products and services up its sleeves which helps the company to cater to the dynamic needs of the diverse consumer base. Tesco Finest and Tesco Value are two private level brands among many, which helped the company to establish itself as consumer centric by not limiting itself to grocery items only (Marshall and Johnston, 2023). It has been able to create a distinct brand image in the mind of consumers who considers the company as being value and quality oriented, due to the nurtured commitment the company has shown while offering products such as Hudl Tablet and other electronic offerings.
Price: Tesco can pride itself as a value-driven retailer since even though it has a reputation of being cost-leader, it hasn't limited itself to that label only. Rather when it comes to pricing strategy Tesco has taken a dynamic pricing strategy for online shopping, competitive pricing for gaining edge in the marketplace, adaptable pricing for its own brand lines (Krishna Kumar Singh, 2017), while promoting discounts, multi-buy deals, seasonal offers, loyalty programs to control the price perception level among the intended audience. Tesco Clubcard is a master stroke in its pricing strategy which provides discounts to customer to make them feel like the value earner while being able to collect valuable customer date for personalized promotions as well as generating loyalty in their mind.
Place: Tesco carefully chooses a range of distribution channels to make sure their products are available, to customers in the relevant places. They operate via a network of stores, online platforms and strategic partnerships (Kotler and Armstrong, 2020). Accessibility and diversity are the vital aspects which are integrated into its strategic place approach. Moreover, the robust online presence it has created ensures friendly e-commerce, convenient shopping experience via home delivery. Due to its prudent strategic placement approach, the company’s operations surpassed beyond the UK across Europe and Asia.
Promotion: When it comes to the promotion strategy, Tesco tend to adopt multifaceted approach based on market Tesco uses a variety of methods to promote their products. They employ advertising platforms such, as TV, radio, print and online media to showcase their offerings and brand values (Grönroos, 2019). When you visit their stores, you will find numerous promotions displayed strategically with banners and shelf labels offering deals and discounts. Moreover, community engagement and press releases help the company to create and nurture a brand image which works in its favor. Infusing customer loyalty is a must for companies of today and which is why the company takes the help of social media platforms to garner loyalty in their customer. Additionally, Tesco increases its brand visibility through sponsorships and partnerships. 
People: Acknowledging the crucial role of the human touch in retail, Tesco places emphasis on investing in employee training programs. This commitment aims to elevate customer service standards by guaranteeing a positive shopping encounter via efficient employee base. If you ever visited a Tesco, you have surely come across well-behaved and informed employees who makes customers feel like the center of the world and this sort of affable and well-informed staff presence significantly shapes the overarching image of Tesco as a brand devoted to customer satisfaction.
Process: Tesco's dedication to effectiveness is clear in its streamlined operations. From web-based purchase frameworks to proficient check stand procedures, the organization guarantees a simple and advantageous client experience. The Select and Accumulate benefit, for instance, joins online and disconnected channels which results in customer being able to order on the web (Fernandes, 2018), while simultaneously being able to collect from the physical store, demonstrating Tesco's dedication to a productive operation.
Physical Evidence: Tesco’s physical evidence can be found in the brand perception it has been able to create and maintain over the course of years via meticulously organized store layouts, enticing product displays and contemporary facilities which are sought by modern day customers (D’Esopo and Almquist, 2007).  This tangible manifestation extends beyond aesthetics to encapsulate the quality and sustainability of Tesco's products, acting as a testament to its unwavering commitment to social and environmental responsibility.

[bookmark: _Toc151526256]Conclusion
Market segmentation, targeting and positioning has been a vital element for a long time and it will continue to do so as long as businesses exist. Therefore, having a grasp over these notions will come handy for any business to survive and thrive in the long run. The presented scenarios will come handy to execute these concepts. In terms of the company, Tesco Plc we have been seen how the company has benefitted from adopting segmentation, targeting and positioning in a manner which brings optimum result for it. 7P’s of marketing mix has been discussed in depth for illustrating the gravity it holds in business arena. Companies need to harbor an open-minded approach during adopting the marketing mix since the elements can become variable depending on the demand of the market, thus these elements need to be properly analyzed before execution.
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