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The study introduces and discusses the stages of the marketing mix of the organization called Tesco. The organization is one of the leaders in the supermarket chain in the UK and has a global presence. The organization has a physical presence of 3400 stores in the country and covers almost more than 12 countries. The purpose of the paper is to evaluate the marketing mix and the presence of the organization Tesco concerning its target market of middle-class income population with a busy life so that the quality and the production of the organization are well maintained.
Marketing from an organizational perspective can be stated as the organization’s initiative to understand the customer's needs or requirements and then implement changes according to the requirements on the operational, functional, and managerial aspects of the company. The process of marketing can be described as a process of actions and reactions where the organization tries to satisfy its customers by attempting to satisfy their requirements and needs (Peeroo, Samy and Jones 2016). The process of marketing in an organization must have established a mission, analysis of the situation, and then developing a marketing strategy. This will help in implementing the marketing mix where the implementation of the marketing factors on the functional elements will help the organization to develop (Fatricia 2017).
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Figure 1: Marketing process
Source: (Fatricia 2017)
The main stages in the marketing process are as follows:
· Mission: in this stage, the organization constructs its mission and vision leading to the specification of its objectives. The company plans its goals in this step. 
· Situation analysis: this step requires analysis of the positioning of the organization in the industry it is established (Rosnizam et al. 2020).
· Marketing strategy: this step revolves around the tactics or the strategy required to develop the marketing features of the organization.
· Marketing mix: the strategies developed must be put to use and processing in the organization at this stage.
· Implementation and control: this stage is of reviewing, evaluating, implementation changes or modifications, and then re-apply (Evans and Mason 2018).
Tesco as an organization is one of the leading companies in the industry of supermarkets in the United Kingdom. The customer base of the organization is huge and they have a well-established reputation in the country as well as globally. The organization has stated its mission statement as “we make what matters better, together”. This statement reflects the goal of the organization where the identity of the company can be analysed as a developed operational and functional organization in the food supermarket industry (Hii and Ko 2019). The organization when analysed situationally, holds a strong position in the industry considering it is a multi-segment organization providing a wide range of products, from electronics, beauty products to financial services. The objective of the organization is to develop products for customers with reasonable prices leading to cost leadership in the industry (Budiman and Alajmi 2020). The strategies implemented by Tesco to lead the marketing of the company are to have a well-established communication between employees and the administration, interact with customers, safety in the use of the products, and other such steps (Uphill 2016). The evaluation process of the organization to modify and implement certain changes can be stated as maintain its leadership in all segments and impact customer loyalty positively leading to global coverage (Peeroo, Samy and Jones 2016).
Tesco’s decision making and implementation strategy can be related to the use of Porter's five forces model that will help in understanding the forces, both external and internal which impacts the organization and its development.
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Figure 3: Porter's five forces Model
Source: (Rahman 2020)
· Customers of Tesco and their bargaining power: the power of bargaining of the customers of Tesco is low considering the cost-effective products available at Tesco cannot be found in companies like Asda or Sainsbury.
· Suppliers of Tesco and their bargaining power: the power of bargaining of the suppliers of Tesco is low due to the huge number of suppliers, Tesco can get as an option. It is also an accusation against Tesco that they are a bully when it comes to the transactions with suppliers.
· New entrants’ threat to Tesco: it can be clearly stated that the threat of new entrants in the industry for Tesco is very low due to a lot of reasons such as its establishment as a leader, complete coverage on product availability and accessibility in networks of distribution.
· The threat of substitutes: the threat of new and substitute products, is very low for Tesco considering it caters to a huge number of products for different target market customers leading to have multi-segment leadership.
· Rivalry in the industry: the rivalry in the industry can be considered as high because of the presence of some powerful organizations such as Sainsbury, Asda, Aldi, and others who are exploring the same strategies as Tesco to cover the market. The organization needs to be alert and aware of its rivals in the industry who already have a developed network (Rahman 2020).
The organization of Tesco is analysed using the framework of SWOT analysis which will provide clarity regarding the present strengths and weaknesses, the organization has. This framework will also help to determine in utilizing the opportunities available and be aware of the threats present in the market (Kim and Kim 2018).
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Figure 4: SWOT analysis
Source: (Business Teacher 2020)
· Strengths: cost efficiencies and service experiences must be implemented with the use of advanced technology in all its operational and functional activities.
· Weaknesses: operating only in Europe and the UK while markets present around the world have not been focused properly on has led to financial loss.
· Threats: increased wages and benefits in all labour laws around the world might damage the low-cost effectiveness of the organization for its customers.
· Opportunities: partnership and alliances with other well established and recognized brands globally is a strategic step towards the development of operational, marketing, and functional elements of the organization (Business Teacher 2020).
The advantages of implementing Porter’s five force model to understand the factors of the organization of Tesco, being higher or lower can help determine profitability and decision making. It is also advantageous when it comes to developing strategies against rising competitions in the industry (Rahman 2020).
According to Business Teacher (2020), the advantages of using SWOT analysis to determine the weaknesses and strengths of the organization of Tesco leading to the effective utilization of the opportunities and threats of the organization of Tesco are to understand the satisfaction level of the customers and access threats that might impact the company’s development.
Segmentation of Tesco as an organization is the middle-income population who have a busy work life and have children. Targeting of the organization has been developed as per the requirement of the target market who prefers quality in the product at a reasonable price. The Tesco company's positioning can be related to multi-segment where beauty products, food products, electronics, financial services, and a lot of other aspects are available for one buyer at the same place (Wood, Wrigley, and Coe 2017).
Tesco’s marketing mix and its elements can be defined as follows:
· Product: Tesco provides a wide range of products ranging from electronics, food, grocery items, financial services, and others. The wide variety of products and services does not leave customers the option to shop anywhere else (Kim and Kim 2018).
· Price: Tesco has gained price leadership in the industry considering it offers quite cheap prices for products where other organizations struggle to go that down on prices. This has led the organization to have customer loyalty over the years.
· Place: headquarters in England however Tesco's existence is all over the world leading to the organization's being successful offline as well as online presence.
· Promotion: offers related to low prices of the products is one of the advantages of Tesco and they utilize it to promote their organization leading to more profit (Thabit and Raewf 2018).
The relatability of the services provided by the organization of Tesco can be related to the seven elements of Ps where the three elements are as follows:
· Positioning: the organization positions itself for its capacity of production and accessibility be it online or offline leading to the good positioning in the market. It targets of multi-segment users, a target market that visits the shop to buy a variety of products together (Efanny et al. 2018).
· Packaging: the logos and packaging of Tesco prove time and time again that authentic and genuine products are being delivered to customers. This is physical evidence that proves the proper services of the organization.
· People: the organization has 11 markets all over the world that employs 480000 employees who provide great service which makes the customers visit regularly. The employees are of diverse culture and their performance reflects the value of the organization (Khanta and Srinuan 2019).
The recommendations that can be developed for the strategic planning and implementation of the marketing mix are as follows:
· The company must focus on its online presence so that the customers can shop both offline and online leading to a huge customer base
· The organization has a multi-segment and it is important to have a marketing mix that is effective to maintain the success of all segments
· The organization must develop strategies to tackle competition in the industry.
The paper can be concluded finally by stating that Tesco must work on its legal aspects. The findings from the critical analysis of the marketing process of the organization of Tesco are well developed however, it needs to use its opportunities to complete advantage. It is important to state that the frameworks used to study the operational strategies of the organization of Tesco are effective and provide a clear account of the market situations and its aspects. In the paper, the organization and its function in the market are critically analysed by using frameworks which help in the evaluation of operational shortcomings and implement solutions.
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