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1. Executive Summary

This marketing plan is developed for Tesco Stores (Malaysia) Sdn
Bhd. Tesco that is the

biggest retail chain of U.K. This marketing plan covers various
important topics that are

significant to handle the marketing challenges posed by internal
and the external environment.

It discusses situational analysis in which organizational
strategy, customers, Porters five forces,

SWOT analysis and marketing effectiveness has been described. In
the objective section of the

marketing plan, mission, vision, corporate objectives and
marketing objectives have been

discussed.

In the part of marketing strategy, segmentation strategies,
targeting and positioning are

described. Marketing models sections describes the strategic
alternatives, generic strategies,

competitive strategies and other key matters like innovation and
branding. Marketing elements

- product, price, distribution channels and promotion will been
explained. Marketing budget is

also presented in which staff requirement, resources, timing and
marketing expense have been

explained in detail. Implementation and control plan are also
explained in the marketing plan,

which includes key performance indicators. Apart from this,
contingency plan is also

considered as part of the marketing plan.
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2. Company Analysis

Company Background and Objectives

Changing scenario of marketing is posing challenges to the
retailer companies, in-spite of their

competitive position in the market. Marketing plan is the
reviving step for the company to give

new direction to their business. I have selected Tesco Stores
(Malaysia) Sdn Bhd for marketing

plan because Tesco is one of the biggest British retailer and
operating well in the retail industry

worldwide.

Tesco was founded in 1919 by Jack Cohen from a market stall in
Londons East End. Tesco is

operating in 12 countries worldwide, employing over 530,000
people and serve tens of millions

of customers every week. UK stores of Tesco are segmented into
six formats that are Tesco

Extra, Tesco Superstars, Tesco Metro, Tesco Express, One Stop
and Tesco Homeplus

(Tescoplc 2009). It provides online services through its
subsidiary, Tesco.com. The company

sells almost 70,000 products including its own-label products
(about 50% of sales). Tesco also

has becoming one of Britains largest independent petrol
retailers. Another retailing services

offered include Tesco Personal Finance.

Tesco Stores (Malaysia) Sdn. Bhd. was established on 29 November
2001 as a result of a

strategic collaboration between Tesco Plc UK and Malaysian
conglomerate, Sime Darby

Berhad. In February 2002, Tesco Malaysia officially launched
operations with the opening of

its first hypermarket in Puchong, Selangor.
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Tesco Malaysia has approximately 15,000 employees and it
operates 46 outlets in 2

classifications according to the acquisition of Makro Cash and
Carry in December 2006. The

Tesco Malaysia businesses are divided into two types:

Tesco Hypermarkets

Tesco Hypermarkets offer customers a holistic shopping
experience under one roof. From fresh

produce to groceries, from household items to apparel, shoppers
can find everything they need

in Tesco Hypermarkets.

Tesco Hypermarkets carry over 60,000 lines of products,
including nearly 3,000 Tesco Brands

food and non-food products.

Tesco Extra

Tesco Extra caters to small businesses, families as well as
individual customers by providing a

comprehensive selection of products and services. These
value-added services include bigger

pack sizes, special trolleys and checkouts, and a dedicated
business development team to

support small business owners with their orders.


	
7/25/2019 market tesco

5/45

Marketing Plan for Tesco Stores (Malaysia) Sdn Bhd Page 5 of
45

SWOT-analysis for Tesco Stores (Malaysia) Sdn Bhd

Strengths

The main strength of Tesco is its strong brand name and its
valued customer service.

The company is far less integrated than the other big company
that which makes them

more flexible compared to others.

Competitive prices strategy. The focused price cuts made it
possible for Tesco to draw

in far more consumers via competitors along with catch the
volume that backed the

bottom prices.

Large business structure. Tesco operates its business not only
in UK but in many

countries in Europe and Asia as well. In total retail market of
UK Tesco holds 13%

share and 26% growth in international market.

Tesco believe in direct marketing rather that via a middleman or
agent.

Customer loyalty/relationship. Tesco obtained consumer loyalty
or perhaps connection

simply by introducing Tesco Clubcard.

Weaknesses

Tescos weaknesses are that still it substantially depends on the
Great Britain for its sale.

Business-model which Tesco uses approaches for the Great
Britain, instead for other

world.

Though Tesco sales grow with the low priced items there is a
falling on sale

insignificantly on expensive products.

Opportunities

Tesco can carry out a high degree of purchasing capacity to
guarantee, that it has a scale

effect in its homebrand line.

Opportunities in Europe and Asia provide excellent possibilities
for growth. The most

important, growth of online sales shows a fine possibility for
an increase of sales Tesco.

In 2008 Tesco mobile have grown million customers and it moved
profitable status

suggesting further growth and development within this
technological area can be

developed.
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Threats

Global economic decline is the barrier and created an impact on
Tesco business.

Some environmental factors such as climate changes, political
issue, and taxes issue

can become a threat for Tesco.

Raising the costs of raw resources from both food and non food
will crash general

profit boundaries.

Exporting restriction on some non food products to Far East
location will decrease

profit margin.

Customers mentality which is frequently changing and it may be a
threat as well.

For Tesco there is a determined threat of capture from the
market leader Carrefour

who has equally means and motive to follow such
accomplishment.
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Adoption of strategy
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3. Market analysis

Market analysis is a crucial part of a marketing plan, as it
discusses about the organizational

strategies, customers, marketing effectiveness, Porters five
forces, SWOT analysis and

marketing effectiveness. For market analysis, PESTEL approach
will be applied in which

political, economic, social, technology, environment and legal
factors will be discussed.

Political Factors

Operating in globalization conditions with stores worldwide
(Tesco now operates in 6 countriesof the Europe, in addition to the
Great Britain, Ireland, Hungary, Czech, Slovakia, Turkey and

Poland, it also operates in Asian countries such as South Korea,
Thailand, Malaysia, India and

China). Performance of Tesco is highly under influence of
political and legislative conditions

of these countries, including the European Union (EU).

Tesco Stores (Malaysia) Sdn Bhd currently operates 46 stores and
employs over 11,000 staff

nationwide. For employment, Malaysian government encourages
stores to provide mix jobs

possibilities for employment from flexible, lower paid and local
jobs to highly paid, highly

skilled and centrally located jobs. Also to cater the demands of
the population categories such

as the students, working parents and older people. Tesco
understands, that retail commerce has

dramatic effect on jobs and people factors (new development of
store often saw, how

destruction of other jobs in sector of retail commerce as
traditional stores leave business or

compelled to save the cost to compete), being inherently and
local labor-consuming sectors.

(Kotler, 2008).

Economical Factors

Economic forces cause concern to Tesco because they can affect
demand, costs, the prices and

profits. One of the most influential factors on economy is the
increasing rate of unemployment

which decreases demand for many goods, negatively influencing on
the demand of such goods

necessary for manufacture. These economic forces substantially
do not depend on the company,

but their influence on productivity and marketing maybe deep.
Though the international

business still grows, and it is expected, will assist the
greater sum on profit of Tesco within
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next several years, the company still depends strongly on the
market of the Great Britain.

Consequently, Tesco will be strongly affected with any slowdown
in food market of the Great

Britain and exposure to market concentration risk.

Social/Cultural Factors

Current trends specify that the Malaysian clients have inclined
to "one stop" and "volumetric"

shopping that is connected with various social changes.
Therefore Tesco have increased the

quantity of non food items available for sale. (Kotler, 2008)
Demographic changes, such as

ageing of the population, an increase of women-workers and
decrease in house preparation of

meal means, that the Malaysian retailers are concentrating on
added value products and

services. (Lancaster.G,Reynolds.P 2005) Besides concentration is
now moving towards, own

labels share of business mix, supply chain and other operational
improvements which can

lower expenses of business. National retailers are more and more
constrained to find new

suppliers. Type of the goods and the services demanded by
consumers depend on their social

conditionality and their subsequent installation and belief.
Consumers become more and more

informed on questions of healthcare, and their attitude to meal
constantly change. One of

examples Tesco adaptation of its product mix is to accommodate
increase in demand of organic

products consists.

Technological Factors
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Technology is a major macro-environmental variable which has
influenced the development of

many of Tesco products. The new technologies benefit both
customers and the company -

customer satisfaction rises because goods are readily available;
services can become more

personalized and shopping is more convenient. The launch of the
Efficient Consumer Response

(ECR) initiative provided the shift that is now apparent in the
management of food supply

chains.

Tesco stores utilize the following technologies:

Wireless devices

Intelligent scale

Electronic shelf labeling

Radio Frequency Identification (RFID)

Electronic Point of Sale (EPoS)

Environmental Factors

In 2010 pressure upon many companies and managers has been
increased to recognize the

Marketing Plan for Tesco Stores (Malaysia) Sdn Bhd Page 10 of
45
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responsibility before a society and to operate by which society
is benefitted as a whole. With

the basic social question threatens sellers of food stuffs were
the environmental problems and

one of key areas for the companies to operate in socially
responsible with maintenance of its

reputation. Therefore, accepting this tendency within the limits
of wide ethical positions, to

corporate social responsibility of company Tesco concerns ways
in which the organizations

exceeds the minimal obligations to the interested sides
specified by means of regulation and

corporate management. In 2010, the government plans to start new
strategy of stable

consumption and manufacture to reduce waste, to reduce
consumption of resources and to

reduce to a minimum damage to an environment.

Legal Factors

Various legislations government policies also render direct
influence on Tesco performance.

For example, food retailing commission (FRC) has offered Code of
practice should be created,

prohibiting many of existing practice, such as demanding
payments from suppliers and

variation in the coordinated prices retrospectively or without
notice. Availability of powerful

competitors with known brands creates threat of intensive price
wars and strong requirements

to differentiation of production. (Kotler, 2008) Government
policy on monopoly of

management and decrease in power consumption of buyers can limit
an input in this sector

from such control, as license requirements and restrictions on
access to raw material. Though

the prices are lowered on the advertised goods, the prices in
other shops rise to compensate.

(Lancaster.G,Reynolds.P 2005)

3a. Customer Analysis (markets, segmentation, targeting and
positioning, branding)

Marketing strategy


	
7/25/2019 market tesco

12/45

Marketing Plan for Tesco Stores (Malaysia) Sdn Bhd Page 12 of
45

Segmentation, targeting and positioning are three marketing
strategy which should be used by

the company for promoting its Tesco products aggressively, with
objective of increasing sales.

(Porter, 1980).

The following concern to them:

Segmentation of strategy: Segmentation strategy plays a huge
role in success or refusal of the

company. Mass, local and niches, all segments of the market
should be considered in

marketing plan on expansion of sale of Tesco products for
increasing satisfaction of clients in

effective manner. For maintenance of the maximal consumer value,
behavior of consumers will

be studied before segmentation in which their taste and
preferences, attitudes and the behavior

of buyers will be estimated.

Pink: Pink part of a matrix designates area which has high
appeal of a segment and the most

suitable for the company over the longer term. Red: red part of
a matrix reflects environments

which have a smaller piece of appeal in comparison from the mass
market. This part has less

validity for the plan in comparison from the mass market. Green:
In this part of a segment of a

matrix, reflects to a measure of appeal from the point of view
of a segment and has smaller

validity for marketing-plan developed for a retail network.

High Medium Low

Mass market Niche market Local market

Targeting strategy: Targeting strategy in the marketing plan of
business also defines viability.

The target market for marketing plan must involve those people
who have preferences forTesco products as children, youth and
people of middle age should participate all. The

company should estimate demands of clients, with objective to
reveal them in well planned in
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the image. For this purpose the firm should analyze the
preferences and taste in Tesco products.

The consumer behavior should be well analyzed prior to the
beginning of targeting strategy.

(Porter, 1980)

Positioning strategy: Positioning in the market for separate
types of production plays a major

part in the marketing plan. Tesco products should be located in
city centre market in all stores

of Tesco. Tesco products for youth and people of middle age in
Malaysia and other countries

are recommended. For satisfaction of a growing demand for target
clients for Tesco products,

the product will be positioned in a convincing manner. On
quality Tesco Brand hints

innovative design and to the added cost, this product will be
positioned in intelligence of clients.

This brand competes with the license goods offered by Giant
Hypermarket. For this purpose

the companies should go on some innovative modes to entice
attention of clients to production

of Tesco products.

4.

Competitors analysis

In Europe, the main competitor of Tesco is ASDA. There is a
extreme competition between

this two business giants as well as with the others like
Sainsburys. ASDA is operating by the

Marketing Plan for Tesco Stores (Malaysia) Sdn Bhd Page 13 of
45
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world largest grocery chain Wal-Mart of America. Both Tesco and
ASDA is known as low

priced products.

TESCO ASDA

Consumer Spend(000s) 6,351,531 3,410,431

Market Share November 2008 30.9% 16.8%

+/-from/ December 2007 -2008 4.3% 7.8%

Market share as of 2008 for Tesco PLC: Tesco 30.5%, Asda 16.9%,
Sainsbury's 16.3, andMorrisons 12.3%.{10} A cost breakdown is given
below. {9}

In retail industry, there is stiff competition between
hypermarkets. Names such as Giant,

Carrefour and Jusco are the biggest rival for Tesco Stores
Malaysia to compete in the industry.

Giant Hypermarket

Marketing Plan for Tesco Stores (Malaysia) Sdn Bhd Page 14 of
45
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In Malaysia, the name Giant has become synonymous with everyday
low prices, big variety

and great value. This has been underscored by few surveys
conduct in Malaysia, which showed

that Giant was perceived as the cheapest place, in Malaysia, to
shop for everyday groceries

beside Tesco. Giant holds second biggest share market in retail
industry in Malaysia for the

year of 2010 after Tesco.

Jusco

In order to be successful, it is vital for a shopping centre to
have the right environment and

tenant mix. Only then will customers be willing to spend endless
hours here in pursuit of

activities that entertain and help them to relax. Jusco provide
laid back environment in their

shopping complex. Customer feels free to shop not just that,
they can also spend time with their

family eating at the food court provided by Jusco. Jusco holds
22% of market shares and the

third biggest after Tesco and Giant for the year of 2010.

Carrefour Malaysia

Carrefour's success is based on the talent and motivation of its
staff. To increase efficiency and

competitiveness, and in order to improve as a retailer, the
Carrefour Malaysia is about to

transform themselves and redesign its organization, enhance
synergies between sales and

purchasing, and create new relationships between head offices,
countries and stores. Carrefour

still sustains in the market in Malaysia and has 15% of market
share in retail industry for the

year of 2010.

Comparison of market share between hypermarket in Malaysia for
2010

Marketing Plan for Tesco Stores (Malaysia) Sdn Bhd Page 15 of
45

Hypermarket Background Competitor Analysis

Founded by Teng family in 1944

in Kuala Lumpur

over 85 branches nationwide

Offer variety of products at

the lowest possible prices

Offer range of local

merchandise, fresh local
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fruits, vegetables, seafood

within wet markets

A French multinational retailer

Its first store opened on 1January 1958 in France

Its first store in Malaysia opened

in 1994 and by 2012 it had

grown into 26 stores.

Offer products such as

grocery product, clothing,consumer goods and

household appliances

besides these commodity

products

Concept of fresh quality

product at discounted price

and direct from producer to

customer

Malaysia chain of hypermarket,

supermarket and emporium.

It was founded in 1918 by Mr

Gulam Husen Jamal

Wide range discounter,

single focus on low income

Malays

Limited choices

In the 1970s, JUSCO was

constituted by Mie Prefecture,

Kyoto and Hyogo in Japan

named Japan United Stores

COmpany. (Shortened form

JUSCO).

In 1985 the first JUSCO store

outside Japan was opened in

Plaza Dayabumi, Kuala Lumpur

Offer customers

merchandise of better value

especially on apparels

Extends to financial

services, restaurant

operations and shopping

centre development

The SWOT Analysis shows that Tesco Stores Malaysia currently has
the resource capabilities

to successfully enter the market and is capable of implementing
a market development strategy.

The report recommends that Tesco target the high-end market
segment with a differentiation

strategy.

Success in any company that operates for marketing and profit
acquisition lies on the ability of

the management in positioning and establishing the products or
services being offered.

Marketing Plan for Tesco Stores (Malaysia) Sdn Bhd Page 16 of
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Furthermore, the ability of the company and its management to
compete and maintain a

competitive edge among its competitor is another basis to say
that it is successful. The constant

development and innovation on the product line and the growing
number of clientele also

define the corporate standing of a company.

Strategy: Tesco accepts effective marketing strategy for
achievement of objects in view, which

are viable during long success of start of the business. By
means of these strategies, the

company competes in the world market and has reached the top
position in field of retail

commerce. The company is organized in viable image which is
responsible for its lead

positions in field of retail commerce. For this part, model of
McKinsey from 7Ss as strategy,

staff, shared values, structure, skills, system and style is
applied in Tesco.

Five forces of Porter model is applied for an assessment of
competitive advantages of industry.

Tesco Stores (Malaysia) Sdn Bhd works in industry of retail
commerce, which is diversified

industry. Progress of a competition in the industry for Tesco
Stores (Malaysia) Sdn Bhd looks

as follows:

Porters Five Forces Analysis

The analysis of structure of the industry should be undertaken
to find effective sources of

competitive advantage. (Porters Five Forces, 2008) Therefore,
with objective of the analysis

of the competitive environment of Tesco, analysis of Porters
five forces has been used by the

researcher as follows:

i. Threat of substitute products and services

The threat of substitutes in the grocery retail market is
essentially below for food

stuffs and from an average up to high for non food items. In
retail trade of food stuffs,

substitutes of the giant food retailers are chain of small
convenience stores and

organic shops which are not considered as threat for
supermarkets as Tesco which

offer products of high quality under significantly lower prices.
However, threat of

substitutes for non food products, for example clothes is rather
high. It is necessary to
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note, that until then as economic recession prevails, clients
will be inclined to

discounts, and consequently, Tesco is threat for special-purpose
shops. (Porters Five

Forces, 2008)

ii. Threat of entry of new competitors

Threat of occurrence of new competitors in the food-processing
industry is low. It

requires huge capital investments to be competitive and to
create a brand. The basic

brands which have already grasped retail trading in food stuffs
are Tesco, Giant

Hypermarket, Econsave and Carrefour and their fraction is 80 %
of shopping in

Malaysia. Thus, new participants should make something at
extremely low price and /

or high quality to establish their market. Reception of permit
from planning local

self-management borrows a significant amount of time and
resources for creation of

new supermarkets and it is therefore a significant obstacle for
new participants.

iii. Intensity of competitive rivalry

The intensity of competitive rivalry in food and grocery retail
industries is extremely

high. Tesco has an intensive competition from the direct
competitors, including Giant

Hypermarket, Econsave and Carrefour, which compete with each
other at the price,

products and promotional activities. Therefore it is necessary
to emphasize, that Giant

is one of the basic competitors in this segment with an increase
in fraction of the

market in 2010 financial year. Slow growth of the market in
essence means that these

increases of a fraction of the market from competitors became
more active in the

market rivalry which threatens leadership of Tescos position in
the market. (Porters

Five Forces, 2008). In rural areas where the nearest supermarket
maybe at some

distance, some primary consumers are attracted by AEON and The
Store.

iv. Bargaining power of buyers

Bargaining power of buyers of buyers rather high. In cases when
products have small

differentiations and more standardized, switching cost is very
low, and buyers can

easily be switched from one brand to another. It was offered,
that clients are
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attracted towards the low prices, and with availability of
online retail stores, the prices

for products can easily compared and, thus are chosen.

v. Bargaining power of suppliers

Suppliers bargaining power is low. It is necessary to note, that
suppliers are always

inclined towards big grocery food retailers and fear to lose the
business contracts with

large supermarkets. Consequently position of retail commerce of
Tesco, Giant, and

Carrefour further strengthen and negotiations are positive to
receive the lowest

possible price from suppliers. (Porters Five Forces, 2008)

5.

Marketing elements

Product

Variations in the business scenario can create needs for new
products and services at the cost of

established provision. Ansoff matrix also assumes, that if new
products are developed for the

existing markets strategy, then strategy to develop product,
should be considered at

management level by the company. In expansion and
diversifications, assortment of products

for Tesco is of critical importance for realization of internal
progress when new products are
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developed. Character and a degree of diversification should be
considered also in connection

with a background of corporate strategy and a variety of a
portfolio.

Following changing in demands of Tesco clients, it is possible
to launch new types of products.

It can demand more attention on R&D that leads to additional
expenses. The retail industry

experiences superfluous capacities both innovative services and
the products, being the basic

competitive advantage. Thus, the innovation should be a major
factor for Tesco product

development.

For example, recently, Tesco Malaysia launched their latest
addition to the Tesco family

Tesco Loves Baby which is a baby range that has been carefully
developed and formulated

by Tescos product development team. The Tesco Loves Baby
products consists of diapers,

wet wipes and toiletries, which come in a variety of quantities
to suit customers needs and

wants whilst ensuring their satisfaction.

From head-to-toe liquid washes, multi-purpose baby wipes, baby
oils, bath milks, talcum

powders, right down to snug diapers, Tesco Loves Baby offers
them all and much more. The

diapers probably caught customers attention first with its
well-designed packaging; a full pack

of 100 diapers retails for RM35.90, or, if youd like to give the
diapers a test run, a mini pack

of 20 pieces is priced at RM14.90.

Although most of the products available in Malaysia come from
local suppliers, products such

as the diapers and wet wipes are imported from Germany and Korea
and are all of international

Marketing Plan for Tesco Stores (Malaysia) Sdn Bhd Page 20 of
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quality and standards, yet set at extremely affordable price
points and are easily accessible for

Malaysian consumers.

Tesco homebrand products is divided into 4 categories, Tesco
Value, Tesco Choice, Tesco

Light Choices and Tesco Finest. Tesco Value products are made to
meet customers essential

needs. Because these products serve their most basic purposes in
a no-frills manner, they can

be attractively priced to help them spend less. Tesco Choice
products were preferred by more

than 80% of Tesco customers. This is because Tesco Choice
products are manufactured with

quality in mind. Customers can sample Tesco Choice products at
the Tesco Brand Counter in

the store. Switching to Tesco Choice can help customers save
more without compromising onquality. Tesco Light Choices products
are specially made for consumers who are undergoing

diet plans, health-conscious or careful about their nutrition
intake due to medical reasons. With

lower levels of fats and other undesirable components, Tesco
Light Choices is a definite choice

for a healthier living. Tesco Finest is created for those who
seek the finer things in life. These

fully-imported goods deliver top-notch quality in taste, aroma
and dining experience.

Price

Tesco should provide the fair trade products at lower rate in
comparison to its

competitors. It is essential to provide the products at value
added price, so as to lure the

attention of the customers.

Price has always been an important element of the marketing mix
but in retailing the

importance is even more significant considering that on average
the margins are around
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the 1% of net sales (Bolton et al., 2006). In the light of this,
price is fundamentally

linked to the concept of promotion and competitors are
frequently surrounded by an

environment of price wars as it is exemplified between Tesco and
Giant in 2012

where Tesco put TWO RED slashes on Giants Low Price Leader
Signboard and the

next day Giant fought back with an Advertisement to claim that
Even Tesco[others]

Acknowledge that our priced have been The Lowest for Years.
Although aggressive

promotions can be the consequence of price conscious customers
as a result of the

financial crisis it is also a dangerous strategy if Tesco want
to preserve the core purpose

of the company. It is difficult to earn lifetime loyalty
breaking promises as Tesco did

when failed to beat Asda prices and had to refund money to
customers (Smithers,

2011).

Distribution channels

Tesco has a multi-channel approach so that people can shop how
they want to, be that at

home, in store, through their mobile, from the Tesco Direct
catalogue. Tesco has

different shop formats to suit customer needs. Some like to
drive to a bigger store,

others like to shop for their fresh food on their local high
street, and some find it easier

to shop online and order their shopping straight to their door.
Now that Tesco offers

online shopping, consumers can make a less trips to Tesco to
stock up on daily

necessities. The service is something that would come in handy
for busy mums because

it enables consumers to shop in the comfort of their own
home.
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Up to this day, Tesco has remained one of the most successful
multichannel retailers

with online sales climbing steadily. In the annual report 2010,
Tesco PLC reported that

their profits role by 10.1% to 3.4bn, with online sales climbing
to 136m. By the end

of 2011, online sales recorded a further 15% increase with
double-digit growth in

grocery and a further 30% increase at Tesco Direct.

Tescos multichannel approach is the formula of success and thus
the firm serves as the

prime example to demonstrate how successful retailers can
operate if their online and

offline service are integrated to complement each other. Indeed,
Tescos formula to

success seems to be the way to the future. A report from
Deloitte notes that the future of

shopping lies in the digital world and the opportunities it
provides for its customers.

According to Deloitte, multichannel shoppers spend 82% (on
average 116 ) more in

each transaction compared to those who only buy in-store. A
distribution channel has

several stages depending on how many organisations are involved
in it.

Tesco has implemented its F plan which involves having fuller
cages, pallets, trucks and

containers travelling fewer miles and increasing fuel
economy.

The F plan is helping Tesco achieve its initial goal of halving
distribution emissions for each

case of goods delivered against a 2006/07 baseline by 2012. This
is just a stepping stone to the

retailers ultimate objective to be carbon neutral by 2050.
Another major initiative has seen

Tesco optimise its network to support efficiency improvements
and business growth. Tesco

has decreased its number of distribution centres from 36 to 26,
which are more strategically

located.

By consistently ensuring that distribution centres are closer to
the store network and have

capacity for growth, it has helped Tesco to:
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Reduce the number of miles its vehicles travel

Shorten the length of trips to store

Improve asset utilisation

Reduce lead time

Reduce cost and carbon

Tescos strategy has made the overall network more efficient,
answering both cost saving and

sustainability business requirements.

Promotion

Tesco promotion strategy is consistent with its overall business
strategy of cost

advantage. As it has been discussed above, marketing objectives
of Tesco include

profit maximisation in short-term and long-term perspectives and
increasing the value

of the brand image. This objective is achieved through media
advertisements,

sponsorships of events and charitable causes, point-of-sales
marketing strategies,

regular announcement of promotional offers and discounts
etc.
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Moreover, Tesco Clubcard can be specified as en effective
promotional tool that

contributes to the business strategy of cost advantage.
Importantly, apart from

contributing to the levels of customer loyalty through discounts
on purchases, Clubcard

is used by Tesco as an effective tool to collect valuable
information about consumer

behaviour and this information can be used to further increase
the value of the brand.

The term Promotionencompasses all of the various ways Tesco can
communicate with

customers and includes advertising, public relations and
publicity (PR), sales promotion,

direct mail, the internet and direct communications as well as
sponsorship. Together all

of these communication tools are referred to as the promotional
mix.

Diagram 1: Key promotional mix tools

Source: Adapted from D Jobber, Principles and Practice of
Marketing, McGraw-Hill

Advertising

Is a paid-for, mostly non-personal form of communications and
includes, TV, radio, newspaper

& magazines, public transport, outdoor displays and
exhibitions, billboards, brochures and

catalogues and the internet. It is a flexible form of
communication which has the potential to

reach a vast audience (depending on the medium used) yet is not
always suitable if the business

needs to communicate to a small, select group of customers.

Above the line and below the line advertising

Above the line - mass media advertising

Below the line - other forms of promotion
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ABL uses mass media such as TV, radio, newspapers to promote
brands and is used

predominantly to create awareness. In the past the term has also
referred to agency commission.

A business might contract an advertising agency to design and
place advertisements on their

behalf in the mass media. The agency would be rewarded an agency
fee or commission of say

10-15% from the media for placing the advertisement. The agency
also received payment for

the promotional design and so the agency fee could be said to be
above the line of the clients

bill.

BTL focuses on direct means of communication, such as direct
mail and email. The term

"Below the Line" is rapidly going out of fashion in advertising
circles as agencies and clients

switch to an 'Integrated Communication Approach.'

Below are some of the advantages and disadvantages of ABL
advertising:

Television advertising

Advantages Disadvantages

Reaches large audiences

Visual and audio capabilities

Maximum flexibility for gaining

attention

Not easy to target selected audiences

Relatively expensive

Requires production specialists

Short exposure time

Magazine advertising

Advantages Disadvantages

Reaches demographic and geographic

segments

High Quality reproductions

Ad lasts as long as magazine is kept and

read

Ad benefits from magazines credibility

Must place ad well in advance of

publication

Limited flexibility to gain attention

No complete control of position of ad in

magazine

Newspapers
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Advantages Disadvantages

Reaches large audiences

Segments audiences by locality

Short lead time to place ads

Credibility of newspaper can benefit ad

May be expensive

Little flexibility for creative messages

Limited reproduction quality

Short life of newspaper carries over to ad

Outdoor

Advantages Disadvantages

Relatively inexpensive

Many repeat exposures for one

appearance

Only very limited message is

possible

Cannot segment audience

Very short exposure time

Direct Marketing

As the term suggests direct marketing communicates directly with
a targeted customer group.

Until recently direct marketing included direct mail through the
door and mail order catalogues,

but due to its popularity direct marketing also encompasses
telemarketing, direct response TV

advertising (the red button during advertisements and the
shopping channels!), door to door and

personal selling and the internet. According to Dibb et al
(2006) direct marketing is a business

decision to:

Select a marketing channel that avoids dependence on marketing
channel

intermediaries

Focus marketing communications activity on promotional mix
ingredients that dealdirectly with targeted customers.
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Direct Marketing methods include direct mail, telemarketing,
direct response advertising,

catalogue marketing, electronic media, inserts and door-to-door
leafleting.

To contact a customer through most but not all of the methods
above a business needs to

gather information on their customers. The marketing database
includes a range of information

about customers collected from a variety of sources such as:

Company records (membership database)

Responses to sales promotions

Warranty and guarantee cards

Offering samples that require the customer to provide name,
address etc

Exchanging data with other companiesSales force records

Store loyalty cards

Special events and exhibitions

A data base can contain some of the information shown below and
is a useful source of

information to assist business in customer segmentation.

Diagram 2: A marketing database

The key to data marketing is to ensure that the information
collected is as accurate as possible

and that actual and potential customers are not bombarded with
telephone calls and leaflets

promoting products they clearly do not want!

Sales Promotion

Examples of sales promotion include special money off coupons,
bonuses and are used as a

direct inducement by offering added value to or incentive for
the product to resellers, sales

people or consumers. Dibb et al (2006 p523). Unlike the direct
marketing techniques
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discussed above sales promotion can be employed as an incentive
to all channel members.

Sales staff, for instance are offered a reward or incentive to
sell goods to the customer.

There are a wide range of consumer and trade promotions
highlighted in the diagram below:

Diagram 3: Consumer and Trade Promotions

Publicity and Public Relations

Publicity refers to non-personal communications in newspaper
form about an organisation or

its products, or both, that is transmitted through a mass medium
at no charge. Dibb et al (2006,

523). Although, there might not be a direct cost in placing the
story in say a local or national

newspaper there are hidden costs such as the time needed to
write the story and research

contacts in the media. It is recommended to employ the services
of a PR agency who will deal

with press stories and maintain good links with the media.
Agencies of course will come at a

cost!

There is a host of reasons to write a press release:
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Potentially newsworthy items

Marketing Issues Personnel Issues

New products

Research breakthrough potentially new

productsLarge orders/contracts

Sponsorship

Training awards

Winners of company contests

Promotions/new appointments

Success stories

Visits by famous people
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Reports of interviews

General Issues

Price changes

Service changes

New logos

Export successConferences/seminars/exhibitions

Anniversaries of significantevents

Production Issues Financial Issues

Productivity achievements

Employment changes

Capital investments

Financial statements

Acquisitions

Sales/profit achievements

Diagram 4: An Organisation and its Publics

Sponsorship

Supporting a special event or cause whether financially or
materially (such as computers for

schools given by Tesco) is called Sponsorship. Sponsorship
opportunities include Arts,

Charities & causes, Education, Media, Sports and more!

The five key principles of sponsorship are:

1. Gaining publicity

2. Creating entertainment opportunities

3. Fostering favourable brand and company associations4.
Improving Community relations

5. Creating promotional opportunities
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Online

There are advantages and disadvantages some of which are listed
below:

Good Points Bad Points

Immediate Vast number of sites

24/7 availability Predatory

Huge potential audience Not easy to trace bogus sites

Direct selling option Impersonal

Reasonable set-up Cost

Excellent opportunities for customer and newproduct research

But how reliable and up-to-date is theresearch information

The choice of promotional methods employed is influenced by a
number of factors including;

communication objectives, target audience needs, and promotional
spend. Fill (2002) looked at this

choice based on a 4Cs framework of communication, credibility,
costs and control as shown below.

Advertising Sales

Promotion

Public

Relations

Personal

Selling

Direct

Marketing

Communications

Ability to deliver a

personal messageLow Low Low High High

Ability to reach a large

audienceHigh Medium Medium Low Medium

Level of Interaction Low Low Low High High

Credibility

Given by target audience Low Medium High Medium Medium

Costs
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Absolute costs High Medium Low High Medium

Costs per contact Low Medium Low High High

Wastage High Medium High Low Low

Size of investment High Medium Low High Medium

Control

Ability to target

particular audiencesMedium High Low Medium High

Managements ability to

adjust the deployment of

the tool as circumstances

change

Medium High Low Medium High

Source: Fill, C., (2002) Marketing Communications - Context,
Strategies and Applications 3 edition,

FT Prentice Hall

rd

Variation in different digital marketing tactics used.
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6. Implementation and Control Plan

Tesco must also have in place both financial and strategic
controls. Financial controls are in

terms of profit targets, capital bids and performance appraisal.
Strategic controls in terms of

overall strategic balance, agreed business plan, optional
services and infrastructure and any

short-term constraints such as human resources.

The framework of strategy and the tools of structuring are key
to assess the business condition.

open plans for act, including effective scheduling require to be
developed by Tesco as the

strategic choice. Tescos employment based on two strategic
options those are primary market

objectives on market development and diversification through new
product development.

Market development strategy is entering new market to serve as a
key growth driver of the

companys revenues and expansion strategy.

As the Asian market showing the trend to spending and increasing
towards retailing, Tesco is

very much interested to spread their business in Japan. There
are three main success criteria to

be success of the partnership-sustainability, acceptability and
feasibility. Sustainability is the

rationale of the expansion market development strategy. The
acceptability relates to the

predictable return from the plan, level of threat and the
possible feedback of the stakeholders.

Feasibility will be considered to whether Tesco has the capital
and capability to carry the

strategy. Ansoffs matrix also suggested that if new products are
developed for existing market,

then a product development strategy has to be considered by the
management level. In growing

and diversifying Tesco's product mix, it is also vital to
realize domestic development when new

products are developed. By following the change needs of the
customers, Tesco can launch

new product lines. This may need more interest to R&D,
foremost to supplementary

expenditure.

The accomplishment of Tesco shows how far the branding and
valuable service deliver be able

to come in affecting further than splashing ones logo on a
billboard. It had fostered influential

identities by building their retiling thought into a bug and
spending it out into the society via a

diversity of channels, culture funding, political argument,
consumer knowledge and brand

expansion. In a rapidly shifting industry atmosphere with a
elevated competitors' anxiety Tesco

contain to assume new extension strategies or diversified the
existing in order to continue its

foremost marketplace situation in an already recognized trade
market. The company must

continuously get used to the fast changing situation. Strategy
formulation must therefore be
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regarded as a procedure of constant learning, which includes
knowledge about the goals, the

consequence of potential procedures towards these goals and how
to execute and accomplish

these actions. The superiority of a formulated strategy and the
velocity of its accomplishment

will therefore directly depend on the excellence of Tesco's
cognitive and behavioural learning

processes.

In a large group like Tesco strategy must be analyzed and
implemented at different levels

within the hierarchy. These diverse levels of approach should be
interrelated and equally

supporting. Tesco's strategy at a business level defines the
businesses in which Tesco will

struggle, in a way that focuses property to exchange
characteristic capability into competitive

advantage.

Tesco Business Model

i. Improve customer offer
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Implement: Listening to customers in a wide variety of ways is
key to what we do. We

engage with customers through a range of focus groups and
ongoing research trackers, and

actively seek feedback on what is good or not so good, such as
through our Every Comment

Helps scheme. Online and social media make it easier to listen
and respond to large numbers of

customers in real time, through webchats, Facebook and Twitter.
The insight from all of these

conversations increasingly feeds into the customer offer so that
we can continually drive

incremental improvements for customers.

Our loyalty schemes, such as Clubcard or Legou Tesco Membercard
in China, are not only

great for our customers but also provide data insight to enable
us to continually improve the

shopping trip. With a loyalty scheme in all of our markets and
around 44 million active

customers in total, we are in a unique position to understand
customers' shopping patterns.

Control: Our marketing insight business, provides analysis which
we feed back into our

business model, shaping our product and range development and
enabling us to offer customers

the best products and promotions for their particular needs.

ii. Promote the right products at the right time

Implement: Our network of distribution centres ('DCs') and
advanced technology support a

modern, efficient and cost-effective supply chain.

An efficient distribution system starts with understanding which
products our stores need. We

do this in two ways. First, we forecast what customers will buy,
using sophisticated, detailed

models to consider variables such as seasonality, weather
forecasts and likely response to

promotions. Second, our ordering systems automatically update in
real time based on what

customers do actually buy, so that we can quickly and accurately
supply stores with the right

products at the right time.

Control: We plan our distribution processes, systems and network
of DCs to maximise

efficiency. Labour scheduling and transport planning systems
enable our pickers and drivers to

operate highly effectively, and we develop our distribution
networks to minimise the mileage

needed to get products to store in perfect condition. We also
use transport other than lorries

such as our four train services, which save 15,000 tonnes of CO
2per year.

ii. The best shopping trip
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Implement: We take a multi-format approach to our store network,
to be able to meet our

customers' needs for different types of shopping trip, from
large Extra stores that offer a full

range of food, general merchandise and services, to Metro and
Express convenience stores.

We also offer a wide range of services to our customers. With
opticians, pharmacies and phone

shops available in our larger stores, and Tesco Bank products
available to buy in store, over the

phone or online, we are deepening our customers' relationship
with Tesco, bringing our values

of convenience, simplicity, reliability and great customer
service into what can be complex

markets.

Control: We don't always sell our products ourselves. In South
Korea and the Czech Republic,

we operate franchise chains alongside our own stores, and we
have also recently announced a

new franchise model for our F&F clothing brand in Saudi
Arabia.

iii. The virtuous volume circle

Implement: A great customer offer drives the virtuous volume
circle, which means that we

can continuously improve our offer. By selling more products, we
are able to work with our

suppliers to drive mutually beneficial economies of scale,
creating headroom to invest and to

offer lower prices to customers. An important element of our
Plan to improve business

performance in the UK is centred on investing in the shopping
trip so that customers will

reward us by buying more from Tesco.

Control: By keeping our customer focus central to our business
model, we are able to provide

a leading customer offer: a broad range of products and services
at great prices, sold in shops in

convenient locations and, increasingly, available online.

iv. Developing our people:

Implement: Great service can make a customer's day, and we
achieve this when our people

live the Tesco Values: 'No one tries harder for customers' and
'Treat people how we like to be

treated'. Our business is built on the commitment of more than
half a million people across the

world and, in return for their commitment, we offer them good
jobs and careers with Tesco.

Control: Developing our people takes many forms, from training
in our state-of-the-art

training academy in Asia, to offering jobs to the long-term
unemployed through Regeneration

Partnerships and supporting the development of women to
management positions.

v. The best located and best designed stores
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Implement: Optimal sites for new store developments and
extensions are identified by our site

research departments. We have a flexible approach to property
acquisition, considering both

freehold and leasehold sites and assessing each opportunity on
its merits. Using a range of data,

such as demographics and competitor activity, we forecast sales
for a new store to a high

degree of accuracy, so that we can develop the stores with the
greatest potential.

Once a site has been identified, approved and secured, our
property development and

construction teams design and develop the site. Years of
experience have fed into Group-wide

blueprints and specifications so that all of our development
takes place to the highest standard.

Control: In many of our international markets, Tesco owns or
leases whole malls, which are

anchored by a Tesco hypermarket. Operating the mall and renting
out the space to other

retailers, cafs and cinemas creates a great destination shopping
centre for customers, as well asbringing in significant rental
income, which makes Tesco one of the largest mall operators in

the world.

vi. Ensuring that growth is sustainable

Implement: By operating responsibly, we not only benefit and
secure the future of our

business but we can bring real benefits to the communities in
which we operate. At the heart of

our commitment to operating responsibly is providing our
customers with good quality, safe

and affordable food. This is easily taken for granted in
developed economies, but can be a real

challenge in economies with low penetration of modern retail and
under-developed supply

chains.

Control: We can only achieve this by working with our suppliers
to ensure our supply chain is

both resilient and efficient. Strong, fair, mutually beneficial,
long-term partnerships with

suppliers, from local to global, are at the heart of this. The
strength of our supply network was

evident during the Thai floods this year, enabling us to secure
essential supplies from Malaysiaand other markets.

We are committed to the responsible sourcing of raw materials,
ensuring the resilience of our

supply chain and managing our impact on the environment. We work
with the wider industry

on core issues, such as water scarcity, and co-chair the
Sustainability Steering Group of the

Consumer Goods Forum. We aim to be a zero-carbon business by
2050 and are mapping the

biggest opportunities to cut carbon in our supply chain, as well
as continually exploring new

energy efficiency measures to be introduced across the
Group.

7. Conclusion
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In case of failure of the market plan, firm will go on
development of the market instead of

market penetration that has been offered in Ansoff matrix of
marketing strategy. The company

will develop new strategy for progress of the market, with
objective of studying of new areas

for trading in products of Fairtrade in positive successful
approach. The alternate plan of the

company will make 10 % from the marketing plan. The corporation
will change the marketing

strategy to distract attention from penetration on the market
for progress of the market in long-

term profitability of performance and achievement of corporate
objectives. (Hague,2002)

Success of Tesco shows, how with branding and effective granting
of services that one can

achieve in moving beyond splashing a logo on Billboard. It
assisted powerful identities, having

made them retiling to the concept into virus and its spending in
culture through various

channels: cultural sponsorship, political disagreements,
consumer experience and expansions of

brands.

The accomplishment of Tesco shows how far the branding and
valuable service deliver be able

to come in affecting further than splashing ones logo on a
billboard. It had fostered influential

identities by building their retiling thought into a bug and
spending it out into the society via a

diversity of channels, culture funding, political argument,
consumer knowledge and brand

expansion. In a rapidly shifting industry atmosphere with a
elevated competitors' anxiety Tesco

contain to assume new extension strategies or diversified the
existing in order to continue its

foremost marketplace situation in an already recognized trade
market. The company must

continuously get used to the fast changing situation. Strategy
formulation must therefore be

regarded as a procedure of constant learning, which includes
knowledge about the goals, the

consequence of potential procedures towards these goals and how
to execute and accomplish

these actions.

In a large group like Tesco strategy must be analyzed and
implemented at different levels

within the hierarchy. These diverse levels of approach should be
interrelated and equally

supporting. Tesco's strategy at a business level defines the
businesses in which Tesco will

struggle, in a way that focuses property to exchange
characteristic capability into competitive

advantage.
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