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[bookmark: _Toc89323711]1.0 Internal and external analysis of eBay and the impact of Covid-19
The business environment is dynamic, and it is constantly changing. Therefore, business organisations should consistently evaluate their performance and how the market environment changes affect the performance. Failure to do this, the business may lose its market position and eventually be edged out of the market. The analysis should be conducted for the internal and external environment followed by immediate action to address any issue identified. Internal analysis is about assessing the assets, threats, and opportunities of a company (Ibrahim and Harrison, 2020). It helps to determine what has been successful and what needs some modification to achieve better results in the future. On the other hand, external analysis is about factors that generally affect the industry or business, which are not within the company’s control, but it can find strategies to adapt (Ibrahim and Harrison, 2020). Among the many external factors, Covid-19 is one of the factors that affected almost every sector in recent times. Businesses' survival during the crisis depended on the existing models and strategies they adopted. Besides, despite the challenges, it was a moment for the organisations to be innovative and find silver lining out of the crisis (Wang, 2020). Based on that background, this paper involves internal and external analysis of eBay and an evaluation of the impact of covid-19 on the company. The overall model for the analysis used is the SWOT analysis, but other situational models and marketing strategies are included. 
[bookmark: _Toc89323712]2.0 Company overview
eBay is an American multinational company with its headquarters in San Jose, California. The company was started in 1995 by Pierre Omidyar. The idea behind the creation of this company was to connect sellers and buyers in an open and honest marketplace. Today, through its online platform, it has connected millions of sellers and buyers in over 190 markets (eBay Annual Report 2019). It is one of the several businesses that survived the dot.com bubble and later became a globally successful company. Unlike its top nemesis, Amazon, eBay does not have physical stores and does not retail its own products; its model is purely to provide an online marketplace platform for sellers and buyers. The products traded range from second-hand home items to brand-new electronics and vehicles. It has over 13000 employees and owns several subsidiaries (eBay Annual Report 2019). Today, eBay is one of the most popular eCommerce companies, but it faces stiff competition from existing large companies and small new entrants. 
SWOT analysis is the best model for analyzing the internal and external environment because it involves the company’s strengths and weaknesses as well as the external threats and opportunities (Benzaghta et al., 2021). However, before delving into the company’s SWOT is critical to understand its current marketing mix strategies and its segmentation, targeting and positioning. 
[bookmark: _Toc89323713]3.0 eBay Marketing mix and positioning
A marketing mix is a combination of tools used by companies towards their objectives in the market. Traditionally, the marketing mix included four factors (4Ps)- product, place, price, and promotion (Kotler and Armstrong, 2014.). Three more Ps were later included, which are physical evidence, people, and process. In this report, the most critical factors that will be included are the 4Ps plus people. People have to be included because the report involves the impact of Covid-19 that affected the employees and customers of eBay. 
Product 
Product is what a company offers to the consumer; it can be a tangible product or service (Kotler and Armstrong, 2014). eBay does not have specific products, but it offers a range of services related with eCommerce marketplace. It offers these through its main platform or through subsidiaries. Concerning products that are traded on eBay’s platform, they range from collectibles, fashion products to brand new electrical equipment and motor vehicles. According to eBay (2021), the most popular product categories on its marketplace platform include Automotive, jewelry and watches, clothing, shoes & accessories, and home & garden. Other top categories include collectibles, sporting goods, and toys & hobbies. Dealing with a large product portfolio is a strength for eBay because if one category is not doing well, it is compensated by other categories performing well. Also, since the company does not sell its own products, it has adequate time to build its brand. 
Apart from the marketplace platform, eBay owns classifieds platforms such as Kijiji and mobile.de, allowing sellers to advertise and list their products and tickets at a small fee. This diversification of services is a strength because it increases the revenue streams for the company. 
Place 
Place entails where the customers can reach the company and its products. This can be a physical location (for example, where offices and stores are located) or an online platform (for example, company website, social media platforms, and third-party websites. It also includes the distribution channels of the company (Kotler and Armstrong, 2014). A place can be a strength or weakness depending on its accessibility by customers. Concerning eBay, it is purely an eCommerce company. Therefore, it is found on the internet. Sellers and buyers have access to its marketplace website if they have internet-enabled digital devices. Individuals in about 190 countries can access this website. In the countries, eBay has localised websites to connect with the local markets. Also, individuals can have the eBay app on their smartphones. It is estimated that there are about 66 million eBay app users in the US alone, and approximately 33.5% of Americans use the app (Statista, 2021). This indicates the popularity of the company. Having different channels is a strength to the company since it increases its accessibility by the customers. Nevertheless, although not having physical stores is a strength because of reduced expenses, it is a weakness since it complicates the distribution logistics. For example, when lockdowns and travel restrictions were at the peak of the covid-19 crisis, buyers could not get products from different states. 
Price
Price is about how a business charges for its products (Kotler and Armstrong, 2014). Pricing strategy is influenced by several factors including the production costs, brand, existing competition, distribution costs, and the target market and quality (Kotler and Armstrong, 2014). Companies should be very cautious of the pricing strategy they intend to use because it can affect their profits and competitiveness. Regarding eBay, its business model does not involve setting prices for the products. It is the sellers that set their prices. Therefore, it appears that pricing is not one of the problems of the company. Nonetheless, competitive pricing is the most common in the eCommerce sectors, at least for companies using a similar model as eBay. There are millions of sellers on eBay, and thus, those with lower prices for similar products are likely to attract more buyers. 
On its side, eBay earns by charging sellers some fees listing their products on the platform. In addition, eBay charges another fee when a sale is completed. The listings are, in most cases, over a billion, thus ensuring constant revenue for the company. Besides, there are “buy it now” and “bidding” options that give eBay some pricing control. “Buy it now” has fixed prices, whereas “bidding” allows the seller to sell to the buyer with the highest bid.  
Promotion strategy 
Promotion is about different strategies and tactics employed by organisations to increase awareness of their existence and convince customers to purchase their products (Kotler and Armstrong, 2014). Examples of promotional tools include advertising, sales promotion, publicity, and personal selling. eBay mainly uses sales promotion and advertising. Through its subsidiary, Kijiji, eBay displays classifieds for sellers, where interested buyers can select and purchase items. Other tactics include a “promoted listings” feature that increases the visibility of the sellers. Sellers pay extra fees for their products to be on the “promoted listings.” To promote its brand, eBay redesigned its logo to make it more appealing and identifiable. Also, the simplicity of the name and eye-catching colors have played a role in promoting eBay. 
People
 People include everyone who is associated with the company either directly or indirectly. It includes direct and indirect company employees and customers (Kotler and Armstrong, 2014). The success of a brand or company is inf influenced by the satisfaction of its employees and customers. Therefore, a company must provide a good working environment, training, and other aspects to motivate the employees. Motivated and knowledgeable employees are in an excellent position to give excellent services to the customers. eBay has approximately 13000 employees, but it also works with third parties for distribution. The customers are sellers and buyers who visit its platforms. Most of the eBay employees are involved in software development and ensuring that customers have the best experience. This includes communicating with sellers and buyers concerning marketplace issues. Since the company does not have a physical store and is not involved in retailing, it does not have employees who had the products directly. This means the employees can work remotely without having a negative impact on the company’s performance. 
[bookmark: _Toc89323714]4.0 Internal analysis
Based on SWOT analysis, internal analysis is meant to show the strengths and weaknesses of an organisation. Then, the organisation can find ways to maximise its strengths and minimize its weaknesses. From the analysis of the marketing mix aspect above, several strengths and weaknesses can be derived.
  Strengths
 Large product portfolio- 
Strong brand 
Exclusive online business- low expenses 
Ability to utilise economies of scale  
Weaknesses 
Lack of physical stores 
Customers’ (sellers and buyers) overcrowding 
 
[bookmark: _Toc89323715]5.0 External analysis
External analysis is performed using Porter’s five forces and PESTEL frameworks. However, according to Kottler and Armstrong (2014), the external environment or macro-environment includes demographic, economic, natural, technological, pollical, and cultural factors. In the same line, according to Anwar et al. (2021), the traditional PESTEL analysis had not included health factors since the health issue in the magnitude of Covid-19 had not been foreseen. Therefore, (2021) developed a model that includes covid-19 or health factors. 
[bookmark: _Toc89323716]5.1 Macro-environment 
Demographic 
[bookmark: _Hlk89327984]Age is one of the most important demographic factors in marketing. This is because different age groups have different tastes, preferences, and experiences. For example, baby boomers are not too much into digital technology compared to generation X and millennials. Millennials are the largest age group, a group that is well-versed with the internet and digital devices (Kotler and Armstrong, 2014). This is an opportunity for eBay since a large millennials’ population means that there is a large potential market. In addition, young people have been shown to shop online more than the older generations. 
Political 
This includes governmental factors the affect businesses (Kotler and Armstrong, 2014). In the context of covid-19, this includes governments’ directives about travel restrictions, social distancing, and closure of non-essential products and services businesses. Some countries have been stricter than others; for example, Australia and New Zealand have had much stricter and long lockdowns. This is a threat to eBay since it does not have local physical stores as it relies on shipping products from sellers to buyers in distant places. On the other hand, it can utilise the situation as an opportunity to strengthen its localized platforms. 
Economic 
The economic environment involves factors that influence spending patterns and consumer purchasing power (Kotler and Armstrong, 2014). These include income distribution, interest rates, availability of disposable income, and employment levels (Kotler and Armstrong, 2014). Some of the economic factors that can be considered as opportunities for eBay include rising disposable incomes across the world, accelerated growth in developing countries like those in Asia (World Economic Forum, 2019), and stable economies in developed countries. These three factors increase the company’s opportunities to expand. However, under the current covid-19 situation, many people lost employment, and others minimised their spending due to the uncertainty brought by the pandemic. Therefore, the loss of livelihoods and decreased incomes due to covid-19 is a threat to eBay. 
Technological 
Technology has become essential in every business sector today. It is the new factor defining businesses’ competitive edge, meaning that companies that maximise on technology are more competitive. eBay is one of such businesses that have taken full advantage of digital and internet technology. The rising use of smartphones and other digital devices (Statista, 2021) is an opportunity for eBay to reach more customers. On the other hand, it can be a threat because it attracts more players and thus stiffer competition. Apart from competition from new entrants, big tech companies such as Facebook, Google, and Amazon are also cementing their position in eCommerce, making competition more intense. The development of electronic money transfer systems is another factor that is both an opportunity and threat. The company can access more markets as different countries promote electronic money transfer; on the other side, it is a threat if scammers and fraud hackers get access of the systems. 
 Social-cultural factors 
These are practices, norms, and beliefs by the target population that are likely to affect businesses (Kotler and Armstrong, 2014). Generally, eCommerce is not expected to be affected by the cultural practices of the customers because there is a wide range of products serving diverse populations. However, social factors such as increased online activity and preference for convenience affect the eCommerce industry's marketing and operations. Therefore, increasing demand for convenience and upward online activity are opportunities for eBay. In the context of covid-19, the social issues create both opportunity and threat. For example, social distancing directives mean that many people have been forced to work from home and limit in-store shopping. In addition, reports have shown covid-19 have accelerated online shopping to a level would have taken more than five years (Torkington, 2021), and ecommerce rose by about $26.7 trillion due to the pandemic (UN News, 2021).  This is an opportunity for eBay to maximise on products that suit people working from home. However, it is also a threat because new entrants and traditional brick and mortar stores are also seizing the opportunity by investing more in eCommerce. 
5.2 Summary of porter’s five forces 
From the marketing mix and positioning analysis, the following can be said about the eCommerce sector.
[bookmark: _GoBack]There is strong competitive rivalry because customers can easily switch from one online marketplace to the next, which is further promoted by a large population of companies providing similar services. 
There is a moderate threat from new entrants. This is because there are complex entry conditions and the expenses are low than the expected ROI. Already, earlier noted, there are many emerging online marketplace businesses globally. However, the new entrant will have the big task of building their brand and attracting customers. 
The buyers have strong bargaining power. The buyers, in this case, are sellers and buyers because eBay does not sell its own products but instead provides a platform for sellers and buyers. As mentioned above, there is rising competition in eCommerce, and thus buyers can have many options. There is no cost of buyers switching from eBay to Amazon, Esty, or Alibaba; this gives them an upper hand over eBay. In the same line, this sector uses competitive pricing, and thus, when sellers feel that eBay does not fairly charge them, they can move to other similar platforms. 
The suppliers in eCommerce using the eBay model are information technology developers and courier delivery providers. This can be said to be moderate because the courier delivery providers can ask for increased fees for delivering products to buyers, especially when special packaging is required (Singh and SAHA, 2018). In addition, at the peak of the covid-19 crisis, the courier providers can increase their fees because of low volumes of items delivered. 
 The threat of substitutes is moderate because there are people who still prefer shopping at physical stores. For example, Walmart and Tesco are ever making profits through their brick-and-mortar stores. 
[bookmark: _Toc89323717]6.0 Overall SWOT for eBay
From the marketing mix, internal and external analysis the following SWOT for eBay is obtained 
	Strengths 
1. Large product portfolio- 
2. Strong brand 
3. Exclusive online business- low expenses 
4. Ability to utilise economies of scale  
	Weaknesses 
1. Lack of physical stores 
2. Customers’ (sellers and buyers) overcrowding
3. No clear expansion strategy- not decided whether to venture in retailing or to continue with peer-to-peer model
4. Risk of online fraudulent activities 

	Opportunities 
1. rising disposable incomes across the world accelerated growth in the developing countries
2. rising use of smartphones and other digital devices
3. demand for convenience

	Threats 
1. Intense competition 
2. Ease of entry of new firms 
3. Strict government regulations 


[bookmark: _Toc89323718]SWOT in the context of covid-19 
In the context of covid-19, the following SWOT is obtained 
	Strengths 
1 Dealing with wide range of products, thus could balance low selling products with high selling products in the midst of covid-19 crisis.  
2 Present in multiple countries thus not entirely affected by covid-19 restrictions
	Weaknesses 
1. Lack of physical stores in different markets affects shipping logistics when there are travel restrictions.
2. Risk of online fraudulent activities 

	Opportunities 
1. Covid-19 restrictions created an opportunity to invest more in ecommerce as more people resorted to online shopping 
2. demand for convenience

	Threats 
1. uncertainty about future pandemics 
2. Strict government regulations 
3. loss of jobs and sources of livelihood leading to reduced income and spending during the pandemic 



[bookmark: _Toc89323719]7.0 Conclusion
It is critically important for a company to conduct situational analysis regularly to understand its position in the market. This also helps to understand the challenges that its facing or likely to face and then develop strategies to overcome them. This report has presented a situational analysis of eBay, including the effects of covid-19 on its operations and marketing. eBay is an eCommerce company with a strong brand reputation, making it one of the most popular online marketplaces globally. Since the company uses an online model exclusively and does not retail products directly, it has been able to operate at lowered expenses and relatively high return on investment.
Moreover, the company has survived the covid-19 crisis without making losses. This has been contributed by its business model in addition to increased online shopping during the pandemic. The pandemic could not significantly affect the company’s employees because their tasks can be executed remotely as the company does not operate physical stores. However, the lack of physical stores affects the business, especially when there are travel restrictions between countries. Also, excessive sellers and more listings than buyers can affect the company as the sellers can easily shift to competitors, including new entrants. Therefore, with the uncertainty of future pandemics of covid-19 magnitude and government regulations, the company should consider venturing in retailing to complement its peer-to-peer business model. In addition, it should have physical stores or fulfilment centres in different regions to have a well-distributed and coordinated distribution network. This way, it will keep pace with Amazon and avoid being overtaken by brick-and-mortar players who have a strong online presence like Walmart. Nevertheless, eBay remains a strong brand in the industry.
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