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Abstract 
Every nation has been touched by the COVID-19 epidemic in a variety of ways. Businesses are being wiped out as a result of its significant economic effects, and this is sending several countries into a recession. In this way, firms throughout the globe are exposed to unique hazards that cannot be predicted using traditional risk analysis methodologies. The study focuses on the marketing strategies that are being implemented by Tesco Plc during the COVID-19 pandemic. In order to survive in a pandemic situation, it is important to have a better knowledge of the internal and external factors that will have an impact on the performance of the company. For which the study is being made to study the external factors that are impacting Tesco Plc during pandemic by performing the PESTLE analysis and for internal factors the SWOT analysis is being done. The STP analysis is being done to understand how Tesco Plc performs segmentation, targeting, and positioning of its products in the market.
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[bookmark: _Toc90408843]Introduction 
Certain sorts of businesses have felt the brunt of the COVID-19 economic crisis. Global GDP decreased by 19.8% in the second quarter of 2020 that is in April-June, later the start of the main closure on March 23. Gross domestic product was as yet 8.2 percent lower in September 2020 than it had been in February. Hospitality sectors like bars, eateries, and inns experienced basically no creation in April and May while organizations like innovation and correspondence showed insignificant change from February because of the capacity to telecommute for most of workers (Bartik et al., 2020). Purchaser confronting administrations have now recuperated a portion of their misfortunes, in spite of the fact that they are still a lot more modest than they were back in February. At this point, it's hard to tell whether the coronavirus limitations are causing short-term production losses or long-term behavior changes that will have an impact on industries for years to come. There has been a wide range of outcomes in the pandemic dependent on the products sold and the methods by which they were delivered to clients, even within the same industry. It's too early to tell whether or not consumer behavior will undergo a fundamental transformation (Seetharaman, 2020). The first UK lockdown had long-lasting consequences on the retail sector, but when limitations were removed, others saw a recovery.
[bookmark: _Toc90408844]Company Background 
A British global staple and general products store, Tesco plc, is situated in Welwyn Garden City, Hertfordshire. A third-biggest retailer by gross deals, it is likewise the 10th biggest by incomes around the world. It works in five European countries and has a piece of the pie of around 28.4 percent in the UK, where it has an enormous number of stores (Mollah, 2014). Jack Cohen started Tesco in Hackney, London, in 1919 as a bunch of market corners. The principal Tesco store opened in 1931 in Burnt Oak, Barnet when Cohen purchased tea from T. E. Stockwell and gotten those three initials together with the initial two letters of his last name. By 1939, he had in excess of 100 Tesco stores open all through the country. Since the early 1990s, Tesco has extended its business to 11 nations across the globe. In 2013, the firm decided to leave the United States, however, as of 2018, it is still thriving in other countries (Imrie and Dolton, 2014). All through the 1960s and 1970s, Tesco has ventured into a wide scope of organizations, including the selling of books and attire just as the offer of hardware and furniture. It was during the 1990s that Tesco changed itself from a minimal expense, high-volume, minimal expense retailer to one that spoke to a more extensive range of clients.
[bookmark: _Toc90408845]Impact of COVID-19
The public authority gave monetary help to all organizations toward the start of the pandemic, which struck the United Kingdom in March 2020, however a few, quite those in the food retailing industry, returned the cash since their deals expanded all through the series of lockdowns the country over. Because of a spike popular for merchandise during the pandemic, Tesco considered an expansion in deals to be more individuals picked to cook at home because of constraints on the accommodation business and changes in working examples. Tesco detailed a 7 percent development in deals barring fuel to 53.4 billion pounds in its entire year results proclamation, with online deals expanding by 77% to 6.3 billion pounds in the United Kingdom as the business quadrupled its conveyance ability to satisfy taking off need from housebound purchasers (Basari et al., 2020). Ken Murphy, Tesco's CEO, praised the supermarket's resilience and adaptability throughout the epidemic. However, despite the pandemic's resurgence, we're in a strong position to capitalize on it. Shares of Tesco dipped by 1.5% after the company's earnings projection, which some investors found disappointing. This is Tesco's best estimate at this point, and it is based on the assumption that it's retail operating profit will return to its pre-pandemic levels.
[bookmark: _Toc90408846]Need of external and internal environmental analysis during a pandemic 
In order to ensure the success of a project, strategic decision-making must be done, often known as planned change. In terms of the resources, actions, or precedents created, a strategic choice might be characterized as crucial. The external environment around the topic area and the internal features of the organization are common contextual elements for strategic decision-making. The antithesis of strategic choice and planned change is unanticipated change (Christodoulou and Cullinane, 2019). However, it is the extreme scenario when there is little or no awareness in advance of what is going to happen. As a result, it may rapidly develop into a major problem. In the COVID-19 pandemic, an unexpected and unplanned development has resulted in huge organizational shifts over the world. As a result, numerous management choices and organizational changes have resulted from this shift in thinking. When it comes to organizational change, one may make a distinction depending on the rationale for the change. When an event occurs, the shift might be either external or internal, depending on the circumstances.
The term external forces refer to changes in the external environment. Political, monetary, specialized, administrative, ecological, and regular fiascoes are instances of natural setting factors. Projects have practically zero command over the outer factors causing change, which are out of the association's control (Simões, 2020). Organizational decision-making, structures, and internal processes are all affected by changes in the external environment. Change is mostly a result of external influences. A change in the external environment may be traced to an external force or a deliberate choice to modify internal factors.
The term internal forces of change are used to describe changes occurring inside an organization's structure. Changes in the leadership, strategy, structure, culture, and people of a company are the primary causes of these contextual factors. Another factor to consider is the impact of new technology on how a company conducts business. It would have been far more difficult to work from home if virtual video calls hadn't been invented.
[bookmark: _Toc90408847]PESTLE Analysis 
Tesco is a major player in the British retail sector. In 2021, the brand will have a network of 7005 retail locations worldwide. The firm employs around 423092 people throughout the globe to run different aspects of its shops. In this investigation, Tesco's pestle analysis is the emphasis. Here, the macro-environmental elements that affect the expansion of the UK's most popular retailer during COVID-19 are being examined.
[bookmark: _Toc90408848]Political Factors
Countries like China, Malaysia, Slovakia, Poland, Hungary, and Ireland are all Tesco's business locations. The political climates in each of these nations are distinct from one another. Businesses thrive in countries where the political climate is stable. As a result of the country's stable political climate, British retail has risen to the top of the local market. Multinational Tesco has business in several nations (Grundy, 2017). From nation to country, the government and political rules are different. Because of this, the brand has to keep an eye out for them and make choices based on them. In order to provide safe goods in various countries, the firm adheres to the safety requirements set out by different governments during COVID-19.
There is a sense of uncertainty in the business community as a result of Brexit. It's not as straightforward as it seems, though, since there are administrative costs. For the last four years, the media has covered the US-China trade war extensively. Tesco's primary market is the United States. Because it's a British company, there's no direct link between it and the US or China. The Trump administration was enforcing hefty tariffs on Chinese-made goods and all other imports as a result of its protectionist policies. Import and export taxes imposed by the United States have had a negative influence on the benefit, all things considered, working with the United States.
[bookmark: _Toc90408849]Economic Factors 
During pandemic, businesses and corporations have been severely affected. Physical and social isolation, lockdowns, and the closure of companies were all factors. In the face of the epidemic, Tesco's e-commerce infrastructure and online purchasing rescued them. As a result of the epidemic, the corporation saw a rise in sales and profits. It is estimated that Tesco's deals and overall gain developed by 1.3 billion pounds and 360 million pounds, individually, in 2020 during the pandemic year (Adamyk, 2019). There is a growing need in emerging nations. However, Tesco still depends heavily on the British domestic market. New regulations on e-commerce, internet shopping, and delivery models will be introduced if the local government decides to do so. It would have a direct impact on the company's costs, sales, and profitability.
Only Tesco was able to withstand the epidemic and months of lockdown and commercial suspension. Many little organizations were for all time shut down as an outcome of the lockout, and many individuals lost their positions accordingly. The more prominent joblessness rate cultivates a feeling of monetary vulnerability and social discontent among everybody. They begin cutting down on their expenditures as their purchasing power decreases. Businesses' growth and profitability would be negatively impacted by a reduction in expenditure. In the post-pandemic environment, economists are forecasting these kinds of developments. 
[bookmark: _Toc90408850]Social Factors
Tesco caters to the dietary needs of several ethnic groups based on their social and cultural customs. To cater to Muslim clients, for example, the firm utilizes the Halal beef market in the UK and in Thailand and Malaysia, the organization likewise holds the halal meat imprint and brand. fit things are accessible in Tesco in the United Kingdom (Achinas et al., 2019). Throughout the previous quite a long while, individuals have been creating some distance from meat-based eating regimens and toward plant-based weight control plans. Veganism is turning out to be more famous, especially in the United States and Europe. Vegetarianism is becoming more popular, and Tesco knows it. By 2025, the firm expects to see a significant increase in vegan food sales. 
In various cultures, the market demand for certain items is influenced by cultural influences. Customers' buying power is influenced by the socio-cultural environment. A new generation is born with a somewhat different outlook on life every five to ten years. Customers want a wide selection of goods from which to pick. It is Tesco's job to maintain tabs on cultural shifts and consumer behavior. It caters to their needs by providing them with a wide range of items. The unemployment rate for 16-24-year-olds is on the rise. Tesco's primary role is to create work chances for young people, which is its most vital purpose.
[bookmark: _Toc90408851]Technological Factors 
Online shopping and e-commerce have seen an uptick in popularity as a result of the covid-19 epidemic. To prevent contracting the illness, many people began placing online grocery orders. This epidemic and subsequent company shutdown were averted because of Tesco's reliance on online sales and on-time goods delivery (Gheibi et al., 2018). In order to improve delivery times, the corporation intends to hire an additional 16000 personnel. There has been an increase in enterprises and corporations' use of technology. It aids them in their day-to-day operations and improves client satisfaction. One of the reasons for Tesco's success is that the corporation has kept up with technological advances. Examples of mobile payment include m-commerce, barcode scanning, and a mobile application. To eliminate the need for a cashier, Tesco and Amazon Go formed a joint venture to develop a cashless billing system. Retail purchasing has undergone a major shift because of its time-saving features and hassle-free invoicing options.
[bookmark: _Toc90408852]Legal Factors 
In 2017, Tesco couldn't present a precise image of the organization's funds and benefit. The brand was fined intensely by the courts for disseminating bogus data. The business consented to pay $12 million as a feature of a settlement. Different state run administrations have distinctive legitimate constructions and government laws and guidelines. Along these lines, the brand should hold fast to both neighborhood and worldwide guidelines. Companies are prohibited from engaging in any anti-competitive behavior under EU legislation (Gheibi et al., 2018). As a result, Tesco will be unable to purchase or combine with another large European corporation. We are no longer part of the EU. Alcoholic beverages cannot be sold to minors under the age of 21 by the corporation. In the past, Tesco was fined a lot of money by the courts for breaking these rules.
[bookmark: _Toc90408853]Environmental Factors 
Phase 2 of Tesco's recycling strategy includes removing, reducing, reusing, and recycling plastic. Non-recyclable plastic might be reduced and eliminated by this method. As a result, it reduces waste again and over again. To help identify unlawful fishing vessels, Tesco is also embarking on an initiative to identify those that are over and under-fishing, putting marine life at risk. In order to create a more sustainable world, several measures are necessary (Achinas et al., 2019).
[bookmark: _Toc90408854]SWOT analysis 
[bookmark: _Toc90408855]Strengths 
Many small companies have been impacted by the covid-19 epidemic. Tesco did well throughout the epidemic, which was surprising. In the last three months of 2020, the brand's growth rate was 10.5%. In order to keep up with the increasing demand and volume of sales, Tesco plans to hire an additional 16000 workers. The company's net income in 2020 was 2.2 billion pounds, compared to the previous year's figure of 1.4 billion pounds. The EMEA region's NoSQL architecture was won by Tesco. During the pandemic month, this award is meant to acknowledge and celebrate your company's hard work (Soegoto, 2021). Tesco was able to satisfy the needs of its customers even when there was a lack of items. It has been estimated that for the same-day delivery service, the business went through over 2 million variations. Dave Lewis' outstanding leadership was a major factor in Tesco's rapid expansion. Ken Murphy has inherited a great heritage from his father. Hopefully, he'll follow in his father's footsteps and make wise judgments. Back in 2015, Dave Lewis became CEO of the corporation, which was in the red by 6.4 billion pounds. A net profit of 2.2 billion pounds was realized in 2020.
[bookmark: _Toc90408856]Weaknesses
Tesco has a wide selection of food items and other services for clients to choose from. The company promises to adhere to industry-standard practices for food safety. However, there have been exceptions to the rule. Some of Tesco's items, for example, were proven to be dangerous and endanger the lives of consumers. The firm was left with no option but to recall the faulty items. Early in the month, fear about the spread of the covid-19 epidemic gripped the population. They didn't know how long it was going to last (Verasophon, 2020). Control of limited resources was maintained under control by Tesco, which assured consumers that they had adequate supply to suit their demands. According to the company's own admissions, consumers were being given false optimism. Customers in the United Kingdom are familiar with Tesco's image as a low-cost retailer. In order to attract price-conscious clients, this is a solid tactic. The company's profitability would be adversely affected by the outbreak and the resulting rise in costs.
[bookmark: _Toc90408857]Opportunities
If a firm has a lot of unsold goods, they may use the social supermarket to sell them for a reduced price. It aids the business in reducing food waste and the number of people going hungry. Both of these efforts have piqued Tesco's curiosity. Because of this, the corporation should begin offering social supermarket deals to customers. IT company TCS has collaborated with Morrison's, a major grocery operator in the United Kingdom. It reveals the rivals' plans for expansion and innovation. Machine learning and artificial intelligence may also help Tesco predict future trends. If this could be planned in advance, it would benefit the business (Tirawatnapong and Fernando, 2018). People are wary of physical touch because of the spread of covid-19 and social isolation. People throughout the globe are now more likely to purchase online because of it. People are now so concerned about the spread of the virus that they are even purchasing their food online. One of the world's largest retail chains plans to employ an additional 16000 workers. The brand should take full advantage of the current trend. 
[bookmark: _Toc90408858]Threats 
In the British market, Tesco has been the main contest however later Walmart offered ASDA to Mohsin and Zubair Issa, ASDA is operating in market as a primary competitor again. In addition to the United Kingdom, the British billionaire's brother plans to develop their firm in ten additional nations. ASDA's resurgence poses a serious threat to Tesco's business. Many companies have been permanently shut down by the covid-19 outbreak (Fatricia, 2017). The corporation has spent 533 million pounds on covid-19 preventive measures. All of the events point to a substantial change in the company's business model. Many individuals have lost their jobs due to the lockout and closure of businesses and industries. People's buying power has been reduced as a result. People's spending habits change when there is a sense of uncertainty in the economy. 
[bookmark: _Toc90408859]STP analysis 
[bookmark: _Toc90408860]Segmentation 
An important part of this is understanding that a product's market isn't homogeneous in terms of its demands and desires. According to the most basic definition, market segmentation is the process of separating a population into distinct subgroups in order to generate goods and services tailored to the specific requirements and desires of each subgroup. Segmentation may be broken down into geographic, demographic, psychographic, and behavioral categories. The Tesco brand as a whole and its various items may be segmented, targeted, and positioned (Guo and Wang, 2019). The group is distinct and responds differently to various elements of the marketing mix and programs. In order to reach the whole market, Tesco Plc relies on a single marketing strategy that is a cheaper price and a highly populated locale.
[bookmark: _Toc90408861]Targeting 
Currently, Tesco is using a mass marketing campaign. Market segment distinctions are ignored in order to target all consumers with a single offer, rather than concentrate on what is unique about each individual customer. To put it another way, Tesco doesn't distinguish amongst its customers based on their demographics. In order to serve as many consumers as possible, Tesco is a discount store that focuses on meeting the needs of those who shop there for lower-priced goods.
[bookmark: _Toc90408862]Positioning 
If anyone wants their product or service to have a unique place in the minds of their customers, they need to think strategically about positioning. As a business, one may want to get their name in front of as many people as possible (Wood et al., 2017). In order to show that Tesco is a low-cost retailer, it advertises the lowest price every day on chosen products in its shop. With this plan in place, a large number of customers are drawn to these lower-priced items. As a result, a perception that Tesco sells lower-priced products every day will be ingrained in the customer's subconscious.
The word experiential positioning refers to a strategy in which clients are provided with sensory or cognitive stimulation. Customers of Tesco's health and beauty items are the primary focus of the retailer's use of experiential positioning. A new approach to positioning, multi-segment positioning focuses on a variety of market segments at once with a variety of goods. Multi-segment placement is used extensively by Tesco. 
[bookmark: _Toc90408863]Marketing Mix Strategies 
[bookmark: _Toc90408864]4 P’s of Marketing 
[bookmark: _Toc90408865]Product 
Users can buy anything from food to apparel to technology to financial services at Tesco. In order to meet the needs of its ever-growing customer base, this product line has extended into internet marketing as well! Aside from more than 40,000 products on display in its retail locations, it provides groceries delivery and free music downloads (Lahtinen et al., 2020). Tesco must also give a broad range of alternatives within each category, including brands, regional products, types, foreign cuisine in food, and other options so that customers are not left with a lack of options.
[bookmark: _Toc90408866]Price
By keeping costs as low as possible, Tesco does not sacrifice quality or end up losing money in the process. The company utilizes a variety of strategies to ensure that it can pass on all of its cost savings to its consumers and keep them satisfied (Thabit and Raewf, 2018). This incorporates the economies of scale it appreciates. It was Tesco's minimal expense approach that made it feasible for Tesco to rise above all assumptions and become the top grocery store chain in the United Kingdom, abandoning Sainsbury's and other customary brands.
With the club card system, Tesco customers may earn points for their purchases, which can subsequently be exchanged for cash. This is a great way to reward clients for their loyalty with further savings. This pricing approach allows for additional price reductions while still growing sales and profitability.
[bookmark: _Toc90408867]Place
There are six types of Tesco Express, Extra, Metro, Compact, Homeplus, and Superstore shops in its offline forum. According to Tesco's research, large shops like Tesco Extras are not only unwelcoming to certain consumers but also impractical to open in such a large number. To make things more convenient, smaller retailers are used.
[bookmark: _Toc90408868]Promotions 
The cheap costs offered by Tesco are by far the company's strongest suit. When compared to other grocery chains, it stands out because of this. When it comes to making money, the company's main goal is to strengthen its brand image by decreasing expenses and keeping to its word. The Club card service is also used by Tesco in order to provide consumers extra savings, as was previously noted (Lim, 2021). Tesco can better understand its market demand trends with the use of this solution. As a result, they are able to split their market and develop tactics that are tailored to each sector. Tesco has also gained more loyal customers by making its products and services more readily available to the public. Its online services have been well received, with many people praising them for their effectiveness. In both the conventional and online arenas, the payment process is straightforward. 
[bookmark: _Toc90408869]Conclusion 
Low pricing is a major part of Tesco's brand identity. Promotions at Tesco have a strong focus on this idea. People need to maintain social distance during pandemics, and going to the grocery store physically is a risk that Tesco Plc uses generally special limits and offers, for example, get one make one during COVID-19 and post COVID-19. Tesco utilizes hoardings, TV advertisements, and altruistic occasions as special channels. Customers may be segmented and targeted using Tesco's 'Club card' loyalty card after COVID-19. Club card holders are rewarded with points that may be used for savings. Personal discounts and offers are also available to Club card holders. Products from Tesco are also available and promoted online. As part of its digital marketing plan, the business uses online commercials, social media campaigns, and more to connect with its consumers on a regular basis.
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