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[bookmark: _Toc112674386]Introduction 
The report is considering the market fundamental elements which are found to be eminent within the establishment of sounding business in current times where the recent situation of COVID-19 has made the companies suffer a lot in terms of maintaining stability towards the successful growth. Based on the recent evidence from the cited sources, it has been found that COVID-19 has been providing horrific setbacks towards the humungous industries or retail giants where the majority of the firms have suffered from the imposing of lockdowns which also restricted the goods to be travelled from one place to another (Monte, 2021). The report under consideration is written from the perspective of a marketing manager working in the firm Tesco, which appears to be the chosen case study organisation for this report. 
The report is aimed to be discussing the key issues faced during the tenure of COVID-19 on the chosen firm Tesco by considering the key respective theories or analysis tools which are found assessing the internal and external analysis of the marketing environment of Tesco. The report under consideration is expected to be highlighting the key portions which are described in detail considering the relevant and cited sources. These portions include the explanation of the case along with the overview of Tesco, issues faced by the firm Tesco under the COVID-19 situation, stages and process of marketing, impact of the pandemic on Tesco, SWOT, PESTEL and Porter’s five forces analyses, prospects, and concluding statement for explaining the key summative comments.      
[bookmark: _Toc112674387]Overview of Tesco 
Tesco is an international British retailer of groceries and other types of products headquartered in England. It has branches in seven countries and controls the grocery market in the United Kingdom where it has 28.4% share. In Burnt Oak, Barnet, the first Tesco shop was established in 1931 (Boyle et al., 2022). By 1939, Tesco owned more than 100 stores nationwide. Since the early 1990s, Tesco, originally a UK grocery chain, has expanded regionally into different markets including the selling of books, clothes, electronics, furniture, toys, gasoline, financial services, and telecoms. From 1990 the network of Tesco expands from 500 to more than 4000 stores worldwide in 2022 as a result of effective diversification of its appeal. 
[bookmark: _Toc112674388]Issues within Tesco amid COVID-19 
Profits were harmed by Tesco’s £892 million in increased expenditures, which include hiring additional people to manage online services and replacing staff absent because of Covid-19 (Höhler and Lansink, 2021). During the Covid are added more than 1.5 million delivery slots weekly which lead to an increase of 77% equal to £6.3 billion. In the same period are hired 50 000 temporary employees, 20 000 of whom were rewarded with permanent contracts (Sobande, 2020). The closure of many bars and restaurants led to a shrinking of the market and had a negative effect on revenues. 
[bookmark: _Toc112674389]Process and Stages of Marketing 
Marketing is a management method that enables the movement of products and services from concept to consumer. It involves product identification, demand research, price determination, and choosing supply methods. It also requires developing and implementing a marketing strategy that mixes inbound and outbound marketing. The marketing process is separated into four segments. Strategic marketing analysis may be obtained by establishing market segments that aim to advertise in profit-oriented enterprises (Naseri and Noruzi, 2018). Marketing-mix planning is another approach. After formulating a strategy, a company must assess which approaches will be most effective in achieving strategic goals. Following that is marketing implementation, in which businesses often employ various organizations to assist in the creation of advertising, promotions, and Public Relations campaigns.
Advertising promotion of a specific sponsor’s products, services, or ideas can be found in newspapers, leaflets, TV, radio stations, and internet. Marketing control maintains track of the market situation since the market is continuously changing, and a plan that is successful now may not be successful tomorrow. Therefore, a marketing strategy should be evaluated regularly to ensure that it is still achieving its goals. Positioning is also an important phase in marketing strategy that entails generating and presenting a message that identifies the firm or brand concerning the competition.
[bookmark: _Toc112674390]Theoretical Perspectives 
This section has been holding the key explanations in terms of analysis tools or techniques which are part of relevant theories in terms of assessing the marketing tactics implemented by the firm Tesco in recent times amid the pandemic crisis. The key analysis tools are found to be highlighting the key areas which are effective for the marketing managers of the firm to consider the key elements which would be driving the firm to excel in the incoming future. The key analysis tools for assessing the internal and external habitat along with the market position of the firm include SWOT and PESTEL analyses, Porter’s Five Forces, and marketing mix strategic tool. Each analysis tool is expected to be providing useful knowledge in terms of the current situation of the firm Tesco which is the situation under the COVID-19 era.

[bookmark: _Toc112674391]SWOT Analysis
The SWOT analysis tool is found to be very prevalent when it comes to the assessment of the internal and external environment of the firm. The key elements of the SWOT analysis include the company’s key strengths, weaknesses, opportunities, and threats. Based on the considered company, the analysis is mentioned in terms of the situation of COVID-19 towards Tesco. The key elements of SWOT analysis are highlighted with relevant examples below:
1. Strengths: The key strengthening aspects of Tesco involve the performance of Tesco in the COVID-19 pandemic and accepting the change. Tesco was found to perform well in times of pandemic where the growth rate was about 10.5 percent in 2020. The increase in the growth rates was due to the booming online sales of the firm through online channels during the pandemic. Also, the firm Tesco accepted the changes due to the imposing of lockdowns and allowed its potential customers to remain in contact with them through home delivery options and online ordering (Schmiedl, 2020).   
2. Weaknesses: TESCO is struggling because they are susceptible to certain outside market forces. For instance, the recent credit crisis had a significant impact on TESCO’s financial performance, and the company is currently recuperating. While TESCO had to concentrate on finding alternative means of gaining a competitive advantage, the rivalry resulted in a battle that benefited certain vendors (Xiao, Chen, and Yu, 2021). Sales of various products are not what was anticipated in several countries, which indicates that TESCO may not have done deep market research. Due to financial circumstances, consumers are unable to purchase as much as expected, and because retailers have not updated their offerings, product costs have increased.
3. Opportunities: For marketing purposes, there is a strong chance to work with other well-known brands and businesses that sell more goods or draw in more clients. There may be partnerships in nations where TESCO struggles to succeed where the local business may assist with market research to enhance operations in such nations. There is a substantial possibility to increase the availability of TESCO’s home delivery service and its online purchasing options (Moura, 2021). The private sector offers opportunities. Although TESCO already has numerous prospects in emerging nations, such markets may have greater access to the western goods that the area needs.
4. Threats: International trade and profitability will be at risk due to the recession and credit crisis, which will cause customers to make fewer and smaller purchases. The risk of competition from other multinational supermarkets, which can supply goods more quickly than TESCO and provide cheaper pricing and more due to their worldwide production and adept use of technology (Peng, 2018). The cost of food is increasing globally, which limits what individuals may buy. TESCO’s price threshold has increased because of the fear of over-employment brought on by growing salaries and worldwide profits, further supporting its pricing policy. The rise in raw material prices has an impact on TESCO’s profitability as well, forcing it to grow its client base to get better raw material pricing (Soegoto, 2021). The political environment and governmental legislation placed pressure on TESCO to change its operating model in order to reduce expenses. Larger stakeholders with a stake in social responsibility and the environment also negatively affect TESCO’s core values (Lokanan, 2021).
   
[bookmark: _Toc112674392]PESTEL Analysis
	1. Political Factors
Importance - High
	The rise in raw material prices has an impact on TESCO’s profitability as well, forcing it to grow its client base to get better raw material pricing. The trade war between United States and China also affects Tesco global market in negative way with additional restrictions and legislation. Larger stakeholders with a stake in social responsibility and the environment also negatively affect TESCO’s core values (Lokanan, 2021).

	Economic Factors
Importance - High
	The Economic Factors may result in higher pricing, expenses, and change in customers demands. As a result, the business must be aware of any changes to the legislation, including tax changes or factors that can impact its ability to receive financing. The corporation is still located in the UK, and it has a 30% share, even though the business is expanding globally (Utama, et al., 2022). As it was already established, the company’s two key objectives over the years and the foundation of its success were worldwide development and diversification. In addition, Tesco has shifted its emphasis to promoting its products more than luxury goods as a result of the decline in household income and disposable goods.

	Social Factor
Importance - Medium
	Trends indicate that customers in the UK are shifting toward multi-channel and one-stop shopping, which leads to raises in the volume of non-food products sold. Consumers behaviours, which are influenced by social factors, typically impact the kind of goods and services they seek (Fadeyi, 2020). Tesco has adapted to these changes by following the demands and expanding its range of healthy products and organic food.

	Technological Factors
Importance - Medium
	The innovation of technology lead to initial development of internet shopping with home delivery services, which are the two significant factors for business growth. Self-checkout gives customers comfort and convenience and lowers the expenses (Hashim, et al., 2021). Tesco made a critical investment in energy-saving programs aiming to decrease its carbon footprint.

	Environmental Factors
Importance - Medium
	In response to increasing pressure on businesses, Tesco has made a promise to decrease its carbon footprint by 50% by 2020. (Alexander, 2020). Tesco is also cutting the plastics and non-recyclable waste in its stores by engaging with the neighbourhoods.

	Legislative Factors
Importance - High
	Tesco’s business operations are impacted directly by governmental regulations and legislation. For example, the Food Retailing Commission (FRC) proposed the Regulation’s introduction in 2004 to stop several prevalent practices including increasing prices without warning or demand paid for by vendors (Lin, Zhu, and Peng, 2018). Tesco provides its customers with a discount on the fuel they purchase based on the price charged in their grocery shop to support this approach. There are other price reduction specials as well.



[bookmark: _Toc112674393]Porter’s Five Forces
Tesco’s competitive environment and other elements impacting its operation are included in Porter’s study of the five forces at play in the industry (Lin and Peng, 2018). The research focuses on forecasting the company’s position based on its advantages, such as the danger of substitutes and new competitors, as well as communication between suppliers and customers and competitive bidding. Tesco’s current market position is driven by several internal and external factors, such as competitors, customers, suppliers, financial strength, and alternative options.
1. The threat of New Entrants: Setting up a firm and beginning work demand money for a new entrant. Competing with a big, well-established business like Tesco would also need them to increase their sales and market share without any rivals. Additionally, current market leaders can develop economies of scale and discounts (Adamyk, 2019). However, it will be challenging for a new player to provide specials or discounts on their goods, making them more alluring.
2. The threat of Substitutes: Tesco sells products like food, clothing, oil, electronics, and other year-round necessities, and these items are added to the shop whenever an item goes out of stock, so the risk of turnover is quite minimal. The price is also a factor in this choice for the average product user (Moura, 2021). People will choose to buy from someone who gives things at a reasonable price since those products make people want every day.
3. Bargaining Power of Customers: One of the primary aspects influencing customers capacity to negotiate is the number of the seller’s competitors. Customers may choose the store that delivers the best results since the product provided by the company are frequently those that meet their needs (Rosnizam, et al., 2020). The product’s cost won’t alter in all markets, though. The product’s quality will likewise be the same at the shop. Therefore, it may be inferred that clients have little negotiating leverage.
4. Bargaining Power of Suppliers: When it comes to the items that Tesco sells, retailers have a lot of room for negotiation. Several vendors frequently provide shops with their goods. For merchants like Tesco, switching from one supplier to another is not a huge deal (Alexander, 2020). As a result, only business owners can negotiate, and they will have the guts to do so by deciding on a price. The same product is offered by several merchants in each store. If the quality is the same, this enables sellers to select goods from the seller who gives them the lowest price.
5. Competitive Rivalry: Tesco faces intense competition from a wide range of competitors, including Walmart, Carrefour, Sainsbury’s, ASDA, etc. These businesses were constructed with sturdy machinery and consistent labour practices. They provide nearly the same product at a nearly identical cost (Fadeyi, 2020). Advertising and other marketing strategies are therefore quite successful. Businesses use a range of marketing methods to differentiate themselves from their competitors. Additionally, there is a pricing war between the competitors, which frequently results in a loss of revenue for these businesses.
[bookmark: _Toc112674394]Marketing Mix
Tesco’s primary goal is to satisfy the demands of its consumers. It handles trustworthy items that may inspire customers’ confidence, delivers low rates, and develops with time, which is why it has numerous online stores (Utama, et al., 2022). The Tesco marketing mix entails:
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1. Product: Tesco offers a broad selection of goods, such as food, apparel, gadgets, financial services, etc. The items of today fulfil all of their consumers demands and have expanded in the online market. In addition to the 40,000 or more items that are available in its stores, it also provides free music downloads and groceries delivery (Schmiedl, 2020). Tesco offers a huge variety of national brands, local goods, overseas cuisines, and various non-food things giving the buyer no other options.
2. Price: Customers have always supported Tesco’s cheap prices, which has helped it to surpass all predictions and overtake other established names like Sainsbury’s to become the largest supermarket in England (Xiao, Chen and Yu, 2021). Many individuals believe that at some time, the price will rise has been improved, and as power prices have risen, it has continued to lower their expectations by maintaining prices as low as possible.
3. Place: The Company’s main office is in Chestnut, Hertfordshire, England. It distributes its goods and services primarily via online and offline channels. Tesco Express, Tesco Plus, Tesco Metro, Tesco Compact, Tesco HomePlus, and Tesco Superstore are the six separate stores that make up its offline platform (Peng, 2018). Tesco’s research reveals that many of its consumers are unsatisfied with Tesco Extra stores and that not all of them can be located.
4. Promotion: Low pricing is Tesco’s biggest feature. It differs from other supermarkets because of this. And he makes use of this to boost his brand’s reputation. Its fundamental objective is always to follow its message, save expenses, and grow revenues while maintaining a positive public image. One thing dominates all Tesco advertisements: its affordable prices (Soegoto, 2021). Additionally, it provides clients with a variety of alluring deals all year round. Any client may easily observe specials like “buy one get one free,” “half price,” and other deals as they move down the aisle of this grocery shop.
5. Physical Evidence: Contrary to Sainsbury’s and other grocery stores, Tesco stores are unique. Tesco does not see the benefit of investing more money in store renovations than is necessary. Every store is well-kept and easy to understand, with all goods being well-designed and simple to locate. The service also enables clients to purchase more than they require while still giving them the impression that they are saving money. The Tesco website is similarly uncomplicated and straightforward to use.
6. People: The performance of Tesco is also greatly influenced by its sales representatives. To win the loyalty of its employees, it implements initiatives like the “Partner Privilege Card, Save as You Earn, and Buy as You Earn” Tesco’s staff members are competent and adequately compensated for their success-related contributions (Utama, et al., 2022).
7. Process: In the instance of Tesco, the strategic process of the marketing mix relates to the process of keeping consumers happy with prompt payment services and making it simple to discover items in stores both offline and online (Moura, 2021). Tesco does this by hiring capable and caring staff members who handle consumer complaints and deal with issues as they arise.
[bookmark: _Toc112674395]Future Prospects
[bookmark: _Toc112674396]Balance Scored Approach
Fadeyi, (2020) created the Balanced Scorecard methodology to provide organisations with the tools they need to gauge performance across several crucial areas. The Balanced Scorecard tackles performance assessment from four viewpoints, including a financial standpoint, the company, and the learning and growth thoughts. Originally developed to track performance, the balance sheet of time is today used to develop and carry out strategy (Foabeh and Achaleke, 2020). Organisations that use a balanced scorecard set objectives in several specified areas create strategies to achieve those objectives and include metrics to assess whether they were achieved.
In the middle of the 1990s, Tesco started managing its strategy and operations with a balanced approach (Soegoto, 2021). The iconic Tesco steering wheel (TSW), which is divided into four sections such as Customers, People, Operations, and Money Finance, was developed as a result of Tesco’s use of a balanced scorecard. TSW is based on the company’s fundamental purpose and long-term objective of adding value for consumers in order to win their confidence over the long run (Peng, 2018). To encourage employees to become community members, the business established the fifth component of TSW in 2004. This dimension is known as community. The following image shows a schematic of Tesco’s new five-quadrant steering wheel.
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[bookmark: _Toc112674397]Conclusion
Tesco has worked hard to gather items, decrease its environmental impact, divert garbage from landfills, and cut back on carbon emissions from its stores and distribution centre. Tesco’s dedication to these communities is the foundation of the community care strategy in this area for the following two years. 10% yearly reduction in carbon emissions in retail and distribution facilities support for neighbourhood communities and ethical goods purchasing and selling. The firm has weathered the worst of the economic crisis without losing sight of its dedication to its clients, the organisation, and its business print detail and differentiation goals. Tesco will however continue to deal with challenging economic circumstances in the UK and its overseas markets. It is anticipated that the UK would see tighter conditions, putting pressure on benefits and expenses. Tesco needs to keep enhancing value and convenience for customers without hurting its suppliers. For the business, this will be a significant problem shortly.
Tesco is steadily increasing its global operations, and it dominates the food industry in Malaysia and Thailand. It has a lesser global footprint than Costco, Sainsbury, and Metro, and its position on the global market does not correspond to its primary position in the UK. Tesco, like other big businesses that enter the international market, frequently deals with a diverse and challenging environment as well as competitors in many locations of its operations. The UK continues to be the firm’s largest market, accounting for around 67% of its overall revenues and 71% of its earnings, even though the company is expanding overseas. A competitive environment and competitiveness for the firm will result from the nation’s economic and social factors as well as the intense competition from big rivals.
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 SWOT Table
	[bookmark: _Toc112674400]SWOT Analysis of Tesco



	Strengths
· Increasing share of the market
· Insurance facilities
· Tesco Online Shopping
· Value of the brand
· The leadership of the UK market reinforced
	Weakness
· Reliance upon the UK market
· Reduction in debt
· Signs the point to serial acquisition

	Opportunities
· Non-food retails sector
· Beauty and health products
· Further international growth
	Threats
· The structural change in the UK can lead to a price war
· Overseas returns could fall
· Challenges from the rivals such as Sainsbury and ASDA
· International Expansion
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