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Executive Summary
The outbreak of the global pandemic of Covid-19 has proved to be a threat for many retailers, however, in this crisis period few retailers such as Tesco, could emerge and start over again by emphasising the online mode of business. The report has discussed the PESTLE factors to identify both favourable and unfavourable elements for Tesco followed by Porter's five forces analysis to identify the range of threats it might have from the external factors. The analysis of SWOT, 4ps, and 7ps have been analysed in detail from the perspectives of Tesco where the recommendations have also been drawn and elaborated from the improvement aspects of the internal and the external business condition getting affected due to Covid-19 pandemic. 
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It can be stated that marketing has a direct impact on the company's customer base as well as sales. However, the beginning of 2020 saw a downward graph regarding the sales and revenue generation as the Covid-19 outbreak harshly impacted the companies, specifically the UK retail industry. This report will focus on the impacts of Covid-19 on the UK retail industry from where the shift of the marketing patterns in the industry could be known. The key purpose of this study is to identify the marketing role and the operational efficiency of the business for which an external and internal analysis of the company and industry will be carried out. The report will include discussion with the help of SWOT analysis, PESTLE analysis, Porter's Five Forces, Marketing 7Ps, and STP analysis.
[bookmark: _Toc100677175]Internal and external analysis of the chosen organization 
[bookmark: _Toc100677176]Definition of marketing 
Marketing is considered one of the significant strategies or elements that is taken up by companies to guide them to improve their business operations and thereby increase their overall recognition. Marketing is, therefore, defined as a strategy that is being used up to promote the services or products of an organisation to the potential or targeted customers which in turn gains their revenue as well as profitability.
Importance of marketing
Marketing is considered a significant concept in the present business environment which tends to directly influence the financial growth as well as operational growth kg a business. After the outbreak of Covid-19, companies had focused more on the marketing role as there had been a shift in the role. Promotion is the main role in marketing, specifically considering the current situation (Salem, 2021). Businesses after Covid-19 have started to use marketing in promoting their services and products. With the aid of marketing, companies can inform their potential customers regarding the efficiency of their products and product specification which is directly proportional to the customer base.
[bookmark: _Toc100677177]Main stages in the marketing process regarding situational analysis, strategy, objectives, implementation, and control
To implement an effective and well-organised marketing strategy within the operational procedures, it is significant in determining the varied stages that are involved in marketing. There are four varied identified stages that are used significantly in developing the marketing strategy of the organisational operation. 
Step 1: Strategic marketing analysis/ situational analysis 
The first step that comes under marketing strategy is analysing the strategic process of marketing. This stage requires the main resources related to marketing along with other marketing requirements and thereby aligning marketing objectives with that the objectives of the company. 
Step 2: Planning for marketing mix
This is the second step regarding marketing strategy and this involves planning for the marketing mix. The marketing mix will involve discussing the price, product, place, and promotion apart from physical evidence, and packaging (OECD, 2021). These are moreover considered the main elements that are included in the marketing mix. 
Step 3: Marketing implementation
 Marketing implementation is the third step where the marketing plan is being implemented in practice. Via the procedure of implementation, the companies become more capable to reach potential customers and thereby increase the customer base and effectively meet the business objectives.
Step 4: Marketing Control
Marketing control is the fourth and final step involving controlling and reviewing marketing operations for the company. Marketing control tends to become more effective while there is a plan for further development of the strategies.
[bookmark: _Toc100677178]PESTEL factors for the chosen organization
1. Political Factors: For the UK retail industry most of the large retailers have global outlets. For instance, Tesco operated in many countries such as the Czech Republic, China, Slovakia, Hungary, and many others. Therefore, with that, it is evident that the retailers of the UK with a global presence have to deal with different political factors as the political environment varies as per the country (Haill, 2021). Moreover, for a bigger retailer such as Tesco, the trade conflict between China and other countries has created an issue regarding independent business.
2. Economic factors: As the world observed the outbreak of the global pandemic of Covid-19, the UK retail industry was hit in the first quarter of lockdown as the government has imposed strict regulations by stating to maintain social distancing, close the physical stores, avoid physical contacts and so on. Initially, the revenues of all the retailers dropped resulting in higher unemployment rates with financial instability and social unrest (Davey, 2021). However, companies such as Tesco could rebounce quickly by starting to operate on online mode and gained higher revenue specifically on food products.
3. Social factors: The UK has different cultures and diversity and the retailer provides different kinds of products to suit and meet the demands of every community. For instance, there are many retailers who sell Halal meat to cater to the wants of the Muslim Community. Tesco and other companies moreover provide Kosher for the Jewish community in the UK. Moreover, there is a significant percentage of the population who are switching to being vegan and with that, the condition became favourable for Tesco as it started selling many vegan products as well.
4. Technological factors: The global pandemic has changed the shopping and buying behaviour of the customers as most of them now prefer ordering their products online and carrying out the transactions online. Retailers like Tesco could survive the initial and second or third quarters of the global pandemic by implementing technology (BBC, 2020). With the focus on an e-commerce platform, the company could continue its business and cater to the wants of the customers.
5. Environmental factors: The retailers of the UK, specifically those with a global presence are environmentally responsible and have developed their corporate social responsibility well (Faull, 2021). For instance, Tesco recently launched its recycling plan that consisted of recycling and reusing plastic. Tesco moreover focused on diminishing the illegal fishing boats that are a threat to sea life.
6. Legal Factors: For the UK retailers operating globally they have to keep in mind the different rules and regulations in different countries. Tesco has to follow both local and international laws which have restricted the retailers to do business that involve anti-competitive and cannot opt for merger and acquisition with larger companies in Europe. The retailers are restricted from selling alcoholic drinks to teenagers.
[bookmark: _Toc100677179]Porter’s five forces to the company and state whether each force is high, medium, or low and why
1. Competition in the industry 
Tesco has been evident having intense market competition in the retail industry under which it operates. Companies such as Sainsbury's, Asda, and Waitrose are the primary rival of Tesco. However, the promotional, as well as the pricing strategy used and adopted by Tesco during the global pandemic of Covid-19, benefited Tesco in stating ahead in the competition (Jefferson, 2021). With proper strategies, Tesco has increased its online sales during the pandemic as customers are opting for online services. Therefore, it can be stated that the competition in the industry is medium.
2. Potential of new entrants in the industry 
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Figure 1: UK supermarket market share
Source: (Oecd.org., 2021)
From the above figure, it can be stated that Tesco has been leading even during the ongoing global pandemic having a market share of about 26.8% as of 2020 when the retail industry got hit by the pandemic. As mentioned, Sainsbury's, Asda, and Waitrose are the main rivals, however, from the graph, it can be seen that three of the rivals have shown lower market share during the first quarter of the lockdown, with Sainsbury's having 14.9% market share, followed by Asda with 14.5% and Waitrose with 4.9% (Oecd.org., 2021). Therefore, it is clear that the threat from new entrants is low as they cannot compete with Tesco since it is way ahead of the existing other retain giants as well.
3. Power of suppliers
Tesco has significant relationships with its suppliers who in turn have been loyal to the business. Tesco being a retail giant although faced challenges during the first quarter of April 2020, it has a resilient supply chain which became one of the key assets for the company (Ons.gov.uk, 2021). Therefore, it can be stated that the power of the supplier is low as there are ample options for Tesco and the supplier therefore cannot control the prices.
4. Power of customers
Tesco has set prices that suit the spending habit of the customers. The pricing strategy attracted many customers who have turned into potential and loyal customers thereafter. However, there are other retailers such as Asda where similar products with almost similar prices can be found which may make few customers switch in certain unavoidable circumstances. Therefore, it can be stated that the power of customers is medium.
5. Threat of substitute products 
Here, it can be stated that the threats regarding substitute products can be considered medium as Tesco has provided good services to the customers with an upsurge in its online sales during the online (MOONEY, 2020). However, since similar products at almost similar prices can be found at other retailers such as Asda and Sainsbury's, the threat remains medium rather than low.
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	Strengths 
· The biggest grocery retailer in the UK 
· It is geographically diversified and possesses a growing number of stores 
· Diversified product range and the market share 
· Having the usage of the superior technology 
	Weaknesses 
· This company has become failed in making operations in the USA and Japan 
· It has faced a decreased rate of the operating profits and the unfair business practices
· It follows the low-cost strategy and has the exploitative labour force   


	Opportunities 
· A major expansion in Jack's stores or business 
· Follows the policy of joint ventures and the opportunities of the emerging markets 
· Having the opportunity of the price matching and one hour delivery of the services 
	Threats 
· Having the referendum relating to the Brexit issues 
· Having massive competition with the supermarket giants 
· Having rising costs and the supply chain issues 
· Having the issues of credit crunches and the economic crisis 


Table 1: SWOT analysis 
(Source: Berman & Evans, 2018)
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Advantages
From the perspective of the chosen organisation, Tesco, there are several advantages of choosing and using this external model. Additionally, it helps in identifying the place where the power lies actually that is related to the business situation of Tesco. Thus, it can also majorly be useful for understanding the strength and the current position of the organisation, Tesco irrespective of analysing the position held by that company that needs to be moved into another domain (Bernytė, 2018).
Disadvantages 
Along with the advantages, there are also various disadvantages that carry out the major limitations of using this model in terms of analysing the external business situation of Tesco. Henceforth, it follows the major drawback regarding stating the tendency of not using or analysing the individual company by addressing the ways of using the intended framework. In addition, this model is also critical or problematic as it cannot be regarded as outdated so far (Hanaysha, 2018).
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As the chosen organisation is Tesco, thus, the overall STP analysis needs to be developed from the aspect of Tesco. Those are stated below: 
Segmentation 
Geographical segmentation 
Tesco has flourished its business in the UK and other 13 counties and it has involved its customers including males and females from all age categories. 
Demographic segmentation 
The demographic segmentation is associated with the professionals, the employees of the skilled working class, and the middle class, that possess the nuclear and the extended family. 
Behavioural segmentation 
Tesco follows the positive viewpoint of associating the active users by operating the regular activities of the business and there is also a variety of the cost advantages (Mukonza & Swarts, 2020). 
Targeting 
As Tesco is being followed by several other supermarket chains in the entire UK, thus, the target customers need to have higher income zones for prioritising the quality-based products while purchasing. Additionally, as Lidl and ALDI are also being considered the supermarket chains, hence, the strategies of those organisations have majorly focussed on the domain of cost-effectiveness to a greater extent that is also being compared to Tesco accordingly. Hence, as the purchasing behaviour of the people on the marketing activities carries out a wide range of differences, thus, the global financial and the overall economic crisis state also the implications on the purchasing behaviour of the UK-based customers. Henceforth, the management of Tesco has followed the emphasis on cost-effectiveness within the domain of the practices of integrated marketing communication (Hole, Pawar & Bhaskar, 2018).
Positioning 
Functional positioning 
This positioning is associated with the enhanced range of the quality-based products and services where the products tend to be compared from the perspectives of the basic range of products including increased functionality and the higher quality that can be achieved by the additional cost operations. 
Price positioning 
This posting is being represented for attracting the particular customer segment who are more concerned with the costs of the products that may also be compared to the elements of the marketing mix. 
Symbolic positioning 
This positioning is dependent on the values and aims at valuing the aspirations of the customers where it is properly utilised by Tesco irrespective of the range of its fair trade relating to the products of foods and the grocery markets (Nash, 2018). 
Multi-segment positioning 
This positioning is used for targeting the various segments at the same time including several kinds of products where Tesco tends to create an extensive usage of this positioning segment for attracting the targeting customers who are also highly conscious of the costs of the products. 
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Product 
Tesco is regarded as one of the largest retailers in the UK and has also offered a huge range of products by offering those at several stores. Hence, as the product offering is so vast, it needs to cater to the needs and preferences of the customers from several segments of the market. 
Price 
Tesco uses the sale of economies and the best channel of procurement for maintaining the products and services at comparatively lower prices. Thus, as Tesco has worked with the suppliers on a continuous basis, thus, it needs to improve for making the supply chain efficient by reducing the prices for offering the goods at a stable and affordable rate to the customers (Verhoef & Bijmolt, 2019). 
Place 
As Tesco has over 7000 stores worldwide, thus, the business relating to it depends upon the size of the stores that are also being divided into several parts including Tesco express, Tesco extra, Tesco superstore, Tesco metro and so on. Hence, as the superstores of Tesco are being regarded as the large supermarkets, thus, it sells the groceries in a small range of non-food items. 
Promotion 
Tesco has promoted a strong brand image or reputation that depends on the low or the affordable price rates, hence, the promotional activities relating to Tesco are also being centred on the advertisements such as charitable events, television ads and the promotional channels. Thus, it also has announced majorly a large extent of the promotional discount that tends to offer the loyalty card namely, 'Tesco Clubcard or targeting a massive number of customers' (Van De Sanden, Willems & Brengman, 2019). 
[bookmark: _Toc100677184]7p’s analysis for the chosen company
Product 
As Tesco provides a wide range of variety of the choices of the products that add the regional, national and the international cuisine for making choices of food that do not leave the customers while there is a lack of making choices of the goods. 
Price
Tesco primarily believes that the strategy namely, 'every little count' has associated the large stores where the prices of the goods tend to be lowered and the costs of the products may also be reduced because of the costs of the higher overheads (Brown, Foroudi & Hafeez, 2019). 
Place 
Tesco has shown the comfort zones of the customers where it has extracted the possible set up of the organisations for making proper usage of the small stores for getting the easy accessibility. Henceforth, as the online forum namely Tesco direct tends to comprise the particular official website, thus, it has flourished channels and distributions for the products and services. 
Promotion 
The advertisement produced and delivered by Tesco is related to the low prices of the products that tend to provide the customers with several attractive offers where Tesco uses the Clubcard service by offering additional discounts. As Tesco has helped the customers by mentioning various kinds of the demand patterns, hence, the availability and accessibility of the market have been associated with Tesco that has made the base more loyal customers (Jamshido'g'li, RakhmonjonZokirjono'g'li & Kholdorovna, 2020). 
Process 
The process relating to the company Tesco tends to associate the process of keeping the customers happy by delivering the speedy billing services where an easy requirement of the products must be stored in the offline stores. Thus, in this way, Tesco has majorly achieved or acquired competent staff by employing them with paying a lot of attention to the grievances of the customers by addressing several issues in terms of searching the ways of solving those.
People 
The excellent sales assistants of Tesco are majorly responsible for its entire success where it uses several programmes by gaining the loyalty of the customers. Henceforth, as the workers are highly competitive, thus, they also are well compensated for their ensured contributions in making or bringing success within Tesco's domain (Berman & Evans, 2018).
Physical evidence 
The stores of Tesco are being developed like the stores of Sainsbury's and several other grocery stores where Tesco has not found the option of spending more money for making the stores attractive as its website is so simple and easy to get operated. 
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It is witnessed that, as the leaders of the chosen organisation were navigating the wide range of the interrelated issues, thus the span of keeping the employees and the customers safe by reducing the rate of liquidity and cash. Hence, reorientation of the operations tends to navigate the support of the programs where the marketing manager needs to conduct an internal and external analysis of the chosen company, Tesco. Thus, by considering the massive impacts of covid-19 on the worldwide business organisations, this report has been written and the recommendations have been developed. 
[bookmark: _Toc100677186]Recommendations
It can be recommended that the business conditions including internal and external both after the massive impacts of Covid-19 can be improved by focusing on such relevant and important things that may actually be controlled and also the major risks can also be reduced properly. Thus, suitable strategies can also be produced for handling any kind of predictable situation or making and launching a strategic marketing plan irrespective of Tesco, UK (Bernytė, 2018). 
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