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Introduction 

  In the current economic and commercial environment, businesses and industries must contend with a variety of unknowns and ambiguities. One of the most pressing dangers is a recurrence of the global coronavirus epidemic that caused covid in the year 2020. As the disease spread over the world and affected millions of people, a great number of businesses were forced to close their doors. Laws requiring a mandatory lockdown have been enacted by governments in many different regions of the world. Although there was no shortage of food or medicine, the bulk of individuals resorted to shopping online for their supplies. One of the industries that has maintained its level of activity is retail; within this sector, Tesco PLC is regarded as one of the most important companies. In this study, both the internal and external business environments of Tesco PLC are analysed to determine the effects that the Covid-19 pandemic has had on the company. Additionally, marketing operations and the accompanying procedures will be covered in this discussion. 
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   Assessing both the internal and external surroundings of a company, which reveals the existing risks that could have an effect on the company, is helpful in the process of developing plans to battle these threats. These plans can then be implemented. The PESTLE and SWOT analysis tools will be used, respectively, to investigate the external and internal environments of the organisation. 
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   The PESTLE method is applied in the process of doing an analysis of the external environment of an organisation. This analysis takes into consideration the political, economic, social, technical, and legal aspects of the environment. Although a firm has no control over the external circumstances it must account for them when making business decisions (Perera, 2017), the external environment must be taken into consideration when making those decisions. 

 Political 

   Two political factors that are now having an effect on the United Kingdom are the ongoing discussion around Brexit and the restrictions imposed on COVID. There has been a rise in the number of nations engaging in trade wars, which can have a big effect on business. The fact that Tesco has retail locations in the United States makes the company's ongoing conflict with China more difficult to manage. 
  Because it is an international organisation, Tesco is required to uphold its commercial agreements in a variety of countries (Adamyk, 2019). As a direct consequence of this, the company will be subject to the influence of the political atmosphere all over the world. The company is required to operate in accordance with the regulations that are imposed by the governments of each nation. Tesco has opened stores in a number of different countries, some of which are listed here: Slovakia, Malaysia, the Czech Republic, China, Ireland, Poland, and other similar countries. The stores owned by the corporation in China are under risk as a direct result of the unstable political atmosphere in China. A trade war is also being fought between the United States of America and China. 

 Economic  

  The state of a nation's economy is invariably influenced in some way by commercial activity. When a nation's economy is struggling, the businesses within that nation will not fare well. Both the pandemic and the Brexit have been a tremor in the otherwise robust economy of the United Kingdom. As a direct consequence of this, more businesses went out of business. The unpredictability brought on by the Brexit process has also had an impact on the trade relationships between the UK and the remaining EU member states. 
   According to Rosnizam et al., 2020, there was a perceived decrease in demand for both goods and services as the rate of unemployment increased. As a result of the widespread spread of the coronavirus pandemic, a significant number of people have lost their jobs. When people lost their jobs, their shopping patterns shifted significantly. The fact that Tesco is a shop that focuses on selling things at low prices gives it an important competitive advantage. Despite this, the number of people shopping at Tesco has declined as a direct result of the unemployment rate. Unfortunately, the company is unable to reduce the prices of its products any further; as a result, it is forced to wait till the situation improves. 

 Sociological 

    A preoccupation with healthy eating and an increase in the number of people adopting a vegan lifestyle are two of the most noticeable trends in society at the moment. Additionally, employment opportunities are a facet of society that needs to be considered. Retailers such as Tesco are feeling the effects of shifting cultural norms in the grocery store industry. 
   There is a lack of knowledge on people's long-term eating behaviours, despite the fact that it is essential to conduct study on the rate at which individuals consume food (Aiello et al., 2020). However, as we have seen, it is possible to predict the consumer behaviour to a great extent. Under these conditions, a firm is obligated to take into consideration the social and behavioural elements. The current pandemic has driven people to keep up a strong immune system and preserve good health, which is one of the causes of the craze for nutrient-dense meals. The social aspect of the surrounding environment is also influenced by cultural movements that are a direct result of the increased variety of consumers that has resulted from the expansion of globalisation. A recent innovation is the concept of a shared supermarket, which, in order to deal with unsold inventory, lowers the pricing of those things. In light of the rising unemployment rate, Tesco might provide more people jobs and consider expanding its workforce in order to enhance its business operations. 

 Technological 

  A number of aspects connected to the use of technology: Technology has risen to the top of the food chain in today's business world. Technology fosters innovation, reduces expenses, increases competitive advantage, promotes greater client acquisition rates, and makes daily operations much simpler. Technology also makes it much easier to carry out operations. Technology plays an increasingly important role in the success of modern businesses like Tesco, who have long recognised this trend. 
   Numerous studies have been commissioned to investigate the significance and impact of technology in enabling Tesco to acquire market relevance and competitive advantages (Alexander, 2020). These studies will look at how technology has helped Tesco to achieve market relevance. Tesco has embraced new forms of technology, one example of which is the introduction of the Clubcard, which was one of the innovative technical advances made by Tesco. They also maintain an extremely busy online storefront, which has been of great assistance to them in maintaining their customer base throughout the pandemic. In addition to this, they have collaborated with Amazon Go to launch a zero-checkout process, which will assist customers in exiting stores in a more expedient manner. Some of the productive technological measures that Tesco PLC has taken include the ones listed above. 

 Legal 

  Among the legal considerations are laws pertaining to data privacy, gender discrimination, safety and security, and human rights. In recent years, the subject of ensuring that women receive equal compensation to men has become an increasingly urgent one. In a relatively short amount of time, both the Supreme Court of the United Kingdom and the Court of Justice of the European Union came to the conclusion that women should receive equal pay for equal labour (Fredman, 2021). These are some rules that businesses and other organisations ought to follow in order to avoid getting into legal trouble while going about their daily operations. 
  Concerns over age and gender discrimination have been a source of stress for Tesco ever since the company was called out for allegedly showing favouritism towards older and female staff five years ago. They were also liable for sanctions for failing to produce an accurate financial report, which was required of them. Equal remuneration is a concept that is currently extremely unlikely to be implemented by the company. It's possible that these are the most significant flaws the company has. 


Environmental  

   Individuals in this day and age are particularly concerned about the environment as a result of the increasing number of individuals who are becoming conscious of our collective responsibility for the environment. According to Jones and Comfort's research from 2020, key merchants such as Tesco, Sainsbury's, and ASDA have demonstrated that they comprehend the significance of climate resilience. Variables such as the rate of climate change and the carbon footprint of corporations may have an effect on an industry that is uninformed of its responsibility regarding sustainability. 
   Throughout its history, Tesco has always placed a high priority on being environmentally responsible. They considered different approaches to recycling. The recycling of plastic is the primary activity of the company. By acting in this manner, the company intends to reduce the amount of garbage it generates as well as the amount of non-recyclable plastics it uses. In addition to this, they are working to demolish illegal fishing vessels in the hopes of reducing the danger that is posed to marine life. Because of this, they are able to successfully improve the surrounding environment. 
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[bookmark: _Hlk143023550]  In order to assess the internal environment of a company, a SWOT analysis is conducted. According to Phadermrod, Crowder, and Wills (2019), the SWOT analysis is one of the most extensively utilised analytical techniques. It helps in the production of new ideas as well as the planning of strategic moves. The acronym "SWOT" refers to the internal dynamics of an organisation, including its "strengths," "weaknesses," "opportunities," and "threats." Since its inception, Tesco PLC has been able to successfully maintain its market-competitive position with the assistance of its internal environmental variables.

Strengths:

- Tesco has been at the top for a significant amount of time and has been honoured with a number of accolades for outstanding performance in the retail industry.
- According to UKessays.com (2020), it is often recognised as the most successful supermarket in the world and holds the title of the largest retailer on a global scale.
- The company is able to weather all conceivable kinds of business cycles because it has significant financial reserves as well as undeveloped real estate.
 - These are the kinds of safety nets that can assist the company in surviving difficult times. One more significant advantage enjoyed by the corporation was its capacity to keep pace with rapidly developing fields of technology.
 - The company is present in a variety of retail formats, which are a reflection of the many different kinds of nations in which it operates. As a result of this, they have been able to step up their game and become a formidable competitor in the worldwide retail market.

Weaknesses:

- Several different legal actions in the form of litigation caused damage to the reputation of the brand (MBA Team, 2021).
- Tesco has not been successful in these less developed countries for some reason. Tesco has a number of stores, however as of late, they have been performing quite poorly. 
- Tesco has a large and devoted customer base in the United Kingdom, which is where the company has established its primary foothold. Many important factors from the outside world are thought to be responsible for this problem.
- Tesco has been under a lot of pressure as a result of the competitive nature of the price market. The company has earned a stellar reputation for being able to provide products at competitive prices. Partisan disagreements, on the other hand, have had a negative impact on the profit margin of the corporation.
- Tesco most likely does not conduct as much market research before to expanding into new countries because their retail model is not operating as well as was predicted in some of those countries.
- The company incurs significant inventory costs due to the fact that consumers do not always purchase the entire range of products that the brand predicts they would buy. This illustrates a lack of precise estimates regarding the behaviour of customers.
- It is unlikely that the company will experience significant expansion in the near future given that all of its sales efforts are concentrated on the market in the United Kingdom.

Opportunities:

- This company has various opportunities to interact strategically with other companies in the industry. This can be of assistance to the company in increasing its benefits.
- It is possible that the corporation will seek into forming collaborative ventures in the countries in where it is based before it becomes well-known on its own. The development of superior market research strategies is possible through the use of collaborative partnerships.
- According to Bhasin (2018), Tesco is able to make strategic acquisitions because of the significant expenditures it has made to improve its operations. Why Tesco has historically invested in research and development, and why it should continue to do so going forward.
- Tesco is able to look for brands that can assist them in gaining access to the technology and building the technology if it is required. It will help the company maintain its advantage over other businesses in the industry. In addition to this, it will help the most recent technology that the organisation has developed become even better.
- Tesco might look at the areas of the private label industry where there is room for growth and improvement.

Threats:

- The United Kingdom and the European Union were forced to put their free trade agreement on hold after Brexit and the prospect of a Brexit with no deal (Biznewske.com, 2021).
- There is a continuing risk to the market share and profitability of the company from a variety of economic factors, including recessions and other challenges.
- Tesco's primary competitors in the market include stores such as ASDA, Sainsbury's, and Morrison's, to name just a few. In addition to this, they have a significant customer base and are rapidly evolving into retail goliaths. Tesco must, as a result, continuously enhance its products and services if it is to avoid losing customers.
- Despite the efforts of the corporation to reduce product prices, global commodity prices are increasing, which restricts the variety of items that customers can buy as a result of this trend.
- Tesco is subject to immediate repercussions whenever a country's legislation is violated, and the number of corporate rules only continues to increase on an annual basis.
- Even the company's raw materials are increasing in price, which has a direct bearing on how the business produces its goods.
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The STP of Tesco

  STP is an abbreviation that stands for "segmentation, targeting, and positioning." This strategy is used by marketers to assist them in making decisions concerning their final product in the market that will assist in accelerating the growth of their organisation. The STP model places an emphasis on the commercial effectiveness of an organisation by selecting the most important segments for each segment and providing assistance in the development of the promotion and marketing mix for each segment (Hanlon, 2021).
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The approach to market segmentation that Tesco takes is one that is recognisable, significant, measurable, and approachable.

Measurable: Tesco's market share can be broken down into categories by determining the percentage of customers that utilise their club cards. Utilising the Club Card allows the company to determine the aggregate spending power of its clientele.

Recognisable: Because their products are unique in comparison to those of other businesses, we can say that they are distinguished. Tesco is distinguished from its competitors by the exceptionally low prices at which it sells its products.

Significant: Tesco's wares can be obtained through traditional retail locations as well as through the company's online shopping portals. It is therefore safe to conclude that their items are available at reasonable prices.

Approachable: Tesco Finest is the name of the upmarket division of the firm. This strategy is essential since it entices clients to purchase from a high-end market.
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  Putting a company's attention on the appropriate demographic can boost both sales and profits. To keep up with the competition in the market, this strategy is essential. Tesco uses a marketing approach known as mass marketing in an effort to attract a diverse range of customers. In addition to this, they also use targeted advertising, in which specific consumer groups are included. After that, specific marketing mixes are utilised in order to focus on these specific demographics. Tesco makes it a priority to adjust its targeting strategies in accordance with the shifting requirements of the company.
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  According to Mindtools.com (2021), the purpose of the very last phase is to select a market positioning for the product that would allow it to attract the most profitable consumer segments. Because Tesco is a store, standing out from the competition can be difficult for them. Because the vast majority of other retailers provide the same products, Tesco's principal strategy for standing out is to provide lower prices than its competitors. In addition to this, in order to maintain their current clientele, they provide loyalty programmes for their customers. A consumer who makes many purchases is rewarded with additional points under one of their programmes, which is a point-based system. The bargains and discounts that consumers obtain as a result of these points can be applied to purchases that they make in the future.
  Tesco PLC's STP strategy contributes to the development of powerful marketing mixes, which in turn enables the company to continue to be relevant in its target market. Tesco's ability to maintain their level of success despite the presence of other competitors and its leading position in the market is evidence that the company is exercising good judgement.
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   Product, place, price and promotion are the four aspects of marketing that make up the "four Ps." All of these elements come together to form what's called the "marketing mix," and they collaborate to devise strategies that boost a company's profits. A description of Tesco PLC's marketing mix is provided in the following paragraphs.

Product:
  The "product" being discussed here is the finished good manufactured by the business and distributed to customers via retail outlets. Tesco has a wide selection of products, which include but are not limited to food, fashion, books, technology, home goods, health care, and many other items (Shashtri, 2021). One of the product tactics that Tesco utilises to appeal to a wide range of customers is the company's extensive product selection. These consumers are separated into a number of distinct groups, and the process of segmentation enables each of those segments to devise distinctive strategies for achieving their optimal level of benefit. They have a number of different product lines because they want to achieve segmentation in a variety of ways.

Place:
  Tesco operates a variety of well-known physical stores as well as a busy online store. Tesco has seen an increase in sales on their online platform as a result of the outbreak; nevertheless, the company has been unable to generate a profit as a result of the products that they sell. Sell products or services that are in high demand all the time. Additionally, the various departments in the retail establishments are isolated from one another. It is reasonable to assume that Tesco Superstore only provides a limited selection of low-priced goods and services because it is known as a store that sells items at low prices.

Price:
  The primary goal of Tesco's pricing strategy is to offer customers the lowest possible prices on all of their merchandise. Because of the rapid pace at which the retail industry evolves, the pricing strategy needs to be regularly revised and revised again. Tesco PLC has made the decision to pursue a strategy that focuses on maintaining competitive prices. In spite of the fact that they preserve competitive pricing, they do not compromise the products' level of quality in any way. Because of this, they are able to keep their dominant position in the market.

Promotion:
  The marketing mix is also the foundation for the product promotion strategy that a company implements. Tesco uses a number of different distribution methods for its promotions in order to reach the greatest number of potential customers. In addition to that, they use promotions within the store itself. Customers are provided with free samples of new products whenever possible in the hope that this will encourage them to make a purchase. Tesco's marketing strategies have been highly successful, which has assisted the company in increasing its share of the market. It is possible to reach the conclusion that the marketing strategy employed by the organisation is robust, astute, and fruitful.



[bookmark: _Hlk141205098]



Conclusion

   One can get the conclusion that the epidemic caused by COVID-19 has had an effect on enterprises all across the world. Tesco, on the other hand, has been able to make it through the pandemic, in part because it is involved in the retail industry. Because retail firms sell items on a daily basis, the lockdown had little effect on the businesses' operations. By conducting both external and internal assessments, a number of the company's strengths and shortcomings, in addition to its defences against threats and vulnerabilities, were uncovered. It is common knowledge that the company is capable of mitigating risks should they actually occur.
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