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Evaluation of the marketing principles of Tesco will be incorporates within this report. It is essential to demonstrate basic research in order to understand consumer value, the process of marketing products and enterprises, and the method of constructing robust connections between a company and its clients. The external and internal analysis of Tesco will be represented within this assignment in order to highlight their position during the pandemic. 
[bookmark: _Toc112610090]Tesco Company Background
Tesco is a retail firm that has its headquarters in London, in the United Kingdom. Jack Cohen began the enterprise in the year 1919 in the district of Hackney in London. In 1931, Barnet witnessed the inauguration of its first retail store. Tesco is an international retail organisation that today has outlets situated in over one hundred countries over the globe. The United Kingdom is home to the company's principal administrative offices. The most current numbers suggest that the body that is responsible for the generation of new job possibilities already has roughly 450,000 people. In addition to selling a great range of products in its supermarkets located all over the globe, it also provides a broad array of services, such as financial services and telephone services, in its locations all over the world. Tesco raises the bar for operational excellence, which ultimately results in a rise in the amount of productivity a company achieves as a whole (Successstory.com, 2021). Tesco deals with over 80 million customer inquiries and complaints every single week. This equates to 66 customers being served every second and a revenue of over 141,000 pounds being generated per minute thanks to sales (Parker, 2019).
[bookmark: _Toc112610091]Marketing concepts
The collection of duties that are concerned with organising the flow of goods and business from the producer to the end user is referred to as Marketing concepts. Tesco, being the biggest retailer in the UK, presents a huge challenge. It has a preponderant share of the retail market in Europe and is thus the industry leader. Tesco will have a considerable edge over its competitors as a result of the efficacy of its business operations and the manner in which it applies important marketing concepts. Specifically, this advantage will come as a result of Tesco's ability to implement these ideas.  The basic objective of marketing is to facilitate and stimulate participation in economic exchange. People and organisations are able to get the things that they need by making purchases of commodities and services via marketing, a process that also makes collective management easier. Marketing is characterised as the process of developing strong and loyal connections with customers as well as offering value for end users, who are referred to as consumers. Marketing process encompasses a range of ideas, such as requirements, desires, requests, value, and satisfaction. Marketing is about responding to the needs and desires of consumers. Without a comprehensive understanding of its internal and external surrounds, as well as its strengths, weaknesses, opportunities, and dangers, it is difficult for a firm to analyse its current status and the demands of its consumers. Thus, Tesco is able to introduce its new goods and services and implement the marketing strategy and tactics it has devised via scenario planning and analysis. Marketing also oversees the segmentation, targeting and positioning of products depending of what the main customer group is. In an attempt to influence more customers in the direction of its own supermarket brand, Tesco applies price positioning to a wide range of its own brand goods. 
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[bookmark: _Toc112610093]Product Strategy of Tesco
Tesco offers a diverse range of products and services at the time, all of which may be obtained via several product lines. In addition to other items, it includes things like monetary services, electronic products, clothing, gastronomy, and cosmetics. At the moment, the business has 1600 product lines that can be found in the Tesco Finest and Tesco Value categories of groceries and other goods. Tesco has also centred their business strategy on the healthier lifestyle trends, and as a result, they have produced a selection of healthier foods, supplements, and ready-to-eat alternatives that may help consumers achieve a balanced diet (McKenzie, 2020). Tesco also has its own clothing line, known as Tesco Clothing, which features a wide variety of outfits that can be purchased and changes depending on the kind of store that customers most often visit.
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Tesco is using a cost leadership pricing strategy in order to provide customers with an extensive product range at costs that are comparable to those offered by other retailers. With the help of this tactic, the company is able to keep the cost of its wares at a low level while yet preserving a high degree of product quality. In addition, the organisation is able to accomplish this goal without compromising the overall quality of the products it sells. The most significant drawback of this strategy and technology is that it may put pressure on the position of the firm as a result of the fact that competitors may provide new products or have production techniques that are less expensive. This may be the case as a result of the fact that competitors may provide new products or have production techniques that are more efficient. This may be the case because rivals may supply new items or have manufacturing procedures that are less costly. Additionally, this may be the case because competitors may provide new products. A new price strategy has been developed as a reaction to the more competitive pricing competition as well as the rising cost of living. This is being done in response to something. Through the implementation of this method, individual households will get aid in making new product purchases, which will, in turn, result in a reduction in their overall spending. Tesco engages in aggressive competition with other retail establishments so that it may provide items of the same quality but at much lower rates.
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The majority of the time, the large chain supermarkets in the United Kingdom, such as Tesco, Asda, Sainsbury's, and Waitrose, stock the same assortment of items. Both of these businesses are aware that customers are likely to be dissatisfied to a great degree if they are unable to get their preferred flavour in the store where they normally shop for their products. As a direct result of this, they put out all possible effort to ensure that all of their wares are physically stocked at retail locations to the greatest degree that is practically possible. Tesco has to make it simpler to sell their items via online channels by introducing streamlined door-to-door delivery options. In addition, their brick-and-mortar shops have to be easily accessible near bustling workplaces or institutions, preferably in locations that are somewhat far from the heart of the city.
[bookmark: _Toc112610096]Promotion strategy of Tesco
Tesco runs their business with the image of their brand front and centre in all they do. They begin promoting and selling their goods under their own brand name, with the primary focus being placed on supplying items of greater quality at prices that are more affordable. The corporation has, up until this point, been attempting to increase sales of its products via the use of more traditional marketing strategies. The business is aware of the rising relevance of digital marketing, and as a consequence, they have started to increase the amount of work they put into marketing on social media platforms. This course of action was a brilliant business choice on the part of Tesco since it has benefited the company in being recognised not only with its own brand of things but also with its more affordable price. Tesco is now engaged in commerce with a broad variety of product categories. Some of these product categories are shown below; however, they also cover items like fashion, home appliances, and financial services (M Rahman, 2017). Additionally, the company is working to increase the number of followers, likes, and reaches for its pots on various social media platforms like as Instagram, Facebook, and Twitter.
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The concept of Porter's Five Forces, which examines the advantages and disadvantages of a particular firm in terms of their external business environment.
Threat of new entrants
Businesses are obligated to conduct an exhaustive analysis of the risk posed by new entrants. If the new company firm is able to enter a new market sooner than the existing business firm, the latter will be placed in a vulnerable position. Because it is very simple for a new company to join an existing market, the existing company may see a decline in both its operational profitability and its market share. Tesco needs to conduct a comprehensive investigation into these concerns. It is possible for the company to get a competitive advantage by offering its customers better products.
Threat of new alternatives
The levels of other types of competition are being brought down to an even lower degree as time goes on. Tesco, on the other hand, is renowned for offering only product lines that are of the highest quality, which provides it with an advantage in the market despite the fact that it is so competitive. Therefore, the degree of competition that Tesco faces from a variety of different suppliers will not dramatically affect the day-to-day commercial operations of the business. This is because Tesco is a very large and successful company (Team, 2022).
Supplier negotiating power
When managing a company, it is essential to maintain a careful eye on the many providers the organisation utilises. The corporation is required to give careful attention to a variety of aspects before settling on a provider. These aspects include, but are not limited to, the consistency of the flow of raw material supply, the commitment of suppliers, and the expense of providers, amongst others. When there are fewer firms than suppliers, suppliers have greater influence in negotiations, and the opposite is true when there are more suppliers than companies. Tesco has to pay close attention to the bargaining power of its suppliers if it wants to bring its operational expenditures down.
Threat of competitors
During the time period of Covid 19, the strong competitive pressures from market competitions for Tesco products. Companies that sell the same items as their rivals and pursue customers in consumer markets with comparable demographics are referred to as competitors (Bordean, Borza, Nistor, and Mitra, 2017). The company is obligated to do a study of the goods and services provided by its rivals, as well as an examination of their marketing strategies, product varieties, quality benchmarks, and growth rates. Tesco will be in rivalry with local businesses, and it is vital for the corporation to analyse the brand loyalty of its current customers in order to prepare for this battle (Nielsen, 2017). Innovative marketing strategies are one way that companies are attempting to differentiate themselves from their rivals and secure a place of prominence within their respective industries. In addition, the many competitors are engaged in intense pricing competition with one another, which often leads to economies of scale for the respective businesses.
Customers bargaining power
Because of the high degree of competition, the firm will need to overcome challenges and make due with a lower profit margin in order to survive (Ansoff et al., 2018). Tesco may decide to include more features and traits in its offerings in order to differentiate its products from those of its rivals and make it less necessary for consumers to negotiate lower pricing. In addition, this will allow Tesco to better meet the needs of its customers. The fact that there are a substantial number of competing merchants in the market is an essential feature that has a big impact on the amount of negotiating power that consumers have. Because the vast majority of the items they sell satisfy the requirements of their clients, they are in a position to choose the retailers that provide the most attractive price reductions.
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When the first instances of covid-19 were reported, the number of infections has been steadily increasing in the United Kingdom (WEF, 2021). The government ordered a lockout of all non-essential establishments, although supermarkets and other grocery stores have continued to function normally throughout the crisis. Tesco will feel the effects of the choices that are taken politically surrounding Brexit and the new COVID-19 regulations. As a consequence of this, the firm will confront greater degrees of uncertainty in a range of areas, such as their capacity to serve the demands and aspirations of their consumers, their supply, and the rules that regulate taxes.
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Tesco is most worried about these items because of the significant influence they are anticipated to have on the company's expenditures, demand, profitability, and pricing. As a result of this, the organisation has a responsibility to remain current on any regulatory changes, such as alterations in tax rate or other variables that can influence the availability of capital. The firm was had to lay off people all over the globe as a consequence of the global recession, the changing value of the dollar and the pound, and the overall reduction in the buying power of money in general. Due to the fact that Tesco has almost thirty percent of the market in the United Kingdom, the nation continues to be of critical significance to the development of the corporation.
[bookmark: _Toc112610101]Social 
According to current trends, customers in the UK have been gravitating toward bulk purchase and shopping at one place. These changes, which may be related to a variety of cultural transformations, have been seen in recent years. People's normal daily routines were disrupted all throughout the pandemic as well as Brexit, in the United Kingdom. As a result of customers purchasing more items in bulk at Tesco during the years that the pandemic was active in an effort to cut down on the number of times they visited the shop, the business was forced to increase the number of retail employees it employed. In addition, there has been a movement in the direction of a trend in consumer preference for organic foods and healthier lives. Tesco is modifying its business practises in order to accommodate the rising demand for organic items because of societal trends. This is in response to the fact that customers increasingly want to buy organic food. Because of the pandemic, consumers' heightened awareness to health issues needs a continual realignment of their priorities around what they eat. This realignment centres on the food they consume. As a result of this, people's purchasing behaviours are becoming more diverse (PESTLE analysis, 2014).

[bookmark: _Toc112610102]Technology
During the epidemic, Tesco's ability to ship food to customers' homes through online delivery was a significant competitive advantage for the company. Customers have benefited from the convenience and simplicity of self-service checkout stations, which has led to a reduction in the expenses associated with manpower. In addition, Tesco has invested a substantial sum of money into the creation of projects that enhance energy efficiency in order to achieve its long-term aim of reducing the carbon footprint that it leaves behind. This goal requires that Tesco reduce the quantity of energy that it consumes.
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The policies of the government regarding taxes, the high unemployment rate, the decreasing currency rates, the falling average salaries, the blows from inflation, and a generally worse standard of life among the firm's customers were all factors that contributed to the devastation of the company. The company's performance has been considerably impacted by the unfavourable growth in sales, in part because of national trade rules and the availability of many product components on international markets. Food Retailing Commission (FRC) proposed in 2004 that a Code of Practice be enacted which Tesco has to abide by in order to function within UK (PESTLE analysis, 2014).
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The firm was also able to improve its environmentally friendly framework because it agreed with the regulations and legislations issued at the time by the government of the United Kingdom to safeguard the environment. These rules and legislations were intended to protect the environment. Tesco intends to decrease its carbon footprint by half by the year 2020 in response to environmental concerns and implement socially responsible practises. Corporate social responsibility can be seen in their decision therefore they are moral and take a good environmental stance.
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[bookmark: _Toc112610106]Strengths
Tesco is a strong adversary due to the fact that it is the biggest retailer in the United Kingdom. It is the market leader in the retail sector throughout all of Europe and has a significant portion of the available market share. When compared to those of other supermarket chains in the United Kingdom, Tesco's revenue and sales are much higher than those of the other supermarket chains. The annual report for Tesco's fiscal year 2021 states that the company's total revenues for the year amounted to £ 57.8 billion (Parker, 2019). The market might be segmented using a wide range of different ways in total. The use of innovative technological practises has a significant impact on the functioning of the business. It is impossible for it to increase its market share and raise its profitability in any other way than by expanding the product and service offerings it now has. Brand loyalty and market share may both be enhanced when a company is recognised by many national and internal sources.
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Tesco may see decreased profit margins as a consequence of its low-cost approach, despite the fact that the business leads the pack in terms of pricing in the United Kingdom. Tesco was given a total of £7.5 million in fines between the years of 2015 and 2017 for selling 67 food goods that had expired, some of which included pizza, flavoured milk, and soup. Tesco's success in the business world was abysmal in both the United States and Japan. Their corporation was unable to effectively manage its operations in the United States and Japan, and as a result, it was compelled to terminate its business in both countries. The ineffectiveness of the company's operations led to a drop of more than 9 percent non yearly earnings for the business in 2018. Because the operational profitability has been going down, it is vital to choose a strategy that is both cost-effective and efficient (Parker, 2019). 
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Tesco may be able to improve its chances of becoming successful if it forges strategic alliances with other businesses that are already well-established. Tesco could expand to other counties and gain even more brand recognition through their loyalty programmes. Tesco will be able to increase the variety of products it sells and appeal to a bigger number of customers as a result of this. Tesco has announced that it would participate in a brand new venture with a considerable number of other businesses as a partner. Tesco recently announced that it will begin matching Aldi's prices on a considerable number of goods; they will continue doing this going forward on the physical and online stores. As a direct consequence of taking this strategy, Tesco now has the potential to gain more market share compared to their competitors.
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External factors, such as government-enacted limits, difficulties with the law and taxes, a scarcity of credit, and economic upheavals, may have an influence on the operational efficacy and performance of Tesco stores in significant areas. Following the discovery of a bag of popcorn that had only been partly eaten at a Tesco location, concerns were raised over the appropriate handling of food and cleanliness practises. Both the company's operations and its capacity to turn a profit are now in peril as a direct result of the issues that the business is experiencing with its supply chain.
[bookmark: _Toc112610110]Advantages and Disadvantages
Tesco was able to build their strategy for online purchase throughout the pandemic, which is one of a number of benefits for the corporation. As it became increasingly obvious how widespread the outbreak caused by the coronavirus in the UK was, the firm decided to adopt four objectives to assist guide the development of its approach. These goals are as follows: safety for all, food for all, support for our workers, and support for communities. E-commerce sales in the United Kingdom increased from accounting for 9 percent of total sales to 16 percent of those sales throughout the course of the first quarter of the fiscal year. People have also increased their loyalty with Tesco as they were a main supplier during the pandemic. The grocery store promptly quadrupled its capacity for online deliveries throughout the course of the year, which resulted in a 77 percent increase in online sales, which amounted to £6.3 billion. Due to buyers staying inside out of fear of contracting the virus over the last three months of the year, 18 percent of all grocery transactions were completed online (Partridge and Butler, 2021).
Tesco had a number of challenges during Covid 19, one of which was a downturn in economic activity in several of its customers' home developing nations, which slowed down the economic development of the company. The expense of providing its 3,628 stores with personal protective equipment (PPE) and other goods linked to safety was £65 million on its own. A total of roughly 50,000 people took temporary jobs at the grocery store during the epidemic, with around 20,000 of those people staying on permanently. Tesco did not consider the prospect of a replacement while making any decisions on management during the COVID-19 pandemic outbreak. This includes decisions on marketing, promotion, and positioning, as well as the allocation of duties for product development and creation. There was a noticeable fall in sales as a result of the consequences (Fleming, 2020).
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In conclusion, the marketing mix plays a significant part in the process of selling new products or services to target consumers of Tesco, as well as their internal and external business environment  analysis. In the course of the research into the interior environment, the macro environmental aspects have been meticulously examined, while in the course of the investigation into the outside environment, the micro environmental factors have been taken into consideration. In this research, a PESTEL analysis, a Porter's five forces analysis, and a SWOT analysis were performed on the scenario of the covid-19 pandemic outbreak for the company Tesco. These analyses focused on the company's strengths, weaknesses, opportunities, and threats.
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