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[bookmark: _Toc132302275][bookmark: _Toc133331271]1. Introduction
Shell Plc is one of the largest oil and gas companies in the world. It is headquartered in the United Kingdom and operates in more than 70 countries around the world. The company engages in the exploration, production, refining, marketing, and distribution of oil and gas. It also has a strong presence in renewable energy sources such as wind and solar. Internal analysis involves evaluating the company's resources and capabilities, such as its financial and organizational structure, its management team, and its operational processes. By conducting an external and internal analysis of Shell Plc, the company can identify opportunities and threats in the market, understand the competitive landscape, and assess its ability to respond to changing market conditions.
[bookmark: _3mv62yibmopz][bookmark: _Toc132302276][bookmark: _Toc133331272]2. PESTLE Analysis
	Factors
	Analysis

	Political
	Political stability index- 0.54 points in 2021 (United Kingdom: Political stability, 2021); Implications of Brexit;

	Economic
	Increment of GDP in 0.3% in the UK (Gross Domestic Product (GDP), 2023).

	Social
	£32,300 is the average household income of the UK (Income and wealth, 2023)

	Technological
	The market value of the tech sector of the UK is $1 trillion.

	Legal
	The UK abides by the Data Privacy Act, 2010.

	Environmental
	The company has to follow the Environmental Act, 2021 (Environment Act 2021, 2022)


Table 1: PESTLE Factors
Source: Created by the author
[bookmark: _Toc132302277][bookmark: _Toc133331273]2.1 Political 
Shell Plc operates in a highly regulated environment with many laws and regulations governing its operations. Political factors can have a positive or negative impact on the operations of a business. Favorable political factors for Shell Plc include favorable tax policies, access to funding, and a supportive government (Thomas, et al., 2023). Unfavorable political factors for Shell Plc include restrictions on foreign ownership, uncertainty due to changes in government, and restrictions on the production and sale of oil and gas products. 
[bookmark: _Toc132302278][bookmark: _Toc133331274]2.2 Economic
The economic environment of Shell Plc is affected by global economic conditions, such as the current COVID-19 pandemic. Favorable economic factors for Shell Plc include access to low-cost labor and resources, low interest rates, and the potential for increasing demand for its products (Georgieva & Abdelazim, 2020). Unfavorable economic factors for Shell Plc include the possibility of higher costs due to inflation, the potential for decreasing demand for its products, and the potential for increased taxes or other costs. 
[bookmark: _Toc132302279][bookmark: _Toc133331275]2.3 Social 
The social environment of Shell Plc is affected by social trends, such as increased environmental awareness, increasing demand for renewable energy, and increasing awareness of the importance of corporate social responsibility. Favorable social factors for Shell Plc include an increased demand for its products, an increased awareness of its corporate social responsibility initiatives, and a supportive public opinion. Unfavorable social factors for Shell Plc include a decreasing demand for its products, negative public opinion, and an increased focus on environmental, social, and governance issues. 
[bookmark: _Toc132302280][bookmark: _Toc133331276]2.4 Technological
Technological factors can have a positive or negative impact on the operations of a business. Favorable technological factors for Shell Plc include access to advanced technology, the potential to reduce costs, and the potential to increase efficiency. Unfavorable technological factors for Shell Plc include the risk of obsolescence, the potential for cyber-attacks, and the potential for disruption due to technological change. 
[bookmark: _Toc132302281][bookmark: _Toc133331277]2.5 Legal 
Shell Plc operates in a highly regulated environment with many laws and regulations governing its operations. Favorable legal factors for Shell Plc include access to favorable contract terms, protection from liability, and compliance with applicable laws and regulations. Unfavorable legal factors for Shell Plc include the potential for litigation, the potential for new regulations, and the potential for increased fines. 
[bookmark: _Toc132302282][bookmark: _Toc133331278]2.6 Environmental 
The environmental environment of Shell Plc is affected by global environmental issues, such as climate change. Favorable environmental factors for Shell Plc include access to renewable energy sources, the potential to reduce emissions, and the potential to increase efficiency (Hassan, et al., 2019). Unfavorable environmental factors for Shell Plc include the potential for increased costs due to environmental regulations, the potential for increased public scrutiny, and the potential for reputational damage due to environmental issues.
[bookmark: _8vxcb4lhwzct][bookmark: _Toc132302283][bookmark: _Toc133331279]3. Porter’s 5 Forces Model
	Threat of New Entrants
	Low

	Threat of Substitute Products
	Medium

	Bargaining Power of Buyers
	Low

	Bargaining Power of Suppliers
	Medium

	Intensity of Rivalry
	High


Table 2: Porter’s Five Forces of Nike
(Source: Created by author)
[bookmark: _Toc132302284][bookmark: _Toc133331280]3.1 The threat of new entrants
The threat of new entrants for Shell Plc is relatively low due to the high capital costs and technological requirements necessary to enter the market. Furthermore, Shell has strong brand recognition and a long-established presence in the industry. The threat of substitute products is also low, as Shell’s products are distinct from those of its competitors and do not have a close substitute. 
[image: ]
Figure 1: Porter’s five forces
Source: (aids.co.uk, 2021)
[bookmark: _Toc132302285][bookmark: _Toc133331281]3.2 The bargaining power of buyers
The bargaining power of buyers is moderate for Shell Plc, as the company has numerous competitors offering similar products and services. Therefore, buyers have the ability to shop around and compare prices (Irfan, et al., 2019). The bargaining power of suppliers is also moderate, as Shell is not the only company in the industry relying on suppliers. 
[bookmark: _Toc132302286][bookmark: _Toc133331282]3.3 The power of competitive rivalry
The power of competitive rivalry is high as Shell competes with a number of large companies in the industry. Furthermore, the industry is highly competitive, meaning that Shell must continually innovate and differentiate itself from its competitors in order to remain competitive.
[bookmark: _Toc132302287][bookmark: _Toc133331283]3.4 Threat of substitute products
The Porter’s Five Forces Model can be used to assess the competitive environment of Shell Plc and how each of the five forces may affect the company’s performance. The threat of new entrants is low, the threat of substitute products is low, the bargaining power of buyers is moderate, the bargaining power of suppliers is moderate, and the power of competitive rivalry is high (Wood, et al., 2021). Shell must continually innovate and differentiate itself in order to remain competitive in the industry.
[bookmark: _Toc132302288][bookmark: _Toc133331284]3.5 Bargaining Power of Suppliers
Porter’s Five Forces Model is a useful tool to analyze the competitive environment of a business. This model can be used to assess the relative power of five different forces in the market: the threat of new entrants, the threat of substitute products, and the bargaining power of buyers, the bargaining power of suppliers, and the power of competitive rivalry (Appiah, et al., 2020).
[bookmark: _Toc133331285]3.6 Advantage and Disadvantages of Porter’s five forces model
Advantages of Porter’s Five Forces Model:
Provides a systematic framework: Porter’s Five Forces Model provides a systematic framework to analyze the competitive environment of an industry. It considers the key factors that affect competition and profitability, helping businesses to identify opportunities and threats. Useful for strategic decision-making: Porter’s Five Forces Model is a valuable tool for strategic decision-making.
Disadvantages of Porter’s Five Forces Model:
Limited scope: Porter’s Five Forces Model has a limited scope as it only focuses on the external factors that affect competition. It does not take into account internal factors such as a company’s culture, leadership, or capabilities.
Overlooks industry interdependence: This model overlooks the interdependence of industries and the impact of external factors such as macroeconomic conditions or political events.
Assumes rational behavior: The model assumes that all stakeholders in the market behave rationally and have complete information about the market. In reality, stakeholders may have incomplete information or act irrationally, which can affect competition and profitability.
[bookmark: _mkfmt21a4kxd][bookmark: _Toc132302289][bookmark: _Toc133331286]4. SWOT Analysis
Shell Plc is an oil and gas company which is one of the largest companies in the world. It is a major player in the global market, with operations in more than 90 countries. The company has a wide range of products and services, including exploration and production, refining, marketing, and distribution. Shell Plc has a strong brand presence and is well-positioned to benefit from emerging markets such as clean energy and renewable energy.
	Factors
	Description

	Strengths 
	· strong capital reserves
· strong brand presence
· development program

	Weaknesses 
	· complex corporate structure
· company’s operations are exposed

	Opportunities 
	· increase its presence in emerging markets
· expand its research and development program

	Threats 
	· volatility in oil and gas markets
· environmental regulations 
· legal restrictions


Table 3: SWOT analysis
(Source: Created by author)
[bookmark: _Toc132302290][bookmark: _Toc133331287]4.1 Strengths
Shell Plc has a strong financial position with strong capital reserves. It has a strong presence in the global market and is well-positioned to benefit from emerging markets. The company has a strong brand presence and is recognized as a reliable supplier of high quality products and services (Aleksandrenok, 2021). It has a strong research and development program and is actively involved in developing new technologies. 
[bookmark: _Toc132302291][bookmark: _Toc133331288]4.2 Weaknesses 
Shell Plc has a large and complex corporate structure which may be difficult to manage. Additionally, the company’s operations are exposed to volatility in oil and gas markets. It may also face difficulty in competing with other large oil and gas companies.
[bookmark: _Toc132302292][bookmark: _Toc133331289]4.3 Opportunities
Shell Plc has the opportunity to increase its presence in emerging markets and capitalize on the growth in the clean energy and renewable energy sectors. The company has the opportunity to expand its research and development program and develop new technologies (Ofomata & Daniel, 2021). 
[bookmark: _Toc132302293][bookmark: _Toc133331290]4.4 Threats 
Shell Plc is exposed to volatility in oil and gas markets. It may also face competition from other large oil and gas companies. Additionally, Shell Plc may face challenges from environmental regulations and legal restrictions.
[bookmark: _tkn8z48pevqn][bookmark: _Toc132302294][bookmark: _Toc133331291]5. Segmentation, targeting and positioning                                     
Segmentation, targeting and positioning are integral elements of any successful marketing strategy. Shell Plc, as a global energy company, has adopted comprehensive market segmentation, targeting and positioning (STP) strategy.
[bookmark: _Toc132302295][bookmark: _Toc133331292]5.1 Segmentation 
Shell Plc divides its customers and markets into different segments based on their needs, preferences, and buying behaviour. These segments can be geographic, demographic, psychographic, and behavioural (Braunroth, et al., 2020). For instance, Shell Plc has segmented its customer base by income level, age group, lifestyle, and professional background.
[image: ]
Figure 2: STP Model
Source: (slidesalad.com, 2021)
Psychographic Segmentation: dividing the market based on customers' lifestyle, personality traits, and values
Behavioural Segmentation: dividing the market based on customers' purchasing behaviour, such as usage rate, brand loyalty, occasion-based, and benefits sought
Occasion-based segmentation: targeting customers based on occasions such as Christmas, Valentine's Day, or Thanksgiving Day
Benefit Segmentation: dividing the market based on the benefits customers seek from a product or service.
[bookmark: _Toc132302296][bookmark: _Toc133331293]5.2 Targeting
Once the segments have been identified, Shell Plc determines which segments it wants to focus on and develop strategies to target them. For instance, Shell Plc has identified certain segment groups such as electric vehicle owners, millennials, and business customers as potential targets.
[bookmark: _Toc132302297][bookmark: _Toc133331294]5.3 Positioning
After segmenting and targeting, Shell Plc develops a positioning strategy based on the characteristics and needs of each target segment. This includes the product or service offerings, pricing, and promotions (Liu, et al., 2022). For instance, Shell Plc offers the Shell Go+ loyalty program and electric vehicle charging services to its target segments.
[bookmark: _Toc132302298][bookmark: _Toc133331295]6. Marketing Mix Strategies (7Ps)
The 7Ps of marketing is an important tool used by businesses to analyze and create comprehensive marketing strategies. Shell Plc, a global oil and gas company, has used the 7Ps of marketing to effectively position itself in the marketplace. 
[bookmark: _Toc132302299][bookmark: _Toc133331296]6.1 Product
Product: Shell has an extensive product portfolio that includes a wide range of fuels, lubricants, and chemicals (Leboo, 2020). They also have a retail division, which provides c Shell's brand strategy revolves around creating a recognizable and trustworthy brand that is associated with quality and reliability
They focus on physical evidence, such as gas stations and convenience stores, to create brand awareness and reinforce their brand values. Shell also emphasizes process and people, striving for efficient operations and highly skilled employees dedicated to excellent customer service.Their brand strategy aims to create a positive image of the brand in the minds of customers and reinforce their reputation for quality and reliability convenience stores and gas stations. 
[bookmark: _Toc132302300][bookmark: _Toc133331297]6.2 Price
Price: Shell has adopted a pricing strategy that is competitive in the marketplace. They have used a combination of discounts, promotions, and loyalty programs to ensure that their prices remain competitive.
[image: ]
Figure 3: Marketing 7P’s
Source: (skillsyouneed.com, 2021)
[bookmark: _Toc132302301][bookmark: _Toc133331298]6.3 Promotion
Promotion: Shell has used a variety of promotional strategies to reach their target audience. They have used television and radio advertising, as well as digital and print media. They have also used sponsorships and public relations to create brand awareness.
Shell sponsors events and organizations such as the Shell Eco-marathon and Formula One teams to increase brand awareness.
Public relations are used to promote Shell's corporate social responsibility efforts and address issues related to their operations. The company aims to make responsible business decisions and showcase their dedication to environmental protection. Through their advertising campaigns, Shell wants to establish a reputation as a trustworthy and dependable brand.
[bookmark: _Toc132302302][bookmark: _Toc133331299]6.4 Place
Place: Shell has a large global presence with operations in over 70 countries. They have strategically placed gas stations and convenience stores in areas where they can reach their target audience.
[bookmark: _Toc132302303][bookmark: _Toc133331300]6.5 People
People: Shell has a team of highly skilled and dedicated employees who are committed to providing excellent customer service (Maheshwar, 2022). They also have a team of marketing experts who are responsible for developing and executing effective marketing strategies. Being a larger corporation may have a team of 50 or more in a marketing team. And in customer service team of a larger corporation may have a hundreds or even thousands.
[bookmark: _Toc132302304][bookmark: _Toc133331301]6.6 Process
Process: Shell has developed a process to ensure that their operations are efficient and effective. They have implemented systems and processes that allow them to effectively manage their supply chain and ensure that their products are of the highest quality. 
[bookmark: _Toc132302305][bookmark: _Toc133331302]6.7 Physical Evidence
Physical Evidence: Shell has established a recognizable brand that is associated with quality and reliability. They have also created a strong presence in the marketplace with their gas stations and convenience stores, as well as their digital and social media presence. 
[bookmark: _jf1segacqyf0][bookmark: _Toc132302306][bookmark: _Toc133331303]7. Role of Marketing
Shell Plc is a multinational oil and gas company with over 100,000 employees in more than 70 countries around the world. It is one of the world’s largest companies and is a leader in the energy sector. In order to remain competitive, Shell Plc has engaged in a variety of marketing activities in order to remain visible and drive business growth (Rangaswamy, et al., 2020). 
[image: ]
Figure 4: Marketing of Shell Plc
Source: (shell.com, 2022)
[bookmark: _Toc132302307][bookmark: _Toc133331304]7.1 Traditional marketing
Traditional marketing strategies used by Shell Plc include television, radio, print, and outdoor advertising. These strategies are used to reach a wide range of consumers and to build brand recognition. In addition, promotional activities such as discounts, giveaways, and special offers are used to drive sales and create loyalty among customers.
[bookmark: _Toc132302308][bookmark: _Toc133331305]7.2 Digital marketing
Digital marketing has also become an important part of Shell Plc’s marketing efforts. This includes the use of social media platforms, mobile applications, and other digital channels to reach a wider audience. Digital marketing helps to build relationships with customers as well as create brand loyalty (Crouzet, 2019).
Marketing plays an important role for Shell Plc. Through a variety of marketing strategies, the company is able to reach a wide range of customers and build brand awareness and loyalty. By developing a comprehensive marketing plan and continually tracking and measuring customer interactions, Shell Plc is able to ensure that it remains competitive in the energy sector.
[bookmark: _Toc132302310][bookmark: _Toc133331306]8. Recommendations 
The Ansoff Matrix is a strategic planning tool that helps businesses determine their product and market growth strategy. It provides four different growth strategies: Market Penetration, Market Development, Product Development, and Diversification.
For the two strategies you mentioned, "bar" and "recommendation," it is not entirely clear what they refer to. However, here are two hypothetical examples of how they could be applied using the Ansoff Matrix:
Bar:
Market Penetration: One strategy for a bar could be to increase sales of its existing drinks menu. This could involve offering promotions or discounts to encourage customers to come back more frequently or to bring in more customers.
Product Development: Another strategy could be to expand the drinks menu to include new and unique offerings. This could attract new customers and also encourage existing customers to try new things.
Market Development:
· Expand into new markets beyond the current industry.
· Target new customer segments or regions.
· Offer existing products or services to new markets.
· Increase market share by capturing a larger portion of the market.
Diversification:
· Expand product or service offerings to related but non-competing areas.
· Develop new products or services that complement the existing business.
· Explore new business models to diversify revenue streams.
· Enter new industries that are synergistic with the existing business.
[image: Ansoff Matrix]
Figure: Ansoff Matrix
Source: (Bhasin, 2019 )
[bookmark: _Toc132302311][bookmark: _Toc133331307]8.1 Opportunity to marketing strategy
The analysis highlighted opportunities to diversify Shell Plc's marketing strategy geographically, particularly in expanding markets such as China and Africa. Doing so would help the company to tap into new customer segments and increase its global presence. 
[bookmark: _Toc132302312][bookmark: _Toc133331308]8.2 Data analysis technology
The analysis also highlighted the need to leverage data analytics technology to gain deeper insights into customer preferences and behaviour. This will help the company to better understand customer needs and adjust its marketing strategy accordingly (Leboo, 2020). The analysis revealed the need for Shell Plc to utilise cutting-edge technologies such as AI and machine learning to improve efficiency and productivity.
[bookmark: _Toc132302313][bookmark: _Toc133331309]8.3 Brand image
The Internal and External Environmental Marketing Analysis of Shell Plc has identified several areas of improvement and potential growth opportunities for the company. By focusing on improving its digital marketing efforts, diversifying its marketing strategy, leveraging data analytics, and strengthening its brand image, Shell Plc can ensure its future success.
[bookmark: _4qr2o6cum9cg][bookmark: _Toc132302314][bookmark: _Toc133331310]9. Conclusions
Shell Plc is a multinational oil and gas company that operates in more than 70 countries across the world. To remain competitive in the market, Shell Plc has to continuously monitor and assess the internal and external environment in order to understand the changing trends in the industry. The internal environmental analysis includes a review of Shell Plc’s resources, capabilities, and strengths and weaknesses. The external environment includes a thorough analysis of the market, competitors, economic conditions, technological developments, political, and legal regulations, and social and cultural factors. This analysis helps Shell Plc identify the opportunities and threats in the market and develop strategies to capitalize on the opportunities and mitigate the risks. Shell Plc can also use the analysis to identify and develop new products, pricing strategies, and distribution channels to remain competitive in the market.
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