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Abstract
The Covid-19 pandemic has affected business all over the world and the broad range of interrelated issues of business operations are to be evaluated for companies to understand their effects on the business outcomes. The internal and external analysis of Tesco will be done in this report to find out the impact of the pandemic on its business operations. For the marketing manager, understanding the market situation and making customer-driven market strategies would help Tesco to establish profitable relationships. The SWOT analysis is done as a part of the internal analysis; the strength of Tesco is adapting to the customers' needs, weakness is the loss during the pandemic, the opportunity is the growing digital business and the threat is the loss of existing customers during the pandemic etc. The external analysis of Tesco shows that the customer analysis is required to offer the customers the right choices in the online platforms and cater to their needs. A competitive analysis demonstrates that there has been improvement in technology with the introduction of substitute products during the pandemic, which are serving the customers. The environmental analysis shows the behavioural change of the customers and the change of microenvironmental factors like technology, economy and culture, which affects the business operations and activities of Tesco. This paper also discusses how Tesco may recover from losses caused by Covid-19 and attract new clients to the market to increase profits and maintain a stable position in the grocery chain.
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Introduction
Internal analysis is exploring the objectives and process of business to make use of it in business. External analysis is known as describing the factors that can affect the overall activities of a business. The impact of COVID-19 is how this pandemic is changing and affecting the overall activities of the business. Tesco is a grocery chain and retail shop that also face the impact of COVID-19. In this report, the internal analysis of Tesco will be discussed. The marketing process and how it is impacted by a pandemic are also discussed. The marketing policy and the impact of this pandemic are also explained in the report. External analysis and the way it can help to reduce the impact of COVID-19 will also be described in this report. The government support system and how it can put the impact the activities of Tesco will also be shown in the report.















[bookmark: _Toc88738963]Company Overview 
Tesco Plc is known as the top retail chain shop in the world. It was established in 1919 by Jack Cohen. Its main headquarter is in Welwyn Garden City, United Kingdom. They are known as the British multinational grocery and retail merchandise. They are one of the top retail grocery chains in the world when they are measured by revenue. They have a total number of 432,092 employees. Tesco also has many subsidies like Tesco Bank, Tesco Ireland, and mobile. They are giving service to customers to gain their trust and succeed in the market. They also give online delivery of grocery things for their customers. Tesco has a maximum earning and they made a reputation in the UK grocery chain by providing the best service to customers (Muli,20219).




Internal and External analysis of Tesco considers indexing the impact of Covid 19 in this organisation.
[bookmark: _Toc88738964][bookmark: _Hlk88729244]Internal Analysis and impact of covid 19 pandemic in Tesco.
To know how covid -19 has impacted the internal activities of Tesco grocery store we need to understand the marketing process that must conduct to know the impact of the pandemic.
Understanding the processes and stages of marketing.
As a marketing manager, an understanding of the marketing process is very needed to succeed in the industry. There are mainly five processes of marketing. They are explained below:
Understanding market situation and customer demand and needs.
Understanding the customers’ demands and needs are very important to build a pleasant marketing offering and make a strong customers relationship. This help Tesco grocery shop that is a grocery chain in the UK to make a long-trusted customer trust. In the pandemic the impact of COVID-19 was huge and that's why it's important to make strong customers relationship knowing demands and needs (Zhao,2021).
Making customers driven marketing strategies.
As a marketing manager, the focus should be given to specific areas to make marketing strategies. For example, target a market segment to serve customers. After that made a plan of how to serve them especially after the impact of COVID-19. Tesco's marketing department should also design a marketing strategy after the pandemic and select customers to Seve their needs in the target market.to overcome the impact of covid-19 they are trying to make market-driven strategies and it will help them to enter the online market and gain new customers.
Develop an integrated marketing plan to achieve superior value
Tesco grocery chain has faced the impact of COVID-19 in the organisation. that’s why they need to select the strategy that will serve customers and create higher value. After that marketing department makes an integrated plan for target customers (Soon, 2021). So, Tesco should need to make products or services that will serve the customers superior valve in the pandemic to make some profit.
Establishing Profitable Relationships.
Because of COVID-19, the business organisation lost many of its old customers.to overcome that loss, Tesco should use customer relationship management to get profitable customers by fulfilling superior value. Customer relationships will help marketing organisations to gain new customers' equity (Zhao,2021). After the impact of this pandemic, Tesco is trying to make good relations with the customers to overcome loss and make a good profitable relationship.
Gaining Values from Customers
The marketing department wants to get the maximum value from customers by building strong customers relationship and providing superior value. That also helps them to reduce the impact of COVID-19 in the organisation. IT WILL HELP Tesco to understand their online customer more easily to know it has impacted the customer demands and needs by the time past in this pandemic.

The Internal Analysis of Tesco
To understand the impact of COVID-19 internal analysis of Tesco is needed. It will help to find out the marketing process and strength to overcome this pandemic also overall organisation activities that are affected by COVID-19 
For internal analysis, SWOT analysis will be useful to determine what the strength, weaknesses, opportunities, and threats are after the impact of COVID-19 
SWOT Analysis
	Strength
Making cashless transaction process
Understanding customers’ needs
Giving online grocery shopping process

	Weakness
Loss of profit during COVID-19
Tesco has facing new competition in the market.
New uses of digital technology are difficult.


	Opportunities
Tesco has many opportunities to grow such as their digital business having an 80% growth rate.
They are flexible by giving online services.
Providing a safe and secure payment system during the COVID-19.
By opening online services, they are getting new customers.

	Threats
Losing existing customers due to COVID-19
Misused of technology platforms will put a negative impact on customers
Newmarket barriers because of pandemics.
Manufacturing and delivery time increase because of COVID-19 (Sangwa,2017).





Tesco's marketing policy as per the impact of COVID-19.
Marketing policies are the rules and procedures for doing marketing activities to gain customers. Before the pandemic Tesco's marketing policy was different. Then they were trying to maintain as much as physical customers and follow the traditional marketing system. But after the COVID-19 broke out and its impact has affected Tesco's activities, then their marketing policy also got changed. They shift from the traditional way to a digital platform where customers order online and they deliver their products are their doorstop (Soon, 2021). The change in marketing policy helped Tesco to enter the new technology-based business system and gain new customers. They change their marketing policy by changing poster advertising to online advertising so that customers can get ideas about new discounts and product offers. The impact of COVID-19 on Tesco's profit margin is affected so they change their marketing policy to enter the new market and redevelop their market position. The impact of the pandemic in business activities is very high and that's why Tesco changes their marketing policy and try to overcome the loss because of covid-19 and gaining more customers' trust by the digital platform. So, this policy part will help Tesco to understand their internal marketing part and make use of it to make new progress to enter the digital market from the traditional market after the pandemic (Jelassi,2020).
[bookmark: _Toc88738965]Marketing Mix and the Impact of COVID-19 to Tesco Plc.
For internal analysis organisations need a marketing mix that is known as 7ps. Tesco marketing mix laws have been compared with other retail companies after the impact of the pandemic. It is mainly made by marketing directors after analysing market place to gain customers.
Product
Tesco has food production and service sectors. After the impact of the pandemic, Tesco has made all their products packaged so that customers can be sure of safety. They are transferring all their products in online-based marketing because, in COVID-19, stores were closed so customers order online (Neger and Uddin, 2020). The impact of the pandemic on the products of Tesco was huge and that reduce their production.
Price
Tesco offers customers friendly prices and that's why They have many regular customers. But the impact of COVID-19 and reducing the process of manufacturing result in a decreased price. They have to sell their products at less prices. They are also providing many discounts for the COVID-19 situation so that they can get as many customers as they can get. Because the high price will never attract customers after the impact of a pandemic where customers were also at a loss.
Place
The impact of COVID-19 has affected the place of marketing for Tesco. Tesco has come from offline to online because of the lockdown situation where stores were closed. Tesco has changed its marketing place so that the impact of this pandemic could be reduced and Tesco can redevelop its profit margin (Alkhatib, 2019).
Promotion
The promotion system of Tesco has also changed after the pandemic. When the lockdown was given, Tesco cannot do a physical promotion like banners or posters so that customers can watch them on the roads. So, they shift their promotional activities online and promote different discount offers in digital media to attract new customers.

People
People's perspective and their demands have a huge impact on the marketing of Tesco. Tesco which is a retail shop always tries to fulfil their customers' demands. Following the impact of COVID-19, people's demands also changed send they now want necessarily grocery items so Tesco is trying to maintain that. Tesco also maintains their employees after the pandemic to serve customers online and give them information about products (Sabr, 2020).
Process
Tesco was following the traditional process of marketing where customers visit stores, choose their items and give cash payments. There provides service through physical locations but now they sure online-based. Everything is online-based where customers choose their products by sitting at home and making online payments to get delivery at their doorsteps. So, the overall process has become digital and technology-based.
Physical Evidence
This is the last part of the marketing mix. This step is also affected by the impact of COVID-19. This physical evidence mainly described the customer's experience. But after the pandemic and during the corona, Tesco cannot get the physical evidence of customers' opinions, and that put an impact on their marketing (SANGWA, 2017). But they are now trying to overcome this by interacting with customers through online and social media.so there were also huge changes in this step of the marketing mix
So, we can say that Tesco's marketing mix has been hugely affected by the impact of the pandemic and their way of marketing also changes in many ways.







After the pandemic, there were a lot of changes in the internal part of Tesco, they are given below:
Marketing Environment
Tesco has changed its marketing from traditional form to digital form. They also have faced the impact of COVID-19 through the lockdown and it reduces their loss and customers numbers. So, Tesco changes its marketing environment more digitally. Tesco is using new technologies to change the digital marketing environment and attract new customers (Soon, 2021).
Cash-Free and Liquidity
After the impact of COVID-19, Tesco has changed its payment systems. For the safety of customers, Tesco made a cash-free payment system through online banking, credit cards, etc (Islam, 2021). It helps customers to pay easily and that kept them safe. Because using the cash with hand will create problems for the rules of COVID-19, that’s why Tesco has changed its marketing policy and made more flexible liquidity options and cash-free options for customers.
Reorienting Operations
Tesco has made redevelopment of their production and marketing strategies. They are coming from offline sources to online platforms and making reorientation of their processes. Changing their traditional production to digital manufacturing, physical store shift social platforms, cash-free payment systems (Neger and Uddin, 2020). So, the impact of COVID-19 has changed the situation for Tesco and they made online-based operation systems into digital platforms.
[bookmark: _Toc88738966]STP Analysis of Tesco Plc.
It is an internal analysis that will help Tesco to produce, develop and implement its marketing plan after the impact of COVID-19. they are given below:
Segmentation
This is the first part of this analysis where segmentation will make from market research. This segmentation will do from data that customers analyse. After the impact of COVID-19, Tesco made different product segmentation and market segment based on online customer demand that help Tesco to overcome the loss of this pandemic.
Target Marketing
Tesco has to make target market as per customers' demands and how much that particular customers segment will add superior value to them. This step is also followed by postal analysis to target the customer segment to make growth in the online market. To target the marketing, the company has to find opportunities and threats to shift digital platforms and how they can gain customers from offline to online basis. So, after the impact of the pandemic, Tesco has tried to target markets where customers want online-based grocery shopping and they find it easy to make online-based payments (Shamim,2021).
Positioning
Position measuring of market offerings is the last step for the STP analysis of Tesco. This step's main goal is to find the right customers depending on the marketing mix of this company. Tesco has made its position in the traditional market that was successful. After the impact of COVID-19, Tesco changed its marketing position to generate more value from customers.
STP analysis will segment, target, and position as per the internal and external analysis and section in Tesco. This analysis will help Tesco to make a new marketing plan as per the impact of a pandemic.
[bookmark: _Toc88738967]External Analysis of Tesco Plc.
External analysis is the overall analysis to identify objectives to be made in industry and border operations. Tesco also needs external analysis that can affect its market position in the industry. External analysis will help Tesco to find the opportunities and threats in the exiting market and business environment in the post-pandemic.it will help them to overcome the loss and crisis that they faced after the impact of covid-19 in Tesco (Islam, 2021). They can find new opportunities and threats to reduce so that they can gain more customers in the online market platform. Some external analyses are given below:
Customer Analysis
Customers are an important external part of any organisation. Tesco also values its customers' opinions and demands. Hats why after the impact of COVID-19, Tesco needs to analyse their customers change is needs after this pandemic and what grocery items are mandatory for them so that they can offer the right online platform-based delivery system for customers (Alkhatib, 2019). Customers are the main factor that will help Tesco to overcome the impact of corona and make some progress in the market by fulfilling customers' demands with products that will create superior value in the market industry.
Competitive Analysis
Tesco needs to analyse objectives, strengths, culture and evaluate performance to know their competitive position. This COVID-19 situation has put an impact on the digital platform and there are many competitors so Tesco needs to use technology to improve their activities to gain more customers. There is a various new competition with substitute products after this pandemic and they are giving online customer service (Shamim,2021). So, Tesco needs to analyse their competitive position in the market and make adjustments to gain competitiveness after the impact of covid-19.
Environmental Analysis
Tesco needs to evaluate its technological, economic, cultural to find the external strength and opportunities or make new market segments after the pandemic.it will help Tesco to find more environmental factors that will help them to overcome the crisis from the pandemic and make new customers segment in the digital platform to gain more profit and reduce their loss. So, this external analysis will help them to make some changes after the pandemic and how it affected the customer's needs and demands for the grocery items (Liu,2021).
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Complicated Government Support Programs and the Impact of Pandemic ON Tesco Plc.
To know the impact of COVID-19, there is one of the most important external factors is complicated government regulation. After the pandemic broke down, the government made some strict regulations to keep a store closed, with less than 10 people gathering, and that put a huge impact on the Tesco business and its external analysis to make some changes in the marketing environment and shift traditional business to a digital platform. But on the other hand, the Government also made some flexibility to run a digital platform of grocery shopping that can help them to reduce the impact the covid to make some changes into marketing functions and processes to develop new customers’ demands (Liu,2021). There are many complications according to the government and they made regulations that put an impact on the business activities of Tesco under the pandemic. that’s why Tesco has faced some complicated government regulations that reduce their production and store running business and that made them lose customers (Soon, 2021). But the government also supports Tesco and other grocery shopping in online platforms that made them some space for making online base customers demands and gaining new customers in digital platforms by following the government regulations. 
So the external analysis of Tesco can help them to find more government positive support systems that will create some benefits for the grocery online business so that customers can gain more benefits and they can also be made some new opportunities to reduce the impact of covid-19 that made changes in the marketing sector of Tesco to understand the external analysis of the market environment and use the internal analysis to use government support program that can benefit their activities to shift from offline to an online platform in the marketing sector and industry. that's the reason for using the best of rules that are imposed by the government is to make proper use of programs to get the benefit (Karpen,2020).




[bookmark: _Toc88738969]Conclusion
The impact of COVID-19 and how it can change the business of Tesco to shift them from traditional or offline to the online platform. Gere are various part of marketing that is affected by pandemic and many businesses organisation is trying to overcome them by making new changes in their marketing environment, cashless payment system, and making safety requirements for their employees and customers in the organisation. In this report, we have discussed the internal analysis of Tesco. The SWOT analysis of Tesco how strength and opportunities can help Tesco to overcome the impact of pandemics is also explained in the report. The external analysis of this retail com0any and how they follow government programs to overcome their loss is also described in this report. How this external analysis can be impacted by covid-19 and how they are managing to control the external analysis to shift from offline to an online platform in this report. This report also described how TESCO can overcome loss after the impact of Covid-19 and they can attract new customers in the market to gain their profit and secure a safe position in the grocery chain.
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