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INTRODUCTION

In this case will look at a company named TESCO, see its history and mission, an internal and external analysis of the company. 

After will be interested in its macroenvironment or PESTLE factors, relate the Porters 5 forces model and a SWOT analysis to the company

Finally, will see the strategies related to the development of the company in the marketing context and will give some recommendations for future marketing strategies.

SITUATIONAL ANALYSIS
INTERNAL & EXTERNAL ANALYSIS

HISTORY 

Tesco is created in 1919 by Jack Cohen, and the name in 1924. Is one of the biggest retailers in the world. It is specialized in retailing of clothes, electronics, food, furniture, petrol software, financial services etc.
Tesco’s mission is “We make what matters better, together “(Reference www.performancemagazine .org) 

At Tesco customers, employees and communities are the spearhead of the activity. The aim is to provide them satisfaction in their purchases in shops or online.
MACRO ENVIRONMENT 
PESTLE ANAYSIS

Macro environment is the exogenous part of the company environment that can influence the decisions, the strategies in production, in human resource management, in financial management, and especially in the case that interests us which is Marketing management.
These exogenous parameters are sociological, political, legal, economic, technological, and environmental.


                                                                     



                                                   


                          
PESTLE diagram of TESCO
Social / Cultural: The growth in the population rate may push Tesco to properly overhaul its marketing activities to meet the growing needs of consumers. With the globalization, immigration, society changes in its composition and renews itself. We are witnessing a diversity of cultures within the society with different way of life, of traditions and this influence Tesco because it has no control about it. With the evolution of society and social changes eating habits and lifestyles culture influence Tesco in the products it makes available to consumers for example dairy-free products, organic products,
Vegan and vegetarian products. It is unfavourable for Tesco has had additional costs to accommodate these changes

Political-legal:  Political laws and regulations in a certain dynamic can influence marketing decisions given the close link between these political parameters and the economy. Political factors can influence Tesco in its recruitment method. This may be favourable by creating local development based on local recruitment, but it is more unfavourable because Tesco can be influenced in relation to the number of employees to recruit because of high taxation for example.
Brexit today creates a problem in the search for personnel therefore the cost of work becomes high due to high taxes and high wages. There is also the problem of goods and products which with Brexit undergo increases due to customs barriers and taxes. The impact of Brexit on Tesco is unfavourable.

At the macro-economic level, the legal forces can impact on safety, health of the products, consumer rights, laws and equal opportunities. this is favourable to Tesco because the company put consumers and employees at the centre of its attention.  

Economic: the purchasing power of a well-defined market and a secure economy can be an opportunity in defining the marketing strategy. Economic forces are very important in that they can influence Tesco in its costs, prices, profits and even demand. This is favourable to Tesco because it may have a way to stem these fluctuations to close the gap. For example: Tesco creates its own brand with low prices. Tesco promotes diversification and internationalization to minimize the risks.
Technological: it’s about digital marketing, good database, well-functioning websites, a variety of payment methods and more possibilities in research and development can influence marketing activities. The evolution of technology is favourable to Tesco because it has taken advantage of it to develop its online platforms and delivery system and especially the reduction of its costs of labour.
Environmental: Environmental laws condition Tesco in setting up programs in this direction. In this case is about recycling, and Tesco does its best in environmental protection and sustainable development with its programmes but also the market space where Tesco competes with its opponents for the same customers. Fortunately, this is in Tesco’s favour because it has decided to reduce carbon by 50 % and waste of its products.
Reference: www.thegrocer.co.uk 

PORTERS 5 FORCES MODEL ANALYSIS
Is a strategic management instrument related to a company profitability relative to its entering or exiting into a market under the impact of supplier power, buyer power, threat of substitutes, threat of new entrants and industry competitive rivalry.  Reference: Competitive Strategy Michael E Porter (1980)
INDUSTRY RIVALRY
The competition is very intense because Tesco is followed by its competitors like Sainsbury, Asda, Morrisons. They supply almost the same products and they make low prices and the risk for Tesco is to lose customers who will change and go to its opponents that’s why Tesco has thought to open a discount chain to make low prices and to face competition from Aldi and Lidl and increase its Revenues. It is not very interesting in this case where the rivalry industry is high, because it creates a loss of profit gain and prices decreasing.
THREAT OF NEW ENTRANTS
It is low medium because the market is already dominated by these 4 big and it is not easy for new entrants to enter in the market with a quality report interesting price and the capital investment criteria required and especially with the economies of scale that Tesco makes and its strong brand equity value.
THREAT OF SUBSTITUTES PRODUCTS
Tesco sells good quality products at cheaper prices, so the possibility of substitution is not important on food products and there is a chain of substitutes products that are the same among the competitors but there are on line retailers providing groceries as well as other products e.g. Amazon Fresh. The threat of substitutes products is medium.
BARGAINING POWER OF BUYERS

According to market law, buyers have purchasing power and are forces so Tesco and its competitors align themselves with the same price in order to avoid losing consumers. 
Tesco always manage to get between its competitors and discount competing retailers by always offering prices that challenge all competition. However, the customers can easily switch between rival supermarkets. The bargaining power of buyers is high.
BARGAINING POWER OF SUPPLIERS
It is low because Tesco negotiates with a lot of suppliers, so it has a lot of leeway to play on minimizing costs and maximizing its profit gains and the suppliers are forced to endure the pressure.
PORTER’S 5 FORCES DIAGRAM of TESCO
                                                   


                                                  

                            



                           

SWOT ANALYSIS
This analysis is made to see what Strengths and Weaknesses are, but also to determine Opportunities and Threats.

Strengths
· Over the years Tesco has been able to build a solid reputation in relation to its image and the values of its brand.
· Its size (big) gives it significant sales and revenue from its activity and makes very good economies of scale experience.
· Being leader in the market, Tesco was able to impose itself and increase its market share.
· A high number of suppliers allows it to diversify its possibilities of acquisitions of goods at reduced costs.
· Its internationalization in other geographical areas expands and diversifies its products, market and shops.
· Its capacity to recruit a high number of employees and put them at the heart of business activity.
· Technological innovation with RFID barcode system and M commerce with mobile application.
Weaknesses
· Episodes of fraud in the inaccurate declaration of the profits.
· Its international presence in some areas has been a failure for not having fully understood the functioning of these markets.
 Opportunities

-Tesco needs to open much more the emerging new markets with the emergence of a medium-high class.

-The company should improve and update its website and mobile application in order to promote online sales and above all make its delivery service much more reliable in this pandemic period of coronavirus COVID19.

-With its entry in the low-cost market by its new discount Jacks, Tesco could increase its sales opportunities and new revenues.

 -Promote partnerships where Tesco has trouble getting off the ground for a better management strategy.
-More investment in research and development.
   Threats 
     -Brexit with new laws and regulations will be a threat in the future for controlling costs but also its subsidiaries abroad.
     -New entry and new arrivals

     -Pricing policies of new competitors
- The Brexit referendum is an obstacle to the arrival of new investors and supply difficulties. 

Reference: - tesco_ara2019_full_report_web

          -www.grocery.co.uk
The SWOT analysis of Tesco has shown us that its strengths and opportunities will give the company a competitive advantage over its opponents. However, Tesco should promote some ethics in its collaboration with suppliers and further reduce the prices of these products because it is a disadvantage in the competition not having a good relationship with suppliers. Tesco should also change its strategic management in order to put marketing and market analysis at the heart of its investment decisions.
STRATEGIES

SEGMENTATION

Is the consolidation of a market into several segments where the components have the same characteristics.

Tesco uses demographic segmentation, geographic segmentation and psychographic segmentation.

Geographic Segmentation
Tesco uses geographic segmentation by the fact that it has stores in international markets and offers products adapted to the local traditions of these areas. In central Europe (Hungary, Poland, Slovak Republic) Tesco makes Polish food available to the Polish people in its shops e.g. Krakus Zwiecka sausage 286g etc.
Demographic segmentation

Tesco was able to trace from its loyalty card the habits of its consumers by their needs but also by having an idea of their age, sex, occupation, social class, salary.
Psychographic segmentation
Always with the loyalty card Tesco was able to know the lifestyle of consumers, their passions, their attachments to certain activities through certain products that allowed Tesco to put them in groups and offer them more products according to the areas.
Behavioural segmentation

Tesco has been able to identify the needs of consumers by the time, the place, and the way in which they spend their money but also the choice made on some brands compared to others.
TARGETING
Tesco puts consumers at the heart of its business strategy. so, it doesn’t make difference between them. Then Tesco uses undifferentiated Marketing to reach maximum consumers.
POSITIONING
Tesco was able to sit in the collective minds of consumers as being a low- price retailer with a system of points through the loyalty card that rewards consumers.
PERCEPTUAL MAP

                         TESCO
                      SAINSBURY’S

        MORRISONS      ASDA     WAITROSE

                           LIDL

                  ICELAND    ALDI
by this perceptual map we see the perception that consumers of the Tesco. Tesco is perceived as being the best, the number one, the first in the competition in the market map as a supermarket where we find quality products at low prices

MARKETING MIX STRATEGIES
It is a set of parameters that the company uses to encourage consumers to acquire its products. For that Tesco uses what are called four P’s the Product, the Price, the Promotion, and the Place. https://research-methodology.net/tesco-marketing-mix/
Diagram Marketing mix elements

                                           


The product
Tesco offers a wide range of products in addition to its own branded products. Its brand strategy is focus on the range branding and Line extensions, 
The price
Tesco manages to keep prices low for a good quality by the economies of scale and its pricing strategy is focus on the penetration pricing which means penetration in the market with a low price.

The place
Refers to its channel of distribution online and offline. Tesco uses the direct channel of distribution which is its stores.
Promotion
Tesco is focused on different combination of promotion like advertising, sales promotion, direct marketing, public relations, coupons or vouchers.

CONCLUSION
we did an analysis of the situation of Tesco and its marketing strategy. This reveals the strength of the Tesco company in the market compared to its competitors who follow it very closely. So, it will be important for Tesco to monitor its back by improving its marketing mix strategy and making a much more diversified pricing policy on quality products.

RECOMMENDATIONS 
After a thorough study of the situation it would be preferable for Tesco to choose a growth strategy base on the market development by going to the assault of emerging countries with high growth rates e.g. in Africa( South Africa, Morocco, Ivory Coast, Angola, Kenya, Rwanda, Ethiopia, Tunisia, Egypt and launch a new brand extension. The idea for the new brand extension is to create food products adapted to the food culture of these localities for example all these countries have in common the use of millet in their daily life, for example to create products based on millet. Moreover, Tesco should expand its range of products that it offers to consumers by launching into exotic products because it would be a good niche market. In the age of globalization we are witnessing a presence more or less of consumers of different nationalities, different cultures and willing to pay a high price to have products of their land .With the appearance of pandemics (like Coronavirus in 2019) or epidemies unexpectedly Tesco will have to prepare itself in consequence to cope by developing its website and making more efficient its delivery system.
Ansoff matrix 
The two strategies in my recommendations are: Market development and the launch of a new brand extension
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