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Introduction
The aggressive wave of Coronavirus led to wild shifts in the business world. Specifically, the customer service teams are most critically influenced by the pandemic. The customer service teams are the front face of the businesses that have to interact with the customers (Jonah, 2018). Covid has changed the way of interaction among the customers and the frontline workers (Customer servers). The academic and professional literature depicts several possibilities of Covid's impact on the different businesses. However, a definite impact on the customer service section of the businesses is limitedly discussed in both academic and professional literature. Correspondingly, this report explores the customer service sector concerning the impact of Covid on the service quality of retail businesses. 
The analyst chose Tesco as the main case study to understand the utmost possible impacts of the pandemic on retail businesses. The report critically analysed Tesco's business structure to exemplify the role of retailers' customer service and service quality. Moreover, the retail businesses were highly vulnerable to Covid's impact. Most importantly, Tesco managed to continue serving the consumer goods requirements during the peak of the pandemic. Hence, the company had a great potential to entertain its consumers irrespective of external and internal restrictions. 
This report used the marketing environment theory to assess the marketing environment of Tesco. Besides, the report implied PESTLE and Porter's five forces to underpin the external forces. Later, SWOT and VRIO analysis has been performed for screening the internal environment of Tesco. Lastly, the analyst provides recommendations via the Ansoff matrix and Balanced Scorecard to respond to the challenging environment and sustain a stable customer relationship. 
Tesco's Background
Tesco is a giant retailer of the UK operating for 102 years in the retail industry of consumer goods. The company began as a solution to the grocery needs of the customer. With the definite purpose to solve the grocery concerns of the potential clients, Tesco managed to gain market leadership and serious recognition. Currently, Tesco operates 4673 stores with 361,300 employees (Statista, 2021). Tesco's journey from a street shop to a market player is due to effective management and dedicated customer service. 
Tesco always believed in the uncompromised quality of products and services. This is why the brand managed to entertain its customer during the hardest period. The main service of Tesco is to host a platform where consumers can satisfy their grocery concerns, including fast-moving consumer goods. Additionally, Tesco initiated offering an electronic products, furniture, and shopping items (Jonah, 2018). Tesco has broadened its purpose from a grocery spot to a one-stop-shop for its customers' needs. 
In contrast, the Covid outbreak became the destruction called for retailers like Tesco. According to BBC News (2021), Tesco encountered a 20 per cent fall in its annual sales. Besides, Tesco was also hit on the supply side with several cancellations. As a result, the company came across limited resources due to travel bans and trading restrictions (BBC News, 2021). Moreover, the brand also faced a challenge in cooping up with the employees. The covid outbreak aggressively affects the revenue streams, due to which Tesco had to cut wages and shut stores. Subsequently, the brand has to undergo both internal and external instability. However, Tesco managed the crises via structured responses to the environmental challenges. This report used different marketing theories to highlight how internal and external forces, including Covid, triggered the business paradigm of Tesco.
Evaluation of the Tesco's Environment
According to James and Cooper (2020), all the external and internal forces make up the marketing environment of an organisation. These forces influence the operational criteria of the organisations. Moreover, the impact of these forces shapes marketing strategies and activities. For market leaders such as Tesco, the marketing environment is of vital significance due to two reasons. One, the marketing environment assist Tesco in screening the threats. With a constant understanding of the marketing environment, Tesco can analyse competition and threats (Fadeyi, 2020). Two, Tesco makes definite strategies according to the marketing insights gathered from the marketing environment. Most importantly, Tesco manages to sustain its service quality and maintain its customer experience. This section used the Marketing Environment theory to evaluate the internal and external environment of Tesco briefly. 
The Marketing Environment Theory
As the marketing environment is a major part of marketing planning, the management is obliged to keep a record of environmental changes. For this, the Marketing Environment Theory (MET) is the most comprehensive strategy.  Aguilar proposed this theory in 1967 (James and Cooper, 2020). The objective of MET is to allow the investigator with the big picture of all the forces that are acting on a business. Fig 1 illustrates the model of MET as the micro and macro-environmental forces exert pressure on any business. 
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Fig 1: The Marketing Environment Model (Luisa et al., 2021)
Macro-environment
The MET model indicates three major sections, macro-environment, micro-environment, and internal environment. Tesco's macro-environment consists of six influential forces on the company's performance. In response, Tesco has to select one force at a time and set measures to harness it. For this, a STEEPLE analysis is the most comprehensive model.  
STEEPLE Analysis
A STEEPLE analysis allows the business to track the impact of external forces as rank them according to the seriousness and impact on the business performance (Fadeyi, 2020). Correspondingly, Table 1 indicates the impact of external forces on the industry in which Tesco operates. Besides, the table also highlights the seriousness and consequence of each force on Tesco.
	Forces
	Impact
	Seriousness-Consequent

	Social and Cultural
	The social and cultural factors include demographics, lifestyles, market trends, welfare, and market insights (Alexander, 2020). Tesco receives positive pressure from the societies it operates. For example, the customer's new insight demands one-stop shopping solutions for the essential items. Tesco is actively entertaining this need via tactics like bulk buying opportunities. 
	High-Positive

	Technology
	Tesco uses technology including electric shelf labels, scanner, point of sale, self-check and just-in-time stock. This technological assistance improves the efficiency of Tesco's operations. Besides, Tesco can gather information in a faster and accurate manner. 
	High-Positive

	Economic
	The key economic indicators include disposable income, income per capita, inflation, interests, and employment. Tesco's sales and revenue are positively related to employment, income per capita, and disposable income. On the other hand, inflation and interest rates are inversely related to Tesco's performance
	Moderate-Neutral

	Ethical
	Tesco is accountable for its actions towards society, employees, and customers (Harrison, 2013). Under this, Tesco must adapt the Social Contract theory and Stakeholder theory elements to sustain ethical consideration during its operations.
	Moderate-Positive

	Political
	The political changes affect Tesco's performance. The company had to keep a tab on political circumstances. Tesco can optimise its performance with a stable political environment. However, currently, Tesco is encounter challenges due to political changes like Brexit and Trade-wars. 
	High-Neutral

	Legal
	The most influential legal forces are Taxes and employment legislation. The taxes include corporation tax (20%), value-added tax (20%), and pay as you earn tax. The corporation tax is extracted on earned profits, while the value-added tax is on the products that Tesco sells. Eventually, the pay as you earn tax is applied to the wages and salaries of the employees of Tesco. Moreover, Tesco has to maintain the minimum wage offering due to minimum wage statutory legislation. Any negligence can critically affect the organisation’s performance in different host countries. 
	High-Neutral

	Environment
	Tesco has a definite public image due to which it is obliged to serve the environmental concerns. For example, Tesco has shared its strategy for reducing carbon footprints by 2030 (Revi, 2019). Brexit will alleviate some environmental legislation from Tesco (Verasophon, 2019). However, the domestic companies are still under the supervision of the UN. Most significantly, the impact of COVID is a destructive experience for Tesco. The company had to revisit its marketing, communication, and business strategy to cope with the consequences of COVID.
	High-Negative


Table 1: STEEPLE Analysis of Tesco
Table 1 highlights that environmental influence is the most serious and aggressive force for Tesco in the contemporary business condition. Tesco's pre-tax profits fall 20% due to the COVID crisis (Fadeyi, 2020). According to Hashim et al. (2021), Tesco continued to pay wages to its employees despite the limited work shifts. Additionally, Tesco's management shared their concerns about the increasing cost of trading during the lockdown. The management declared that Tesco bears a massive increase in the cost of trading as it has to oversee the health concerns of both employees and the customers. 
Other critical macro-environmental forces include politics and legislation. Current withdrawal from the UN will intensely influence the working paradigm of Tesco. Although trading freedom was the main motive for Brexit, its consequence is still a question mark. Brexit may overlay the trading legislation on UK-based traders, but the UN still governs the domestic traders. Hence, these differentiating legislations may trigger the trading spectrum of Tesco while trading in domestically hosted regions. 
Micro Environment
All the forces within a business' immediate reach make up the micro-environment of that business (Alexander, 2020). In other words, the forces within which a firm operates its day-to-day functions are its micro-environment. Broadly, customers, competitors, suppliers, distributors, and the public are key examples of micro-environment. Porter's Five Forces analysis is the most inclusive model for understanding the micro-environment of any business (Pauzi, 2017). Correspondingly, this section briefly outlines the microenvironment of Tesco via Porter's Five Forces model in Table 2.
Porter's Five Forces
According to Coe et al. (2017), Porter's five forces model analyses the competition, supply side, demand side, and immediate threats of an industry. This section aims to analyse the micro-environment of Tesco. It applies Porter's five forces to screen five elements of the micro-environment, including competition, suppliers, buyers, substitutes, and newcomers. 
	Porter's Five Forces
	Impact
	Intensity

	Competitive Rivalry
	The retail industry experience a hypercompetitive environment due to the high demands of essential commodities. Subsequently, several companies have captured the consumer's goods section leading to a hypercompetitive environment. 
Similarly, Tesco also encountered crucial competition from key competitors like Sainsbury, ASDA, and Morrison
	Very High

	Supplier Bargaining Power
	Likewise, the competitors, the number of suppliers in the retail industry is also high. As a result, the bargaining power of suppliers in the industry remains moderate to low. 
Therefore, Tesco has employed an individual number of suppliers to control their barraging power and entertain the customers effectively. Besides, Tesco is also practising vertical integration to sustain the supply side. 
	Moderate to Low

	Buyer's Bargaining Power
	The buyers enjoy a high bargaining power due to hyper-competition in the industry. The consumer goods are mostly of similar features designed to serve essential needs. Thus, the buyers have wider choices to purchase according to their preference, be it the cost, quality or convenience.
Tesco controls the bargaining power of buyers by offering cost leadership and bulk buying.
	High

	Substitutes
	The threat of substitutes is quite higher in the retail industry because of several vendors in the market. However, for most of the essential items, consumers decide according to the quality. Such considerations assist the key players in controlling the threat of substitutes. 
For instance, Tesco offers the best quality food and bakery items that positively reinforce consumers' grocery purchases. 
	High to moderate

	New Entrants
	The threat of new entrants in the retail market was low before the global pandemic. The stores for serving essential needs of consumers required heavy investment. However, the pandemic dramatically drew consumer's preference to online shopping for grocery items. As a result, the cost barriers for new entrants in the retail industry are vanishing, making it easier for new market players to join the race. Hence, Tesco is facing a higher threat of new entrants due to the online shopping preferences of the current target market.
	High


Table 2: Porter's Five Forces Analysis of Tesco (Ziliani, 2019; Taqatqa, 2021)
The micro-environment of Tesco is alarming the business due to hypercompetitive gestures and threats of substitutes and new entrants. In other words, Tesco is encountering critical pressure from increasing competition in the retail industry. The Covid outbreak has dramatically increased the online shopping preferences of consumer goods. Hence, the threat of new entrants has also increased. Subsequently, Tesco will encounter competition from giant market players and smaller ones that are gradually eating the company's market share. Altogether, the environmental factor of the macro-environment is aggressively triggering the micro-environment of Tesco. 
Impact of External and Internal Forces
MET model of environmental screening of Tesco depicts an aggressive pressure from the micro as well as macro-environmental forces. Subsequently, Tesco's internal activities are heavily affected. In association, this section used SWOT analysis and VRIO analysis to understand the current market position of Tesco. Besides, the analysis also revealed strategies Tesco uses to add value in the current unstable marketing environment. 
SWOT Analysis
According to Taqatqa (2021), a SWOT analysis is a theoretical framework that critically analyses the internal and external forces of a business to shape the current position of that business. As Tesco faces pressure from the micro and macro environments, a SWOT analysis is the best fit to assess its current market position. In-depth, the SWOT analysis examines the internal forces to shape the company's strengths and weaknesses, whilst the external pressure is screened to highlight the threats and opportunities in the market. Table 3 briefs the elements of SWOT analysis for Tesco.
	Strength
	Highly recognised brand of the UK
Geographically diversified
Superior technology adapter
Market leaders
Has a public image
Stable consumer's trust levels
Definite and stable supply chain network

	Weaknesses
	Expansion to the US and Japan failed
Fraud Scandals in 2017
A decline in operating profits
Experienced financial errors
Some markets are inadequately performing
A low-cost business strategy is decreasing the profits margins

	Opportunities
	New discount store
Strategic alliances are available
Online shopping spectrum
Emerging needs of consumers such as contact-less deliveries

	Threats

	Limited concerns to religious features
Legal threat due to fake farm news
Brexit may trigger the trade union policy of Tesco
Economic crisis due to Global Pandemic


Table 3: SWOT analysis of Tesco (Harrison, A., 2013; Coe et al., 2017; Taqatqa, 2021)
Tesco is a highly reputable brand in the UK. The company received massive recognition due to its service quality. Besides, Tesco's aim to become the one-stop shop of the UK is another strength that can help the company control competition and deliver higher value to the customers. For instance, Tesco's bulk buying option positively reinforce the consumers to make grocery purchases from the brand. Moreover, Tesco's urge to deliver convenience to its consumers is also an active strategy for maintaining public image and entertaining its customer base. 
Despite several inclusive tactics, Tesco is under crucial pressure from the environment and changing customer's insight. Moreover, the company's scandals and financial errors are slowing down its performance. For instance, Tesco was accused of using fake farm names and letting consumers purchase inorganic products under the perception of organic features. Such acts will confront the consumer's trust and repel the consumers from making purchases. Hence, Tesco should pay keen attention to its weaknesses to harness the threats and seize the opportunities. 
VRIO Analysis
Taqatqa (2021) defined VRIO as a framework to assess the competitive advantage of a firm. This report is analysing the marketing environment of Tesco to understand its impact on customer's expectations and experiences. Thus, it is essential for this report to highlight the features that motivate the consumers to make purchases as Tesco despite the hypercompetitive marketing environment. Particularly, a VRIO analysis examines four features of a firm's function to determine the most attentive one. Besides, a competitive advantage is the capability and capacity of a firm to add value to its performance (Coe, Lee, and Wood, 2017). Therefore, the analyst considered VRIO analysis as an essential theoretical model to understand how Tesco creates value via its competitive advantage. Table 4 illustrates the VRIO values of Tesco in a brief manner.
	Business Function
	Valuable
	Rare
	Inimitable 
	Organised
	Competency level

	Brand name
	Yes
	Yes
	Yes
	Yes
	Highly Competitive Advantage

	Corporate Social Responsibility
	Yes
	Yes
	Yes
	Yes
	Highly Competitive Advantage

	Relationship with suppliers
	Yes
	Yes
	Yes
	Yes
	Highly Competitive Advantage

	Employee Training
	Yes
	Yes
	Yes
	Yes
	Highly Competitive Advantage

	Propensity of Innovation
	Yes
	Yes
	No
	Yes
	Moderately Competitive Advantage

	International Presence
	Yes
	Yes
	No
	Yes
	Moderately Competitive Advantage

	Problem Solving ability
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage

	Risk-taking capacity
	Yes
	Yes
	Yes
	No
	Moderate
Competitive Advantage

	Product offering
	Yes
	No
	No
	Yes
	Temporary
Competitive Advantage

	Marketing communication
	Yes
	No
	No
	No
	Low Competitive Advantage

	Pricing Strategy
	No
	No
	No
	Yes
	Low Competitive Advantage

	Customer experience
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage

	Technological usage
	Yes
	Yes
	Yes
	Yes
	Highly Competitive Advantage

	Financial strength
	No
	No
	No
	No
	Competitive disadvantage


Table 4: VRIO Analysis of Tesco's Internal Business Functions (Harrison, 2013; Coe et al., 2017; Taqatqa, 2021)

The VRIO analysis of Tesco indicates five internal business functions that are highly competent for organisational performance. Firstly, the brand name is or significant reputation due to a prolonged track record of high performance. For instance, Tesco grew into an exclusive network. Besides, Tesco is also making efforts to entertain the needs of its potential consumers concerning non-consumer goods as well. Secondly, Tesco's commitment to corporate responsibility is also highly competent. Tesco is actively concerned about its consumers, suppliers, and employees. Thirdly, Tesco's relation with suppliers is also becoming a highly competitive advantage for the firm. Tesco's rare strategy, such as vertical integration, is actively higher competence towards the suppliers. Fourthly., Tesco's ability to adapt to technology is also of higher significance. The company is currently using the most advanced technologies to support its employees and consumers simultaneously. 
In contrast to high competitive advantages, Tesco may encounter a crucial threat from its financial functions. Currently, Tesco's financial strength is contributing to a competitive disadvantage. Thus, the company must pay keen attention to this business function. However, other business functions, including Propensity of Innovation, International Presence, Problem Solving ability, risk-taking capacity, and Product offering, are temporary competitive advantages for the company. The company can boost these functions to develop a definite set of high competence. Lastly, Tesco must pay attention to its communication strategy to bridge the gaps in this function. 
Benefits and Challenges of Maintaining Good Customer Relationship
The role of customer relationship is of higher importance as no business can stand without its customer base. According to Coe et al. (2017), customer relationship is the process of communicating with the customer to deliver customer satisfaction and a significant customer experience. Moreover, Pauzi (2017) stated that customer relationship assists the companies in bridging the gap between the market offering and customer' requirement. 
In contrast, maintain a definite customer relationship is a costly and time-consuming process. It is because customers often demand customised services, which increases the cost of production and distribution. Besides, it becomes quite challenging for single producers to entertain diverging needs of the customers. Moreover, the firm increases their risk of dissolution due to increased cost of customer relationships. Table 5 outlines the benefits and challenges of good customer relationships as experienced by Tesco.
	Benefits
	Challenges

	Increased customer acquisition
Prolonged customer retention
Smoother communication platform
Tailored services
Effective decision-making abilities
Integrated outcomes
Long-term benefits
High conversion rates
More value addition
	Personalisation of services
Increasing cost
Time consumption
Long-term gains compromise short-term benefits
Social relationships are at risk
Existing relationships may fade
Difficulty to maintain good customer relationship


Table 5: Benefits and Challenges of Good Customer Relationship (Harrison, 2013; Coe et al., 2017; Ziliani, 2019)

Table 5 outlines both the benefits and the challenges of a good customer relationship for market players like Tesco. The benefit side indicates that Tesco can gather detailed and accurate knowledge about its customers (Ziliani, 2019). Additionally, this definite information about the customer will help Tesco develop better segments and entertain them accordingly. As a result, Tesco can enjoy wider customer retention and build significant customer loyalty in the long term. According to Coe et al. (2017), customer retention is essential for operating in a competitive environment. Tesco's marketing environment is hypercompetitive. Hence, the company must use tactics to retain existing customers. Verasophon (2019) write that a good customer relationship is not only effective for retaining customers, it is also a great force to acquire a new customer base. Conclusively, Tesco can acquire new customers while making efforts to maintain a good customer relationship.
Contrastingly, Tesco may encounter certain challenges while maintaining a good customer relationship. For instance, a good customer relationship demands customisation and personalisation. Both customisation and personalisation are costly processes (Ziliani, 2019). Currently, Tesco is experiencing financial crises due to increasing in trading costs during the pandemic. Thus, incurring another cost-bearing phenomenon will be a crucial challenge for Tesco. Besides, a good customer relationship also demands time. Although a good customer relationship is beneficial for the long term, it eats the short-term benefits. Thus, Tesco's environmental challenges will double up by inducing time-consuming tactics.
Conclusively, a good customer relationship is essential for long-term benefits, but it requires intense devotion, cost, and time. Currently, Tesco is under crucial pressure from the environmental forces due to the Global Pandemic. In such a situation, Tesco should focus on overcoming its weaknesses rather than adopting new strategies. Moreover, Tesco already possesses a definite customer relationship. Therefore, instead of spending more on customer relationships, the company must regain customer's trust. The scandals and fraudulent acts have raised questions about Tesco's legitimacy in the retail industry. In response, Tesco should make efforts for overcoming the financial crisis and regain customer trust. Moreover, if Tesco focused on customer experiences, its customer relationship will be developed simultaneously. 
Response to the Challenging Environment
The analysis reveals that Tesco is under crucial pressure while operating in a hypercompetitive market and unstable environment. Therefore, this section provides suggestions to Tesco regarding the changing marketing environment. In association, the analyst used two strategic models for shaping new strategic options for Tesco. The selected models are based on the challenging paradigm of Tesco. For instance, the environmental forces are eating Tesco's market share in the existing market. Thus, this section outlines how Tesco can regenerate its market share by optimising its strengths and minimising its weaknesses. 
Ansoff Matrix
In 1965, Igor Ansoff invented the Ansoff matrix to assist businesses in developing strategic options (Coe et al., 2017). Market leaders commonly use this model as it is based on practical scenarios. Moreover, the strategic focus of this model is directed in two ways. One, the model oversees the market activities, and two, it emphasises future development. Therefore, this report used Ansoff Matrix to design strategic options for Tesco. Fig 2 illustrates the Ansoff Matrix's generic view comprising four strategic options: market penetration, market development, product development, and diversification (Hashim et al., 2021). The analyst will place Tesco's current market position and design strategies accordingly. 
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Fig 2: Ansoff Matrix (Luisa et al., 2021)
Firstly, Tesco is facing intense competition in the existing market. For instance, the enormous incline towards online shopping is doubling the competitive pressure in the retail industry of the UK. In other words, various small players initiated to offer online grocery shopping and home delivery options. Conversely, Tesco's online platforms are not well developed. It is because the company has always focused on store management and physical evidence. Although Tesco's technology usability for store activities is efficient, its digital adaptation is low (Lancaster and Massingham, 2017). Under such a scenario, Tesco can practice market penetration via digitalisation. In other words, Tesco must invest in the digital features of its business and restructure its image in the online grocery world.
Secondly, Tesco is affected by the changing economic and social factors. The Covid pandemic has dropped the income per capita in the UK (Alexander, 2020). Besides, the consumers have become health conscious due to the contagiousness of the virus (Lancaster and Massingham, 2017). Altogether, the existing market is demanding healthier products. Thus, Tesco can serve this demand by introducing organic solutions. However, the introduction of new products in the existing market will be a cost-consuming procedure for Tesco. Therefore, Tesco must focus on market penetration first. Once Tesco earns market stability, it can undergo product development.
Thirdly, Tesco's is also experiencing pressure from the political changes in the UK. For instance, Brexit can affect trading and corporate taxes (Lancaster and Massingham, 2017). Such changes will affect the profitability of the firm. Besides, the domestic markets of Tesco are still under the UN's legislation. Hence, Tesco has to under complexities while serving the existing markets. In response, Tesco can practice market development to serve new markets with the existing products. This will also cut the cost of introducing new products and minimise the risk as well. However, this strategy is also cost demanding. Therefore, Tesco must focus on marketing penetration to manage costs and sustain the market share effectively. 
Fourthly, Tesco is encountering crucial pressure from both the existing market and products. The level of risk is also heavily associated with both new markets and new products. Under such circumstances, Tesco can undergo diversification to obtain new market shares via new product offerings. This strategy will not only diversify the risk but will also assist Tesco in lowering the existing competition. Conversely, diversification is a risky strategic option. Considering the world's economy, diversification is not a promising solution. Besides, Tesco can increase the focus on its existing customer relations via digital connections. 
Collectively, the Ansoff matrix indicates four strategic options that Tesco can practice given the environment's current internal and external challenges. However, not all the described strategic options are suitable according to the current market position of Tesco. For instance, if Tesco practice product development, the cost of production will increase. Besides, the company will lose control of the existing market, and short-term profit will be compromised. Similarly, if the company employed market development, it has to develop market awareness and trust. Under this, the existing customers will withdraw their interest from Tesco and shift to its competitors. Lastly, if Tesco undergoes diversification, it will risk both the existing market and products simultaneously. Additionally, the unstable economic conditions and political changes will heavily affect Tesco's diversification. Altogether, market penetration is the most suitable strategic option for Tesco, keeping the current market condition. Moreover, market penetration via digital interventions is the best practice for Tesco. This will not only increase customer expectation and satisfaction; it will also assist Tesco in customer acquisition and retention. 
Conclusion
The report analysed Tesco's marketing environment through different theoretical frameworks and models. Moreover, the report outlined the impact of internal and external environmental forces along with the impact of Covid on the operations of Tesco. The report revealed that Tesco is under crucial pressure from the macro and microenvironment. The most influential forces from the macro-environment are political changes, economic instability, and social pressure. Additionally, hyper-competitiveness, customers changing paradigms, and threats of substitutes are the most aggressive forces from the micro-environment. 
Likewise, the environmental forces, Tesco's internal operations are also hit by Covid. Besides, Tesco already holds a track record of grappled internal operations such as scandals and allegations. Most importantly, Tesco's financial attributes are its competitive disadvantage. In response to the confronting environmental challenges, the report used the Ansoff matrix to design a suitable strategic option for Tesco. The analysis revealed that market penetration is the most suitable strategic option for the Company.  

Reference 
Alexander, I.N., 2020. The influence of technological innovations on organisation's competitive advantage: Case study on Irish food retail company (Tesco) (Doctoral dissertation, Dublin, National College of Ireland).
BBC News, 2021. Tesco counts cost of Covid trading as profits drop. [Online] Available at: https://www.bbc.com/news/business-56742832
Coe, N.M., Lee, Y.S. and Wood, S., 2017. Conceptualising contemporary retail divestment: Tesco's departure from South Korea. Environment and Planning A: Economy and Space, 49(12), pp.2739-2761.
Coe, N.M., Lee, Y.S. and Wood, S., 2017. Conceptualising contemporary retail divestment: Tesco's departure from South Korea. Environment and Planning A: Economy and Space, 49(12), pp.2739-2761.
Fadeyi, A.P., 2020. An Analysis on the Application of Motivational Theories at Workplace and the Impact on Employee Engagement: A Study of Tesco Ireland (Doctoral dissertation, Dublin, National College of Ireland).
Harrison, A., 2013. Business environment in a global context. Oxford University Press.
Hashim, M., Nazam, M., Abrar, M., Hussain, Z., Nazim, M. and Shabbir, R., 2021. Unlocking the Sustainable Production Indicators: A Novel TESCO based Fuzzy AHP Approach. Cogent Business & Management, 8(1), p.1870807.
James, A. and Cooper, B., 2020. The Impact of Relationship Marketing On Customer Loyalty At Tesco Plc, UK.
Jonah, U.I., 2018. The Influence of Transaction Costs on the Business Performances of Tesco Supermarket. International Journal of Business and Social Science, 9(5).
Lancaster, G. and Massingham, L., 2017. The development of a strategic approach to marketing: Its culture; internal macro-and external micro-environmental issues. In Essentials of Marketing Management (pp. 1-32). Routledge.
Luisa, Claire & Leida, 2021. MARKETING THEORIES – THE MARKETING ENVIRONMENT. [Online] Available at: https://www.professionalacademy.com/blogs-and-advice/marketing-theories---the-marketing-environment
Pauzi, SFFB, 2017. Factors Influencing Consumers' intention Towards Online Grocery Shopping For Tesco Malaysia (Doctoral dissertation, Universiti Teknologi Malaysia).
Revi, D., 2019. The impact of Work Place Bullying practices and Job Satisfaction among Employees of Tesco Stores in Johor Bahru.
[bookmark: _GoBack]Statista, 2021. Average number of Stores and employees at Tesco in the United Kingdom (UK)* from 2012 to 2021. [Online] Available at: https://www.statista.com/statistics/490882/tesco-group-united-kingdom-uk-number-of-employees/
Taqatqa, A., 2021. 5 Tesco. Business Management Case Studies: Pran-RFL, Netflix, Mc Donalds, Google, Tesco, Apple, COCA COLA, PSA Group, Mercedes, Tesla, Toyota, Beximco, KFC, LBC Lao Brewery Company, p.97.
Verasophon, P., 2019. CRM and the critical analysis of database marketing: a case study of Tesco Clubcard.
Ziliani, C., 2019. The evolution of loyalty management. In Loyalty Management (pp. 29-61). Routledge.



image2.png
3

Market Product
Penetration Development

INCREASI

IS VIUNI




image1.png
ical/Lega,

\
4

polit

o\og
X MACRO ENVIRONMENT
e® omC
X
fers
et
&o°

Publics

INTERNAL
ENVIRONMENT

S10332dw0?

"‘

dldessowaC




