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Marketing is a process by which a company takes action in promoting its goods and services and all the necessary processes which are required to achieve it, such as advertising and market research. Marketing is known as the backbone of any organization, as efforts put into proper marketing has a direct correlation with its sales and intern directly affecting the sales and revenue generation of a company. In this report, we shall look at and do a detailed internal and external analysis of the leading supermarket brand “TESCO”, based out of the UK (tescoplc.com, 2021).
In recent times with an on-going pandemic, major disruption can be seen in the global market environment. It has caused major disruption in the demand and supply chain. Hence, multinational companies are incurring major costs to take care of employees, financial liquidity and to keep up with the special international laws placed for trade.
In this article, we shall look at “Tesco” as a brand and the implication of the recent pandemic on it.
[bookmark: _Toc88587218]Internal analysis of Tesco PLC
Internal analysis is the process of examining a company's internal operations and situation. Internal analysis is a thorough examination of a company's elements, both direct and indirect, such as assets, activities and materials. Internal analysis assists decision-makers and developing a viable business strategy, creating a goal oriented business model by explicitly identifying areas for growth or enhancements. Internal analysis' goal is to look at the company's internal strengths and weaknesses in relation to its assets, competitive market benefits, and expertise. The internal study will reveal internal strengths and weaknesses related to competencies, resources, and competitive advantages. The company will have a clear understanding of where it shines, where there is a scope of improvement, and where it presently has faults (tescoplc.com, 2021). The study should provide significant guidance to management in order for them to maximise their skills, competencies, and prospects. The method of STP analysis, marketing mix and SWOT analysis would be used to evaluate TESCO and its internal factors.
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STP stands for SEGMENT, TARGET and POSITION. STP is essential for ensuring that your targeting the right intended audience. All three are instruments for aligning ones products and services to the right customers. A detailed explanation of each of these models is as follows:
· Segmentation: The segmentation stage is the first phase in the STP marketing process. The main purpose is to build distinct target groups depending on the product /service and features the company provides (research-methodology.net, 2021).
In reference to TESCO the targeted clientele may be divided into 4 segments.
1. Geographic: this refers to the geographic location of the client base.As more of Tesco's customers are confined within the urban areas of UK more marketing strategies which are aimed to maximise the promotion of the brand in those areas. 
2. Demographic: refers to the characteristics of the clients and their social backgrounds such as age, income, gender, education, occupation, family size and social status. As the majority of shopping at Tesco is done by teenagers, parents without children and men specifically targeted marketing needs to be done to lure them into the store (Awadari and Kanwal, 2019).
3. Behavioural: how a client behaves while shopping is a key tool that may be used to influence them. Keeping the demographic in mind Tesco needs to provide products at a reasonable competitive rate, as the majority of customers are of a low-income background or looking to save money through good deals.
4. Psychographic: this evaluates the psychological position of the customer such as their lifestyle and their own unique individual personality. The customer’s attitude in Tesco, most of its customers is middle-aged single parents or old people .Key strategic advertising techniques targeted towards that group is necessary (research-methodology.net, 2021). 
Keeping these 4 steps in mind a company may refine and alter its marketing strategies to increase sales revenue and increase the brand image of the company.
· Targeting: STP (segmenting, targeting, and positioning) is a wide paradigm in marketing that outlines and streamlines market segmentation. From the segmentation stage, trying to target is the process of determining the most appealing segments and working upon them .For example, lucrative offers may be given during school holidays to attract teens or provide free delivery of goods to the doorstep, helping the older customer segment.
· Positioning: Position is the last step, this process is a crucial step of the 'STP' process, and it emphasizes how the consumer sees the product or service in contrast to rivals and peers which is critical for getting a competitive edge in the market. As Tesco holds a good amount of market share in UK and is one of the leading brands , efforts need to made to provide goods and services which are not available by competing brands such as ASDA, Sainsbury’s and Morrison (research-methodology.net, 2021). 
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The four Ps of marketing are the most important aspects of selling a product or service. This is to determine whether a company offers quality products and services, as well as pricing, geography, and promotion. Internal and geographical dispersion in the broader business environment influences the four Ps, and their functions are interrelated. It aids in the establishment of a competitive product offering, by helping customers understand what product or service is actually being offered. Also assists in the formulation, design, and implementation of relevant marketing activities. Hence, it also assists a firm in using their capabilities while avoiding unnecessary spending. The 4 ‘P’s are:
1. Place: Tesco has more than 7000 stores in various countries, which shows that most of its customers are confined in urban areas in metropolitan cities. Keeping this in mind, necessary marketing strategies need to be implemented (research-methodology.net, 2021).
2. Price: the product cost and its effect on the customer’s decision making. Tesco is the leading company that provides the most competitive price among its peers and is leading in that segment. The strategy of cost leadership in its pricing strategy is used by Tesco to attract more customers..
3. Promotion: Tesco has a strong brand image that instils a sense of low-cost buying and the majority of their advertising is based around this theme. Tesco also has its own loyalty card called “Tesco Clubcard” which it uses to retain customers (Putra and Muzakir, 2020). The brand also has a good social media presence which it uses for digital marketing.
4. Product: the most important factor for a business to grow is the quality of products and services a company provides. Tesco has a large option of products to buy from groceries, technology and gaming to pet care products. As we already know the targeted demographics, more efforts need to be made to cater products to that specific segment (Rosnizam et al., 2020).
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SWOT stands for ‘Strength’, ‘Weakness’,’ Opportunities and ‘Threats’.
Businesses can use SWOT analysis to gain visibility into their current position, helping them to better comprehend and analyse their entire performance. It helps a firm examine its merits, vulnerabilities, and flaws, which can enable them to reach out to more customers and achieve their objectives.. To further explain,
	·  Strengths
1. Strong performance during the pandemic with a growth of 10.5% recorded in the last quarter.
 2. Increased Market Share compared to its competitors. Tesco has a 26.9% market share compared to its closest competitor Sainsbury who has only 14.9% share (swotanalysistemplate.com, 2021).
3 .Good financial turndown last year, by recovering from a loss of 6. billion pounds from 2015 and registering an operating profit of 1.9 billion pounds in the year 2020-21
	·         Opportunities
1. Due to the recent  COVID-19 pandemic the intention of capitalizing on the online grocery sale would be very beneficial as competitors show a growth in online sales of 76%.hence Tesco should leverage on this course
2. High employment opportunities as the pandemic have affected the young workforce of the country in not finding jobs. Hence Tesco can easily find workers for their low-level segment on the supermarket floor (Jonah, 2018).
3. The use of technology to manage business operations. As similar things have been implemented by competitors using AI and machine learning to boost revenue growth.

	·         Weaknesses
1. Shortage of products and discrepancies in inventory management is seen in circulation. Due to the pandemic panic buying is affecting the availability of inventory
2. Management change, ken Murphy becomes the new CEO from the previous CEO Dave Lewis in September, hence experiencing operational change (Lončar, 2017).
3. Quality controls are lagging behind a large amount of complaints that have been received regarding the process, storage and selling of perishable products.
	·         Threats
1. Due to BREXIT and new laws and policies of trade have been created between UK and EU. They may hinder the international trade benefits Tesco previously relished upon.
2. COVID-19 Pandemic has also affected the operations; hiring, sales, import-exports are all facing regression hence may hinder the growth of Tesco (swotanalysistemplate.com, 2021).
3. High competition in the marketplace. strong competitors are seen on the horizon as ASDA changes ownership and ties up with Walmart which tells us there is going to be a higher level of competition
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External analysis, also known as environmental analysis, is the process through which businesses assess changes in their industry and the larger society that may have an influence on their current operations. In this article, ‘PESTLE’ method of external analysis is being used to evaluate TESCO and its business operation. The word pestle is an abbreviation of the facts that influence the business from external sources, they are: political, economic, social, technological, legal and environmental factors.
[bookmark: _Toc88587223]PESTLE analysis
· Political factor: 
Tesco has a presence in 12 countries throughout Europe and in parts of Asia. As a result, it is subject to a wide range of political challenges that could affect its operations. Some of the elements that may have an impact include tax rates, current and proposed regulations, political upheaval, unemployment rate, and the economic health of the countries in which it operates (Adamyk, 2019).
· Economic factors: 
In the UK the labour cost is a key factor influencing the business operation and revenue especially in the supermarket sector. As an example one can see that the company's yearly pay-out bill is £ 4.5 billion. In 2018, the UK Minimum Wage Rate was raised by 4.4% for those aged 25 or above (Ibrahim, Andiyasari and Riantoputra, 2020). Tesco has lost a large amount of money in the UK as a result of this law change. In another example one may consider the implications caused by the change of laws for international trade to/via the rest of Europe due to BREXIT. Factors such as these make Tesco shed large amounts of money to rectify and balance. 
· Social factors: The way a customer shops is changing dramatically with time. Consumer   perceptions and practices are linked to demand for goods and services, people are getting busy day by and require prompt delivery services, also efficient return policies .the is a large demand of TESCO customers to have a retail store to cater to all their needs with ample variety of option. Other health related issues such as diabetes and obesity is a form of social factor affecting sales (Adamyk, 2019). Hence, Customers are more concerned about their health in recent times. Tesco needs to think about how people are evolving and how much healthy food options are in demand. Tesco is highly depended upon high amount of in store foot fall and therefore; these factors should be kept in mind.
· Technological factors: It is seen that a few years ago Tesco faced a backlash due to problems in quality control and wrong perception of their meat products .Tesco sees technological innovation as an advantage and has adopted accessible technologies and customizing it to cater to its needs. Hence, Tesco now has a fresh opportunity to rebuild client trust with the use of technological advancements. Tesco has launched its own online mobile payment system called PayQwiq, which allows customers to make payments digitally. This software is used at 524 Tesco stores from London to Edinburgh (Esser and Chalaczkiewicz-Ladna, 2018). The application is accessible and linked to NFC technologies. Customers can pay for their purchases and earn loyalty points in their loyalty card at the same time. Peer competitors are seen using AI and machine learning technologies to aid profit growth by accurately forecasting the future .Hence Tesco is also advised to use similar technologies in their operations to maintain its competitive edge.
· Legal factors: The legal environment is an important factor which may affect Tesco’s operations and must be focused on with diligence. Change in compliance laws, trade or tax laws may affect the business operations and cause a hindrance in achieving the objective goals. The legal environment in which a firm operates in, plays a critical role in shaping their performance around the world. Taxes and other legal regulations implemented by the government help to incentivise economic progress while also protecting the customer from exploitation as well as other unlawful practices (Bozic, Siebert and Martin, 2019). Before starting a business or in an on-going business the follow-up of these legal facts is important.
For example, In 2016, seventeen Tesco employees lodged a complaint against the corporation, claiming age and gender discrimination. When workers learned about the low paying rates for particular shifts, they became furious which created a backlash.  When conducting business, the corporation must also adhere to the Food Retailing Commission's (FRC) strict code of practise. In another case, Tesco is facing legal prosecution for accounting fraud and deceiving investors. The company had to shed a large amount of money (12mill pounds) to settle the matter. Hence legal factors are necessary to be accounted for to minimize risk of unnecessary expenditure.
· Environmental factors: Many multinational organizations are being put under a lot of pressure by government officials to fix ecological problems. As it reinforced a favourable brand image, companies are more likely to respond to these concerns in a positive light for society. Tesco is no exception in this case. They are encouraging customers to shop online as the current situation of the pandemic recommends staying indoors, in another step the delivery vans used are being run in a strategic way to reduce fuel consumption and select specific routes to maximise the efficiency of delivery. Keeping these factors in mind, Tesco has also stated that by 2030, it will use renewable energy sources to generate 100% of its electricity requirements. By 2020, the company hopes to have reduced its carbon footprint by 50% (Adamyk, 2019). To project a positive image, the corporation should focus on its social corporate responsibility. This would help them generate more revenue. External factors are important because they can have a substantial impact on corporate operations, employees, and earnings. It's vital to keep an eye on the macroeconomic concerns that influence the industry on a daily basis and respond to it in a way that's acceptable to the company. The external environment of a business changes on a regular basis in ways that are beyond an organization's control, but Tesco's management is encouraged to keep track of these modifications and limit the external sources' consequences.
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Due to the recent pandemic situation the demand and supply chain has been affected worldwide, sudden announcements of lockdowns in the UK has gravely impacted the business operations. Tesco, being the largest supermarket brand with good infrastructure and customer trust did dock a high-profit margin. But on the contrary, higher costs associated with the coronavirus pandemic, such as recruiting more employees, outweighs extraordinarily strong sales growth, causing profits to fall by 1/5 throughout the past year.
COVID-related costs reached 890 million pounds, including the requirement to employ people as help for workers who were infected with the virus. During the pandemic, the company engaged about 50,000 non-permanent workers, roughly 20,000 among who have now become permanent in Tesco (Wrigley and Wood, 2018).
Tesco also had to spend a large amount of money for the safety of workers in the workplace. New safety equipment such as PPE kits, gloves, masks, and sanitization equipment and disinfection services cost Tesco a lot of finance.
Due to the present circumstances, a relief of 585 million pounds was offered to Tesco by the UK government, but it was turned down by the management as a social welfare gesture. This in turn took a negative effect on the profit earned by the company. Tesco's stock prices dropped roughly 1.5 % after the announcement of the change of trade laws related to the pandemic, as some shareholders were dissatisfied with the company's earnings prospects. Tesco said its best guess at this stage is that its department stores operating profit will recover to a comparable level as in the 2019-20 financial years, the year before the pandemic started. After evaluation of the financial year, 2021-2022 is done, the company is expected to bounce back in its profits, which in turn would aid in the increase of share prices in the market (Wrigley and Wood, 2018).
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In this report, it may be concluded that Tesco, being a market leader in the retail sector, faced a variety of financial problems in recent times due to the on-going pandemic. A detailed report of the importance of marketing processes and tools used for internal and external analysis is also mentioned.
For the analysis of Internal factors methods SWOT analysis is used to evaluate Tesco’s Strengths, weaknesses, opportunities and threats posed by the current market situation. 
STP method is also used as a tool to evaluate its targeted clientele. Where it can be seen that segment, target and position is a crucial factor to be kept in mind for the company to engage and influence its customers, which will help increase the profit margin earned by the firm in the future. 
The 4 ‘P’s of marketing also shows us the quality of customer satisfaction Tesco provides in respect to the Place of operation, pricing of products, promotion and advertising and the quality of the products sold by them.
 External Analysis is also done to see the factors that influence Tesco’s business but are not in their hands to influence. The PESTLE method of analysis is used to discuss all the external factors affecting the organization. They are political, economic, social, technological, legal and environmental factors, and evaluate how they influence the market, hence affecting the operations.
 One can also see the effects the pandemic had on the organization, though the company was able to bag a substantial profit during the pandemic, but the company couldn't retain it as it had huge expenses to combat the problem. It is also clear that the recent diminished profit growth may be counterbalanced if everything goes as it is now in the next financial quarter of 2021-2022.
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