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Executive summary
In the following report the author will discuss about Tesco’s efforts to continue its activity through the pandemic caused by the outbreak of Covid-19 in the United Kingdom. 
Furthermore, the researcher will critically analyse the reason behind the desired change and will also question the role played by the change agents in the change management process. 
The author shows consideration for the organisational culture of a massive organisation such as Tesco and is looking forward to finding out what kind of value can its employees bring and if they can identify themselves with Tesco’s values and beliefs. 
In the end the author presents his conclusions to the report and recommendations of potential areas that might generate more value for the organisation. 
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1.0 Introduction
In today's competitive business environment, every company seeks a competitive advantage, which necessitates strategic changes within their organisation and thought process. The thought process to bring about a change in management is a challenge for businesses. Tesco is one of the few large companies that frequently changes its organisational structure in order to implement new and innovative strategies in order to compete in a volatile market. 

















2.0 Findings
2.1 Tesco PLC.- background and financial analysis
100 years ago, Jack Cohen, a former member of the Royal Flying Corps, invested the demobilization money he received at the end of WW I and opened a set-up shop in London. On his first day, he made a profit of £1 for £4 of sales. That was the start of Tesco- UK’s biggest supermarket. (Tesco’s defining moments, 2019)

Tesco PLC is a retailer that also provides banking and insurance services, as well as holding a significant share of the fuel station market. The organisation currently operates in the United Kingdom and the Republic of Ireland, as well as in Europe, where it has several branches in Poland, Slovakia, Hungary, and the Czech Republic. Tesco also operates supermarkets throughout Asia.
The main profit source for Tesco, is represented by its retail activities. The organisation controls different setups such as: metro, express, extra and superstore. The headquarters of Tesco is located in Shire Park , Kestrel Way, AL7 1GA, United Kingdom. (Tesco PLC, TSCO:LSE profile, 2020)

Tesco had an average of 423,092 employees in 2020. The majority of these workers were based in the United Kingdom and the Republic of Ireland. Approximately one-quarter were employed on a global scale. Tesco had operations in Malaysia and Thailand in Asia. While in Eastern Europe, it had stores in Czechia, Hungary, Poland, and Slovakia. (Coppola, 2020)

In 2020 Tesco's first-half profits increased by more than a quarter as customers purchased more food during the pandemic and online orders more than doubled.
Pre-tax profit for the 26 weeks ending August 29 was £551 million, a 28.7 percent increase over the previous year. Tesco more than doubled its delivery capacity to 1.5 million slots per week during the first half, including serving 674,000 vulnerable customers.
During the coronavirus lockdown, Tesco, like many of its competitors, was forced to rethink its in-store and online strategy. (Graham, Finch and Finch, 2020)

In the six months to August 29, the UK's largest retailer reported a 4% increase in operating profits to £1.2 billion. Tesco's finance director, Alan Stewart, stated that the company determined that paying dividends was the "right thing to do" for shareholders. Tesco's half-year dividend is 20% higher than the dividend paid in 2019. Tesco revealed that food sales in the UK increased by more than 9% during the period, as the pandemic caused significant changes in consumer behaviour. Sales at its convenience stores boosted by 7.6 percent. Tesco reported 1.4 percent growth in large store sales as customers made fewer trips but bought more on each visit. The average "basket size" – the amount spent by shoppers per visit – has increased by 56%. (Wood, 2020) 

2.2 Reasons for change
It could be asserted that  change management is a key factor for any business to operate and prosper in today ’s fiercely competitive and continually shifting business climate. However, current change management theories and concepts accessible to academics and practitioners are frequently contradictory, sorely missing objective support, and endorsed by unquestioned assertions about the nature of modern organisational change management. 
Change management is a necessary response to planning and implementing change that is aligned with business strategy and focuses on both the business and its people. Organisational change management, from a corporate perspective, concentrates on planning and implementing transaction - oriented change in place to enable the delivery of long-term outcomes and benefits at the lowest possible cost and risk. (Voehl and Harrington, 2017) 
Change management is the dominating approach used in an organisation to shift from the current to a desired future through a synchronised and systematic manner in consultation with stakeholders. Change management intersects strategy with execution, deployment to procedure, and the final realisation of expected benefits. (Mullins & Christy, 2016)

In the past two years of activity, Tesco faced two major challenges: Brexit and the Covid-19 pandemic. These events brought major changes on the supermarkets ways of doing business, confronting them with a series of problems and measures that must be taken into consideration for a better understanding of notions like customer demand, in-store measures and practices or concerns regarding new supply routes from various countries in different parts of the world. 
 Many businesses were forced to drastically alter their course, restructure, or make radical changes to their plans as a result of Covid-19. However, it solidified Tesco's strategy, allowing the retailer to "really be at our best”. Despite this optimistic outlook, Tesco's UK CEO, Jason Tarry, admitted that the entire organisation was under pressure to keep up with the rapidly changing environment. As the magnitude of the coronavirus pandemic in the UK became evident, the retail chain established four objectives to help guide its approach: safety for all; food for all; support our colleagues; and support communities. (Fleming, 2020) 

The British government has drawn a set of rules and measures for supermarkets and other workplaces involved in retailing and food service. In the midst of the earliest curfew, Tesco has started issuing a set of new Covid-19 rules to its customers. The supermarket chain has established five ground rules for customers to follow while shopping. Since the beginning of the pandemic, the retailer has been focused on ensuring that everyone can procure goods in a safe environment. It is mandatory to wear a face mask inside Tesco stores and if possible customers are encouraged to shop alone. The supermarket will operate under a one-in one-out system to ensure social distancing, meaning that one client can only go in just after another client has left the premises. In addition to this new set of rules customers must respect the basic ones, such as disinfecting baskets and trolleys and sanitising hands with materials provided by Tesco at its in-store cleaning stations. (Doyle, 2021)
 
Despite its determination to enforce the so much needed safety measures designed to protect customers and staff members, three Tesco stores faced partial closure notes for violating these rules. A series of visits conducted by Swansea Council revealed that stores in Fforestfach, Pontarddulais and Swansea city centre infringed safety measures by selling ‘non-essential’ items. It was instructed that access to goods such as carpets and clothing be prohibited, with the exception of baby clothing, games, bedding, soft furnishings, and phone accessories. (Williams, 2021) 

2.2.1 SWOT
STRENGTHS 
1) Financial turnaround 
Under new leadership ,Tesco recovered from an annual loss of £6.4 billion in 2015 to an operating profit of £1.9 billion in 2020. For the first time in four years Tesco market share rose due to online shopping persistently streaming onward and gained 0.2% to close at 27.4% in February 2021. Kantar, the market researcher confirms that monthly sales jumped by 13.2% for the first time since December 2016. (Whiterow, 2021)
2)Strong performance during the pandemic 
Despite Covid-19 Tesco registered a 10.5% growth in the last three months to September, due to an increase in its online sales. Tesco also hired 16,000 people to face the growth in demand. (Lea, 2020)
3)Adaptability 
To deal with restrictions to in-store purchases, Tesco doubled its delivery capacity to 1.5 million slots. This generated £551 million in profits, a 28.7% increase in comparison with the last year. 
4)Strong partnership with suppliers
“I want to identify the best suppliers in the marketplace, and I want to work with them”. Dave Lewis, CEO, Tesco.
Appointed in 2014, Tesco boss focused on building a strong partnership with the suppliers, reassuring them on how important they are for the business. Even though five years ago Tesco was seen as a tough company to negotiate with, the retailer continued to work with its suppliers due to the shown fairness. (Green, 2020)
WEAKNESSES
1)Quality control 
Tesco is very rigorous when it comes to quality control measures, but any alarming complaint from a customer indicates room for improvement. 
2)Shortage of products 
To prevent this from happening, Tesco has decided to rationalize few of its items. The reason behind this measure is represented by Tesco’s intention to make sure everyone can access the essential items. Customers are restricted to purchasing no more than five per certain goods, such as antibacterial gel, tinned vegetables and wipes for both in-store and online sales. (Wilson, 2020)  
3)Inventory management 
Tesco paid £175,000 in fine for displaying products 15 days past their expiry date. They also put in place systems to avoid similar problems. 
4)Food safety issues 
Tesco released urgent food recalls after discovering safety issues and defects that endanger customers. 
OPPORTUNITIES 
1)Growth of online sales 
In-store buying restrictions have promoted online sales. A good example is Ocado that benefited from a 76% rise in online sales. Tesco should take advantage of this trend. 
2)High unemployment rate 
Supermarkets represent one of the few places where people could still find jobs, and the unemployment rates could help Tesco secure the numbers to boost its growth. 
3)Social supermarket 
Unsold inventory is being stockpiled by supermarkets. Afterwards, supermarkets sell the inventory at affordable rates, preventing wastage and food poverty. Tesco embraces this cause and has an active role in this initiative. The collaboration with FareShare is a key component of Tesco's Little Helps Sustainability Plan, which aims to reduce food waste while also supporting local communities. Over the last eight years, Tesco has redistributed more than 100 million meals to nearly 20,000 charities and community groups across the UK. (Our Work With Tesco, 2021)
THREATS
1)UK-EU relations 
No-deal Brexit could lead to the suspension of the free trade agreement with the EU. The adoption of new rules would lead to additional tariffs and custom checks. 
2)Brexit and supply chains 
Leaving EU will affect 80% of the imported food sold in British supermarkets. Restrictions at the port of entries will negatively impact Tesco’s supply chain. 
3)The pandemic 
The shift to online sales saved Tesco, but the coronavirus related expenses hit £533 million. Ocado became UK’s most valued retailer. 
4)Competition 
Asda’s new owners are planning to invest £1 billion into the business over a period of three years and expressed intentions to push the retailer to achieve previous glory. (Radojev, 2020)
2.2.2 PESTLE
1)Political 
The British retailer operates in many countries such as: Ireland, Hungary, Poland, Slovakia, China and others, which are considered to be stable markets from a political point of view. Tesco always proved that it is capable to respond to the current and future legislation and adjust its business and marketing policies accordingly. 
2)Economic 
The global economies have been harshly affected by Covid-19 and people’s earnings are expected to decrease, or for some of them this could mean the loss of their jobs. As a result, customers will spend less, or they could find cheaper brands. These alternatives will severely impact the profits and operations of Tesco. 
3)Social
Tesco is a good example on how businesses managed to transform a major threat, such as the Covid-19 pandemic, into a sales growing opportunity. Transformations in customer behaviour provided Tesco the chance to develop its online sales, doubling its capacity to ensure customer demand is successfully met. By doing so Tesco not only increased its profits, but it also tackled unemployment rate by hiring people from different work sectors that have been affected by the pandemic and lost their jobs. (Bottaro, 2020)
4)Environmental
Tesco’s CEO, Dave Lewis stated that soil should be used in an efficient manner, its health should also be improved, forests and environments needs to be protected, global emissions priorities should be met, animal welfare and food safety standards should be upheld through trade agreements, and proper nutrition should be promoted. Companies should consider Brexit as an opportunity to rethink production and ethics. (Staff, 2020) 
2.3 Change models
In today's organisations, change management is becoming incredibly valuable. Change management is the one dealing with the ‘people side' of change, while project management is concerned with the ‘product side' of things. Many companies encourage change management methods and techniques to ensure the success of ideas. Change managers and change agents work in conjunction with project managers to ensure that new capabilities are fully utilised by employees. Engaging those impacted by a change plan is an important aspect of handling change in an organization. Communication is a key factor in the process of an effective change management plan, and it is used to include and absorb staff members. Change managers are the one appointed to ensure a smooth organisational transition, and it is their responsibility to implement new technologies and reorganise business procedures. If all parties involved in the change management process understand its importance and commits to follow and implement the change plan, this can relate into improved performance, increased productivity and reduced cost. (Buehring, 2020)
People are resistant to change, and long-term change can be difficult to achieve. The change manager must understand change and by managing it effectively they will have people’s support at each phase of the process. One of the most convenient tool that can be used for a better understanding of this process is Kurt Lewin’s change model. During early 1950’s, Lewin promulgated a simple context to help with the process of organisational change identified as the Three Stage Theory which is formed of three elements or stages: unfreeze, change and refreeze. 
Unfreeze is the first step of the model and this is when the change manager has to communicate the reasons behind this change to all the people affected. The next phase is the change itself. It can be a time-consuming phase and represents the point when the members of the organisation start to realize that things will be different. The final stage of Lewin’s model of change is refreeze. It is an important part of the model as this is when the change sets in place and becomes part of the organisation’s culture. It is up to the change manager to make sure that appropriate training and support is offered so that employees continue on the right path. (Lewin’s Change Management Model, 2014)
When questioned how Tesco recovered from the 2014 accounting scandal and become a powerful company during the Covid-19 pandemic, both U.K. CEO  Jason Tarry and company CCO Alessandra Bellini said that a transformed focus on the customer has been a decisive factor. Bellini continued and underlined that customer experience is far more important than marketing. Based on customer feedback the retailer realised how important is to have quality products at affordable prices, clean and tidy stores and how well-trained employees can create a satisfactory customer experience. From the very first week of pandemic Tesco leadership raised awareness about how important is to help stopping the virus from spreading and showed active involvement in the implementation of the government guidelines. (Gilliland, 2020) The author considers that the steps undertaken by Tesco in the first week of the pandemic resembles with the first stage of Lewin’s change model. 
After the planning stage, actual changes have started to occur both in-store to protect customers and staff members, and also online to ensure the delivery of goods for the most vulnerable people. As a response to the increased online demand Tesco created 16,000 new jobs. 10,000 of them were responsible to pick customer orders from the shelves and 3,000 drivers to deliver the goods. U.K. CEO Jason Tarry affirmed that “these new roles will help us continue to meet online demand for the long term”. (Faragher, 2020) 
If online shoppers are overindulged by Tesco with home deliveries, in-store customers must abide to strict rules if want to purchase necessary goods. Unless exempt, all customers who want to shop in-store must wear face coverings. To protect customers and staff members, Tesco imposed significant changes to its stores. To keep a safe distance between shoppers, the grocer taped the floor with signs indicating customers to maintain a 2-metre distance from others. Furthermore, customers can help themselves with disinfectants and sanitizers to clean hands and trolleys and are also encouraged to use self-service tills to avoid close contact with members of staff. (Aikman, 2021) The implementation process of the new set of rules represents a major change for Tesco and is linked by the author with the second stage of Lewin’s 3 step change model. 
The author reminds the reader that more than one year has passed since the outbreak of the Covid-19 pandemic and it continues to haunt us, and the social distancing measures set by the government are still in place. As a result, the changes embraced by Tesco are still in place and become an accepted essential change for both customers and members of staff working in the retail sector, including Tesco. The current situation can be easily identified with the third and last stage of Lewin’s change model. 
The world of business has suffered a lot due to recent events caused by Brexit and Covid-19. No matter how big or small, businesses who want to rescue themselves and exist during such times must embrace change management at an organisational level. A well-implemented change supported by an effective model of change such as the one of Kurt Lewin, can become a business saving alternative. For a major change to happen, not only the organisation is the one that needs to change, but its people way of thinking must also change. To show how important is changing the way of thinking, the author decided to use a famous quote of Albert Einstein: “The world as we have created it is a process of our thinking. It cannot be changed without changing our thinking”. (What Makes Lewin’s Change Theory Ideal for Businesses, 2021)  
2.4 Leadership
Since organisations are human structures, structural transformation depends on the members' willingness to accept the changes. Employees' attitudes toward change are affected by a number of factors, including prior change experience, emotional intelligence, and how the company handles change. Organisational leaders, on the other hand, are often confronted with a workforce that is inflexible to change.  Even so, relative to other factors such as cost overruns and project complexity, shifting the mindsets and attitudes of workers toward change was stated to be a greater challenge for those overseeing change in organisations. Leadership is an essential factor that generates support for change. According to a report on transformational leadership, practises like cultivating a vision, modelling change, inspiring the community to change, coaching, and building a change-friendly culture are critical in facilitating the transformation. A leader's success is determined by how well they fulfil the standards of their followers. The better the followers' schemas fit the leader's actual characteristics and habits, the more successful the leader is considered to be. (Hechanova et all., 2018) 
When faced with the upheaval of transition, many leaders rely on organisational processes to keep things running smoothly. They don't understand or pay attention to the emotional dimensions of transition, such as mourning, letting go, regaining hope, and learning. The truth is that different people respond to changes in different ways and have different emotions about them. The change leader must identify and appreciate the tendencies of reaction that people show as they negotiate changes, and to adapt response strategies to optimise individuals' ability to overcome challenges and advance forward in the dynamic environment. It's useful to keep these two concepts in mind when learning to lead more effectively in these situations:
· “If you want to lead people to somewhere new, then you need to meet them where they are. 
· Expect that some (even many) people aren’t as far along as you would hope”. (Bunker, 2008)
Tesco is always on a hunt for people with leadership skills and attitudes ,with strong values and beliefs that can bring intrinsic value to the organisational culture. Tesco expects from its leaders to be honest, passionate, humble and bold. A good leader must have analytical skills, he must find solution to emergent problems and take decisions when data is not at hand. These factors will play a role in determining the best leadership style for a given task or project. There are several internal and external factors that can have an impact on the leadership style. From an internal point of view the line manager is the one responsible with identifying and developing employee’s talent, supports members of staff with career development and develops team and organisational capacity. Tesco executives must be inspiring, motivating, imaginative, and inventive, as well as ready to accept and introduce change and have a long-term vision for success. (Building Your Career, 2016)
Tesco’s Chief Financial Officer, Alan Stewart, states that Covid-19 was “a challenge like no other”. The strain was felt through all of Tesco’s departments, but employees from different levels reacted quickly and selflessly to put customers first. An active role in Tesco’s swift reaction to the problem was played by its financial team, who collaborated with other colleagues to facilitate the rapid implementation of significant organisational changes. One significant change made by the finance team in the early days of the crisis, like many others around the world, was a transition to remote working. The transition ran perfectly, owing to the fact that the atmosphere of the company was already supportive of the procedure. Guaranteeing good communication and compassion for other colleagues has been the strategic lesson drawn from an outstanding change management plan. (Adapting to Covid-19: the Tesco story, 2020) 
2.5 Change agents
Nowadays, organisations are experiencing a radical transition, moving away from their conventional structures into ones that embrace the era of digital transformation. For many businesses, there is a major challenge because they do not know how to respond to the changing complexities of organisational culture and new processes. There are many organisations who tend to believe that they are becoming more customer focused, but it is just a fake impression as studies reveal that only 5% are actually doing it. The need for organisation-wide teamwork, implementing internal seminars, presentations, and programmes that help to drive shopper and external business knowledge around the organisation are all issues that need to be addressed. To be able to understand how this works one must understand how the whole organisation works. This is the time when the organisation needs to identify, empower and support the change agents. The change agent is a manager who attempts to reshape an organisation's functions, duties, frameworks, outputs, procedures, systems, technology, or other tools in order to increase organisational effectiveness. (Saka, 2003) 
In lean transformation, change drivers are critical because they are the ones providing managers and front-line staff with both technological know-how and social encouragement as they learn and implement new lean practices. Change agents are good problem solvers generally recruited from inside the organisation, that use of the relations and information to recognise and disperse potential issues that could jeopardize to overturn change efforts. A successful change agent will consider the benefits of the change and will have the larger picture in mind when considering how the change plans fit into the company's history. The change agent will not only have one eye on the outcome, but also on how to get there: brainstorming with the rest of the team and being receptive to integrating their expertise. Instead of carrying the blame, they can be a catalyst for progress. It is time to build the execution plan once the change agent has a firm grasp on the vision and has enlisted the support of a sufficient number of people. In his action plan, the change agent should keep time and deliverables in mind as nobody is willing to wait too long to see how his strategy works. (Grandison, 2018) 
After a close analysis regarding Tesco’s change agents, the researcher identified two categories: internal change agents and external change agents.  The first category of  change agents is represented by shareholders, the top managerial team, the floor management including managers and supervisors, as well as entry level workers. Changes made during the Covid-19 pandemic would not have been possible without the active involvement of the people from different departments from shop workers to financial experts or human resources colleagues. However, there are times when the internal shareholders disagree, and internal revolts ignite if negotiations fail to succeed. Tesco has witnessed one of the largest shareholder revolts in history over executive bonuses, throwing a cloud over the company's good revenue success during the coronavirus lockout. At the retailer's annual meeting, shareholders representing just over 67 percent of the stock decided against the remuneration report  objecting to a late amendment to part of an executive compensation package that gave Lewis an extra £1.6 million and finance director Alan Stewart an extra £900,000. (Kleinman, 2020) 
The second category of change agents is formed by external change agents who can also have a voice when facing changes imposed by the giant retailer. Tesco is constantly seeking new methods to improve customer experience and shows active involvement in finding solutions to help those with complex needs as well. In December Tesco reached a fantastic achievement by installing its 100th Changing Places toilet in its Watford Extra store. Robert Burley, Director of Campaigns and co-chairman of the Changing Places Consortium, added: “Everyone has the right to use a public toilet as and when they need to, so having access to a Changing Places facility is vital for disabled people”. (Purcell, 2020)

2.6 Tesco’s organisational culture
Organisational culture can be viewed as a reflection of a company's social evolution. The word "culture" is used to describe a collection of values, beliefs, behavioural laws, behaviours, and thought styles that are brought together and adopted by a group of people, helping them to stand out from other communities.
Culture is an organization's unspoken social order, which forms attitudes and behaviours in a number of ways over time. Within a culture, cultural norms describe what is promoted, discouraged, embraced, or rejected. Culture can unleash tremendous amounts of energy toward a common goal and promote an organization's capacity to succeed when it is properly matched with personal ideals, drives, and needs. (The Leader’s Guide to Corporate Culture, 2020) 

The pandemic and the resulting large-scale social and economic turmoil have already had a major impact on organisational cultures. Perspex displays and personal protection devices have replaced well-known symbols of corporate life, such as open plan offices packed with people wearing suits. Zoom calls have taken the place of old traditions like water cooler conversations. In this situation, managers ask themselves how can be built an organisational culture when everyone is working from home or works in the office but under strict safety measures. Some may see this as a barrier, but others may perceive it as a huge opportunity for scholars to explore how a large-scale collective change perturbs organisational culture and how those cultures can acclimatise. (Spicer, 2020) 
At the core of Tesco’s organisational culture lies the customer. 
Customers want quality products at affordable prices that they can easily purchase, and it is our responsibility to deliver this to them in the best way possible.
That's why our latest main ambition is 'Serving Britain's shoppers a little better every day’. Serving customers is at the heart of everything we do as a company, from colleagues in our stores to those of us in support positions. 
The plan outlines how Tesco intends to make a contribution to the betterment of its customers, colleagues and community members, vendors, shareholders, and the biosphere, and it serves as the guideline for defining the long-term approach to sustainability. (Our Culture, 2021)

The author strongly believes that in order to describe the culture of the organisation the model that fits to an organisation like Tesco is Charles Handy model. This model through its task culture resembles very much with Tesco’s organisational culture. In this case task is similar to team, and this emerges from the fact that teams are formed to work on particular projects. It is a highly dynamic type of culture, which properly led by a skilled manager can be very productive and can generate profit or can easily implement the change management within the organisation. (Handy Model of Organisational Culture, 2021) 

3.0 Conclusion
The change management process is a complex process involving both internal and external factors that can have a strong positive impact upon the organisation. Change management can also have a negative impact if the change agents do not understand the need for change or are not familiarised with the change itself. Tesco’s case study reveals how important is the contribution of active and passionate change agents in relation with the change that needs to be implemented. The grocer continued to successfully operate during the lockdown thanks to its change agents identified at different levels of hierarchy. Even though the plan was drawn by senior management, it was up to the floor key workers to make sure that it will be well implemented. On top of that, the author acknowledges the efforts of the financial team, who in hard times accepted to work different shift patterns in order to ensure good operation of stores. 
The author concludes that entry level employees should be allowed to participate into the initiation stages and show desire for involvement especially in the brainstorming stage. This future practices are meant to increase morale and the level of motivation, as well as developing creativity and innovation skills. 

4.0 Recommendations

Future frameworks could consider ways to attract employees not only during the planning phase, but also during the decision and initiation stages, in order to boost the effective implementation. This would represent a big step toward shifting the customer service representative's negative or resilient attitude. 
Daily team and community meetings are usually conducted in-store as part of the organisation's strategy. During the initiation and implementation process, certain group discussion sessions or group meetings may also be used as a forum to overcome some of the challenges, myths, and fears that some workers may have. This will also raise their morale and increase their efficiency. 




5.0 Appendices


SWOT

	               Strengths

· Financial turnaround
· Strong performance during pandemic
· Adaptability
· Strong relationship with suppliers
	             Weaknesses

· Quality control
· Shortage of products
· Inventory management
· Food safety issues



	            Opportunities

· Growth of online sales
· High unemployment rate
· Social supermarket
	                 Threats

· U.K.- E.U. relations
· Brexit and supply chain
· The pandemic
· Competition











PESTLE

	           Political

· Worldwide presence
	         Economic

· People’s earnings affected by Covid-19

	                 Social

· Workforce from affected industries
	     Environmental

· Soil health crucial for healthy crops
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