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1. Introduction
For this assignment, the organisation that I have chosen is Tesco. Tesco is a British public limited company founded in London in 1919 and operates in retail and merchandise sector. Tesco is the market leader in the UK with the market share of 28.3%, group sales of 63.6 billion (TescoPLC, 2025). Tesco have 3,433 locations in UK and operates in 11 countries with 3120 stores worldwide. From selling groceries, they expanded into the sale of apparel, electronics, fuel, software, banking, and communications (Sparks, 2019). Additionally, they launched Tesco Finest, a luxury line of food items, and their Tesco Value range, which offers less expensive foods to draw in more social groups to their stores. This assignment will provide a table of SWOT analysis, and in detail with a PESTLE analysis which will explain the implication of external factors have an impact on the company`s marketing decisions. 
2. Situational Analysis (SWOT analysis)
	                       Strengths
Powerful supply chains
Gigantic company size
Profitable Business model
Online shopping and delivery
	                    Weaknesses
Quality control
Lacking website security
Heavy reliance on UK market
High operational cost

	                    Opportunities
Offering discounts
Offering training programs
Private label expansion
Partnerships and collaborations
	                      Threats 
Market competitions
Environmental regulations
Economic fluctuations
Global economic instability



3. Tesco – PESTLE analysis
 This PESTLE analysis reveals how political, economic, social, technological, legal and environmental factors are affecting the company`s marketing decisions. This analysis is crucial because it can help the business better understand both its existing and potential new markets. They will be better equipped to anticipate and make appropriate judgments as a result. This analysis will allow the managers to identify the macroeconomic variables and to take the best decisions for the business (Marmol, 2015). 
3.1 Political. Tesco operate in 11 countries all over the world, so political factors are very important for them. These political factors can be tax rates, acts of legislation or stability of the country that Tesco operate in. According to Pan (2020), when conducting business internationally, political decisions might have an impact on statistical estimation. The political factors that influencing the company`s marketing decisions are regulatory compliance (employment laws, food safety standards), international Trade Agreement (trade barriers, changes tariffs), government stability (fiscal policies, tax rates), environmental regulations (climate change, reduce carbon emissions), public health (social distance in covid19). Tesco must abide by the regulations that the countries have put in place regarding taxes and how they may impact them, as well as the laws pertaining to employment and food. The political system of the nation must remain stable for business to operate without significant changes to the laws. A good example is when Brexit happened all prices went up. According to The Guardian (2022), Brexit changes will continue raising the business cost. 
3.2 Economic. Tesco is mainly concerned about prices, demand, costs, and profitability. One of the most important economic factors is consumer spending patterns which means how much money the customers are willing to spend. Other factors are currency fluctuations and inflation. According to BBC (2021), rising inflation make people to spend less. Maintaining profitability on imported goods requires careful management of this currency risk. Other economic factors are employment rates, global economic health, or agility in pricing and stocking. Managers need to make good decisions regarding current economic conditions and customers' expectations. These economic factors could be an opportunity for Tesco to prove that their decision making is adapt with the customer's needs. 
3.3 Social. According to Humby (2008), one of the most important decisions in Tesco is to build a strong relationship with the individual customers. Tesco now offers a wider range of non-food items. The kind of products and services that consumers want are greatly influenced by their opinions and attitudes, which are influenced by societal conditioning. One of the common social factors is changing customer lifestyle. Tesco is responding to these changes by meeting the growing demand for organic goods. Ather social factor are digital trending, demographic shifts, cultural diversity, environmental, flexibility in products and cultural diversity. 
3.4 Technological. According to Cuthbertson (2023), digital approaches are more likely to be used by more customers. Tesco is doing a very good job by keeping the customers close. Tesco find through these technological factors two opportunities to make customers happy: one is to launch an application to be easier for shopping, and another is to provide customers the opportunity to self-checkout. Nowadays when everybody is working more and have no time for shopping in stores, Tesco meets customers' needs and develops an application where everybody can shop online and deliver to their home. Ather technological factors are data analytics (have more information about customers behaviour and preferences), supply chain optimisation (real-time tracking), mobile technology (mobile payments, barcode scanning), sustainable technology (electric vehicles).
3.5 Legal. The legal factors are food safety and labelling regulations, employment law which Tesco are fallowing the rules for minimum wages, workplace safety or labour rights. Ather legal factors are environmental legislation, transparency and data protection and privacy (GDPR). according to GOV (2019), every business must abide by privacy and data protection rules, including those pertaining to the collection, storage, and use of consumer data.
3.6 Environmental. According to Fernie (2009), six criteria can be used to classify the environmental impacts of retail logistics: waste, accidents, noise, noxious gasses, greenhouse gas emissions, and visual intrusions. Tesco has previously established goals to combat climate change and lessen their carbon footprint. This entails cutting back on emissions from transportation and logistics as well as improving energy efficiency. Additionally, to power stores and warehouses with more renewable energy sources. Tesco protects its position in the retail industry's future while simultaneously protecting the environment by incorporating environmental stewardship into its fundamental operations. 
4. Critical analysis and evaluation. 
With so many resources at its disposal, Tesco is well-positioned to adapt to the shifting needs of the modern world. Additionally, Tesco has a solid and resilient supply chain with more than 350 suppliers committed to creating goods under its own brand (TescoPLC, 2019). Customers are now more aware of and loyal to the company's own brand items because of the investment the company made in rebranding them in 2019 (Douglas, et al, 2020). Over the previous five years, the business has been able to win back the trust and loyalty of its customers, which has improved its reputation. To maintain its strong bargaining power with suppliers and employees, the corporation has also strengthened its relationships with these important stakeholders. With several resources and competencies, the company is well-positioned to improve its performance during the present epidemic and ultimately provide shareholders with more value. 
5. Conclusion. 
In conclusion, this assessment has explained the importance of external factors that have an impact on the Tesco marketing decisions. A brief SWOT analysis reveals what are the Tesco`s strengths and weaknesses (factors that Tesco management can control), but also the opportunities and threats (factors that cannot be controlled) that the company faces. Also, the details of PESTLE analysis make us to understand better the importance of external factors that affect the marketing decisions of the company. As recommendation, Tesco should keep sustainable development and make improvements, should invest in technology and never stop innovating to give itself a competitive edge by making its products more valuable. 
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