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Introduction
The Covid-19 pandemic has impacted international, national, and regional economies with unparalleled vigour. Like in most crises, the most exposed economy areas will probably take the strongest hits. The public health response to the Covid-19 outbreak has required an economic lockdown across the globe that is unprecedented in modern history. Across all sectors, both large and small organisations were required to shut down over-night with little information about when or to what level re-opening would be practicable.
T.K Maxx is among the recognised European low-price fashion retailers, having created a big network internationally containing more than 1,000 outlets, a vast range of things and numerous recognisable brand names. T.K Maxx is a division of the TJX group of enterprises, a major player in this industry, providing a range of quality items 20-60% lower than their initial retail price. The first international shop was launched in the UK in 1994 and the organisation’s footprint continued to develop tremendously ever since. TK Maxx trades clothes, footwear, gifts and decorations made for men, women and children, as well as games and travel accessories.
This report will describe the main stages in the marketing process and analyse the strengths, weaknesses, opportunities and threats encountered by TK Maxx within its contemporary business climate, as well as the political, economic, social, technological, legal and environmental aspects affecting TK Maxx’s activities carried out in the UK. It will also analyse the correlation between SWOT and PESTLE, as well as the way in which the factors specified above may be employed to combat the current vulnerabilities and threats. The report will further apply Porter’s five forces model to TK Maxx’s company operations.
Furthermore, the paper will assess the strategies adopted to tackle the obstacles encountered during this era of recession, as well as some recommendations and the actions taken by management of TK Maxx to ensure the survival/success of the brand under such circumstances.











Marketing definition
Marketing is the social activity whereby an individual may acquire what they need and desire through exchanging, creating, and offering products or services of value to other individuals. It is also the technique in which companies generate value for consumers and create powerful customer connections to seize value from them in return.
The marketing process is sequential and can be divided into 5 stages:
Situational analysis of factors, which can be internal (such as high turnover) or external (such as Covid-19) – will showcase strengths and weaknesses;
Objectives – defining target consumers by considering geographic, demographic,  behavioural and psychographic factors, setting measurable goals, identifying and setting a marketing budget;
Strategy – includes the marketing mix, or the 4 Ps (Product-what is the company selling, Price-how much are customers willing to pay, Promotion-how will the company communicate with consumers and Place-physical or online shops), which aid organisations to understand their customers better;
Implementation – includes surveys, locating staff, procuring necessary resources, potential adjustments to initial marketing plans;
Control – monitoring competitors and the marketing plan.














Internal analysis of Covid-19 Impact upon TK Maxx
SWOT – micro-environment analysis – where the strengths and weaknesses are regarded as internal factors, whereas opportunities and threats are considered external ones
	Strengths
	Weaknesses

	-The company’s retail operations comprise a vast range of things, from designer garments to home accessories and a fantastic global network of stores, producing profits from numerous sources and item ranges.
-The shops offer a wide assortment of fashion brands and established names for affordable pricing. High quality products are routinely traded for significantly discounted prices.
- Through ‘Treasure’ TK Maxx hopes to maintain the interest and loyalty of the existing client base.
	-The firm is not very good at projecting the consumers’ interest in certain traded products, with discontinuities in the item selection, consequently reducing sales.
-The shops are packed with things placed in random order only based on size and are typically viewed as ‘bulk sales’, which might discourage shoppers.
-TK Maxx’s website is really badly constructed, crowded and hard to explore. Therefore, revenues dropped significantly when physical businesses shut their doors due to the epidemic and the majority of the enterprises turned to internet commerce.

	Opportunities
	Threats

	-Enhancing their online footprint, by updating the current website, which is not very advanced in order to ease the buying experience.
-Expanding physical shops in additional regions, where there is a need for such a trading model.
-Drawing a new group of younger clients with the help of social media. The firm has very little social media engagement and students might be one of the major target demographics.
	- The expanding market presence of inexpensive, low-quality manufacture and fake designer products might damage the whole industry.
-The corporation is active and imports products from several regions worldwide and is consequently subject to risks owing to the unpredictable environment in some countries.
-Economic deterioration, also owing to Coronavirus, has prompted buying patterns to alter, with a focus on savings. Customers have cut spendings on apparel and have transferred their resources to other purchase zones.







External analysis of Covid-19 Impact upon TK Maxx
PESTLE –macro environment analysis
PESTLE is an abbreviation that refers for the political, economic, social, technical, legal and environmental issues assessed in regard to the company’s activity.
	Political considerations
-Laws pertaining to basic salary and overtime, together with statutory staff benefits lead to substantial employments expenditures  for the company
-Taxes are costly because the government does not provide incentives for the fashion retail sector
-Rules for product labelling add supplementary costs and involve technological procedures and labour.
-The rise in import duties in the UK after Brexit has also had an obvious financial effect
	Economic considerations
-Due to the pandemic-related recession in the UK and people working from home (if at all), there was a decrease in demand for fashion items. This was also a result of the "stay at home" policy. 
-Unemployment rates have gone up, and people are prioritising high living expenses over shopping for clothes. 
-The Bank of England has announced two interest rate increases in the past three months, meaning the company now has to pay a higher interest rate on its debt.

	Social factors 
Popular fashion trends are a significant factor, but the corporation can respond quickly because it sells designer apparel.
-Another important social factor when an organisation focuses a certain age group is population age/aging. This has no negative effects on TK Maxx because it caters to customers of all ages.
	Technological factors
-Even in-store staff lacks the necessary technical tools to assist customers, which leads to subpar customer care. This is due to a weak online presence brought on by a poorly built website.

	Legal considerations
-The minimum wage and work-hour requirements (such as 40-hour contracts) increase the organization's personnel costs.
-Considering that TK Maxx sells designer products, the intellectual property laws require thorough study and compliance, for example when entering a new market.
	Environmental considerations
-Weather may be a significant impact, since poor weather conditions result in fewer people visiting physical stores and may also alter travel routes.
Given that only 15% of worn clothing is recycled, laws on environmental pollution, recycling, and waste management, such as the landfill tax, have an impact on the organization's operating costs.







Influence of PESTLE on SWOT. How TK Maxx uses S to tackle W and T affecting O.

Applying a PESTLE study to TK Maxx leads to the conclusion that the company may be considered sensitive to some shifts in the company's environment. A macro-environmental PESTLE analysis is dependent on factors such as political, economic, social, and technological ones (Rugman and Collinson, 2006)1.
Given that TK Maxx sells designer brands and high-quality items at reasonable prices in its stores, shifts in the political climate seem to have an effect on the company. The company can only continue to provide such low prices at the risk of significantly shrinking their profit margin if the organization's running costs rise as a result of rising import fees, taxes, and labour costs. As a result, there is an immediate connection to the choices made by the government.
For TK Maxx, the shifts in the economic climate are extremely important. The economic environment's unfavourable trends have caused the buying power of customers to drop quickly. When consumers are less concerned about their money, they will become eager spenders. 2017 (Duckett). The company has seen a significant negative impact on its revenues as a result of these modifications because profitability is strongly correlated with sales rates.
The sociocultural environment's changes barely affect TK Maxx. Typically, socioeconomic factors like the country's ageing population, population growth rates, perspectives on careers, etc. have a direct influence on the proportion of solvent clients in the nation (Peizer, 2006)2. This ensures a constant demand for the goods, even in situations where people's purchasing power is impacted, given that TK Maxx does not exclusively target any one age group and looks to have a significant possibility of sustaining revenues high even in the case of undesirable societal trends.
TK Maxx may benefit from the changes in the technical environment as a result of increased cost effectiveness brought about by technological advancements. The potential of TK Maxx to expand its online retailing offers and strengthen their capability to deal with their more advanced technological rivals is positively influenced by the rise of technology. Therefore, provided the company makes proper and timely use of the adjustments in the technical environment, they do not appear to be detrimental to TK Maxx's sustainability.
Since TK Maxx has a significant presence in Western Europe and the US, changes in the climate might affect how the company does business. In some places, the weather may be particularly challenging, and transportation routes may be negatively impacted. Additionally, governments are increasingly encouraging environmental conservation, including the use of recycled materials and the reduction of carbon emissions. As a result, firms like TK Maxx must make extra efforts to maintain requirements.
Given its network of worldwide outlets, the firm is likely to be impacted by the changes in regulatory requirements. Legislation changes often, and as TK Maxx operates in many different countries, they will all need to be monitored and followed, necessitating the allocation of a consistent sum of resources for this purpose.
Five Forces in Porter
Porter Michael E. Porter put out the Five (5) Forces Model in 1979. Examining and evaluating the competitive edge and abilities of commercial enterprises was the goal. The model takes into account two vertical loads and three horizontal elements to assess the level of industry competition (Porter, 2008). When these effects have a negative financial impact, the competitiveness of the entire sector declines (Dobbs, 2014).

Here is the pictorial presentation of the Porter Five (5) Forces Model:
[image: ]


By using this strategy, TK Maxx will be able to assess the industry's attractiveness and understand how competitive the market is. The analysis may also be used to inform certain strategically astute decisions that might improve TK Maxx's performance and guarantee its long-term survival.



	Threats from new entrants

The following factors minimise the possibility of new rivals for TK Maxx:
- Significant financial and material resources are needed to enter the market. If there is significant product differentiation and customers place a high value on the unique experience, this force also loses its strength.
If the current legislative framework places certain obstacles in the way of new businesses looking to enter the market, TK Maxx will only face a small threat from new rivals. In this case, the need that new participants adhere to onerous, time-consuming regulatory standards may deter some businesses from entering the market.
- If customers have a high cost of switching and are loyal to the incumbent brands, the risk will also be limited.
- If accessibility to the sales channels is restricted, new entrants will be deterred.

If: - Current limits favour the introduction of new players, TK Maxx will be in serious risk from new entrants.
Because they have little to no brand loyalty, consumers may easily switch brands.
- For new participants, creating a supply chain is simple.
	Threat of substitute products or services
When: 
- A less expensive alternative product or service is provided by a different industry, the danger of substitute products or services increases.
- The psychological costs of transferring from one industry to another are negligible.
- The replacement item provides the same standard of excellence and performance as the TK Maxx item, if not higher.

If, however, the following conditions are met: 
- The price sensitivity of using the cheaper alternative is high (due to high emotional costs or higher economic costs);
- Consumers cannot derive the same effectiveness (in terms of value and performance) from the substitute product as they do from TK Maxx product, this threat is significantly low for TK Maxx.
	Rivalry among existing firms
If the following conditions are met: 
- There are few competitors in the market 
- The products are extremely distinctive, and each player in the market focuses on a particular sub-segment, then there won't be much competition for TK Maxx.
- Customers have high psychological and economic switching costs.
- There aren't many exit obstacles, which means businesses may easily leave the sector without suffering large losses.

In the event that currency traders are strategically varied and pursue the same market, the company would face intense competition from already existing businesses.
- Due to lower switching costs, buyers are less loyal to established companies, making it easier to win them over.
- Companies that are similar in size, offer homogenous products, and have a moderate level of industry growth often employ aggressive strategies against one another.




Strategies to tackle these threats:
	Tackling the danger of new arrivals

- By putting a strong emphasis on customer relationship management, TK Maxx may boost brand loyalty. It will boost psychological switching costs.
- Establishing lengthy business agreements with distributors to increase access to the target market.
- Investing in research and development initiatives, collecting essential customer data, and delivering innovative goods and services to create a strong basis for differentiation.
	Tackling the danger of replacement products or services
- By concentrating on customer relationship management, TK Maxx may boost brand loyalty. Increased psychological switching costs will result.
- Forming long-term business relationships with distributors to increase access to the intended market.
- Investing in R&D activities, gathering essential customer data, and delivering innovative products/services to create a solid differentiated base.
	Tackling competitor rivalry


- To increase the difference base, concentrating on the implicit expectations and desires of its clientele.
- Establishing enduring relationships with customers.
- Making investments in R&D projects to identify new client segments.
- Sometimes working together with rivals may be profitable for both parties..


Further threats:
	Bargaining Power of Suppliers
Bargaining power of suppliers will be strong for TK Maxx if: 
- Suppliers have consolidated into a single area and their intensity is larger than that of their buyers, then TK Maxx will have considerable bargaining power with its suppliers.
- Costs associated with switching suppliers might be high for buyers (for instance, because of contractual ties) (for example, due to contractual relationships).
- The suppliers' standing against TK Maxx is strengthened when there are few suppliers and high demand for the items they provide.
- Forward integration of suppliers harms TK Maxx's position since they become competitors in that industry.
- The suppliers' highly differentiated products, the fact that TK Maxx only accounts for a small portion of their total sales, and the lack of alternative items.
On the other hand, TK Maxx will have less negotiating leverage with suppliers if: - Vendors are not centralised in one region
- Switching fees are reasonable
Lack of distinction in the product; availability of alternatives
	Bargaining Power of Buyers
There are numerous elements that strengthen the negotiating power of buyers:
- They have more negotiating power versus TK Maxx thanks to a more focused customer base.
- Although there are many sellers (commercial entities), there aren't many customers.
Low switching costs (both financially and psychologically) can provide buyers more negotiation leverage.
- For commercial customers, their ability to create the things themselves rather than purchasing products from TK Maxx
- The price sensitivity of consumers, their high level of market awareness, and their massive purchases of standardised goods
Some elements that reduce buyers' negotiating power include:
- Less geographic concentration of consumers, i.e., a more diverse clientele (means the customer base is geographically dispersed)
- The difficulty of customers to integrate backwards
- A lack of market awareness, high switching costs, and a tendency to buy customised things sparingly.


How TK Maxx can tackle them:
	Tackling the negotiating power of suppliers
By being less reliant on a single or a small number of suppliers, TK Maxx may strengthen its position versus suppliers. It will become more sensitive to pricing. Long-term contractual relationships with suppliers from many industries help TK Maxx improve the efficiency of its supply chain while also reducing their negotiation power. If there is sufficient demand for the product and the company has the necessary skills and expertise, TK Maxx can suggest alternative production methods. To determine its feasibility, a thorough cost-benefit analysis is required. Redesigning products and diversifying the business units can also help the company lessen the market dominance of its suppliers.
	Tackling the bargaining power of buyers
By expanding and broadening their customer base, TK Maxx may be able to influence the bargaining power of customers. It may be accomplished by introducing new products, focusing on new market niches, and applying product diversification strategies. Techniques for marketing and promotion might be useful here as well. The switching costs may be increased by incorporating innovation and providing exceptional customer service, which will ultimately reduce their bargaining power. These strategies may be used by TK Maxx to strengthen its position as a market competitor.



TK Maxx can also use the Ansoff matrix for successful international growth
Ansoff's matrix is a tactical tool designed to assist and direct companies in making decisions related to corporate expansion. The four strategic options presented by the Ansoff matrix to organisations are penetration pricing, market development, product development, and diversification. Any of these four approaches, or a mix of them, may be chosen by a company or organisation, depending on a number of internal and external circumstances.
[image: Ansoff matrix]
Conclusion:
Businesses are required to stand out in the setting of today's expanding market unless they are determined to achieve sustainability. It is essential for organisations to frame their goals and rules in a way that will support their success and help them put their theory into practice (Gotlieb, 2007). Additionally, firms must prioritise meeting consumer demands and devising diverse marketing techniques to draw in new clients (Zeithaml et al., 2006)10. 
A SWOT Analysis must be applied effectively in its context. Knowing the background information—general claims and facts about the business environment—is the first step before evaluating a specific idea or set of circumstances. This typically leads to parallel SWOT analyses, with each one looking at different aspects and providing unique input into the developing strategy.
The goal of the PESTLE Analysis for TK Maxx is to continuously monitor the six factors and identify any changes to the external environment. This will help the company more easily assess the risks associated with the business organisation in key areas such as a new tax strategy or a rise in interest rates. Pale occurrences that first seem quite insignificant and unimportant might subsequently have a significant impact on the organization's corporate strategy goals.
The other two points made above are supported by Porter's Five Forces analysis, and its use in a practical setting aids businesses in making wise strategic choices. Every one of these five elements has an impact and is relevant depending on the circumstance. For instance, TK Maxx may use the PESTLE analysis with the Porter Five Force Model to determine the industry's likely future attractiveness. In certain cases, businesses may lack the necessary data to look at these five variables. In this situation, using assumptions in the analysis is possible (Vining, 2011). Most consultants use this model as a starting point, and then combine it with other models (such PESTLE and Value Chain) to gain a deeper understanding of the external environment (Williams, 2014).
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