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[bookmark: _Toc88688522]Introduction 
Businesses go through dynamic conditions in their competitive market all the time and therefore they always need to have a few tricks up their sleeves to get by. The pandemic situation caused by Covid-19 has thrown businesses into major disarray. In the year 2020, the world saw numerous businesses, small and large, shut down due to mandatory lockdown measures imposed by the governments of the world. Apart from a few essential services, all the other services had to be closed up. Citizens had to resort to delivery systems to carry on with their daily lives and avail of the daily needs products which led to the further popularization of already popular online shopping. The retail industry however carried on their services somehow as they deal in items that are required daily. This report is aimed at assessing the impact of Covid-19 on businesses by understanding the internal and external environment of a chosen organization. The processes, as well as stages of marketing, will also be assessed and analyzed.  
[bookmark: _Toc88688523]Analysis and Discussion 
The internal and external environments of the company present the threats and opportunities that a company faces and also the solutions to them. Therefore it is necessary to assess the risks and the scopes so that strategic decision-making can be facilitated. The company that will be at the focal point of this study is Tesco PLC.
[bookmark: _Toc88688524]SWOT analysis 
SWOT is a tool that is commonly used for planning strategies and is a popular kind of brainstorming (Phadermrod, Crowder and Wills, 2019). Companies rely on this analytical tool for understanding their strengths, weaknesses, opportunities, and threats. Tesco is one of the biggest retailers in the UK and also has a global presence. It has a lot of strength factors that have helped it to stay put in the competitive market. 
	Strengths 

	· They know how to satisfy their consumers. the company has a sound consumer relationship management strategy and has successfully achieved high customer satisfaction from the existing customers and valuable brand equity with the new and potential customers (Fern Fort University, 2021). 
· They have a strong relationship and partnership with their dealers. The dealers assist in the promotions of the company’s products and also in the training of the employees of the company. This helps the company to extract benefits from the sales of the products. 
· Their activities are automated and that has helped them to stay ahead of the game in the market. Their products are consistent in terms of quality and they also scale up and down as per the demands of the market. 
· Their distribution network is quite strong. This has helped the company to reach potential markets very easily. 


	Weaknesses 

	· The company is highly reliant on the market that it has in the UK. It sold its Asian business and therefore its major revenue comes from the UK segment (SeekingAlpha.com, 2021). 
· The Covid-19 pandemic has thrown the company into a lot of uncertainties. Their profits dwindled to 825 million pounds in 2020 because they lost almost 900 million pounds to costs incurred during the peak of the pandemic. 
· The financial planning of the company has not been efficient. The company needs to make more efficient use of the profits that they incur especially considering the loss they have been subjected to due to the pandemic. 
· The structure of the organization is not extremely compatible with any other business model than what exists currently. This means that the organization will not be as good at adapting to any new business models. 


	Opportunities 

	· Tesco can take up the opportunity of entering new markets and see it through. The government grants allow companies to delve into new markets by utilizing the free trade agreement. 
· Tesco can also decrease their transportation costs as the shipping prices have been lowered. This will bring down the production costs even further and add to the low price strategy followed by Tesco. 
· There are many new policies pertaining to the environment. These policies will create the scope of creating a new field for the company in the retail industry. Tesco can make use of this opportunity to gain shares in the market and enter new categories of products. 
· The online retailing scope can be largely beneficial for the company. The company has already invested a lot of money into its online platform. They can further gain new consumers from their online channels. 


	Threats 

	· In 2017 Tesco came into the face of controversy after they published a Christmas advertisement. Many people said they would boycott Tesco as the advertisement was found to be offensive to Christianity (Business Strategy Hub, 2021). 
· In the same year, Tesco faced some legal issues as they were accused of spreading wrong information about their products using fake farm names. They promoted some food products under the name "Woodside Farms". This was a terrible misstep on the part of the company that harmed its repute. 
· Brexit has posed a lot of issues to the company as Britain exited European Union. Trade deals have led to cost matters and that has been a threatening situation for the company. 
· Tesco might be a popular retailer in the UK but it also has significant competition. There are retail giants like ASDA, Walmart, Aldi, and Sainsbury. They are all in the same industry and hence provide similar products. It is not easy to set the company apart from the competitors and the differences are not many. 



The external analysis is just as important as the internal analysis of the business. The PESTEL tool will be used for this purpose. 

[bookmark: _Toc88688525]PESTEL analysis 
The PESTEL analytical tool is a situational tool that helps in the evaluation process of business and is one of the most widely used tools for assessing the external environment of the concerned business which is usually dynamic (Perera, 2017). PESTEL stands for Political, Economic, Sociological, Technological, Environmental, and Legal factors that affect a business. 
Political:
Factors: Some of the political factors that can affect Tesco PLC are government regulations, political scenarios, the Brexit issue, Covid regulations, and trade conflicts between nations. Tesco is globally established and has stores in the US as well. This means that the laws of both nations have to be upheld by the company. 
Impact: 
· As a multinational company, Tesco has to follow the different government regulations in the different countries where they have opened up their stores. The regulations are not the same in every nation hence; the company has to be very careful. 
· China, the Czech Republic, Slovakia, Malaysia, Poland, Ireland, and the US are a few of the countries where the business operates. Britain's political environment is stable but China's is not. This poses a threat to the company's Chinese stores. 
· The Brexit deal has wreaked havoc upon most industries in the UK. Tesco however is said to be adapting to the potential effects of Brexit on their company (Hoinaru and Năstase, 2019). But it still is threatening as dealing with the rest of the EU nations will be a challenge. 
· Teco’s US stores may be threatened by the trade war going on between China and the US. Apart from the UK, the US has a huge market into which Tesco has entered and has been doing fairly well. The way in which the conflict can be an issue is that the import-export taxation may increase. 
Economic 
Factors: Economic factors are immediately impactful on any business. The economy of a nation will determine whether or not the industries within the country will perform well. The Covid-19 pandemic has led to many economic issues, apart from that there is also the threat of recession following the pandemic. The Brexit deal is also an economic threat and the expansion of markets in other nations is also to be considered. 
Impact: 
· The Covid-19 pandemic has changed the daily life structure of the general people and also their purchase habits (Martin-Neuninger and Ruby, 2020). In the lockdown period, all the stores had to be shut down to avoid contact and even though online retail was going on, there were significant monetary losses. But fortunately, the company is also regaining its consumer base and sales. 
· There is a high unemployment rate in the nation that has created a kind of instability all over. This might lead to a significant drop in the buying power of consumers and Tesco being a retailer is solely dependent on the buyers. 
· The Brexit situation has brought in a lot of tariffs in trading. There can be shortages in supplies as the trade relations with the EU are cut off. But it is said to be temporary. 
· The opportunity for entering emerging markets is right there but Tesco is reliant on the UK. This decision might not be an intelligent one on the part of Tesco as entering the developing countries and its emerging markets could bring in a lot of profits to the company. 
Sociological 
Factors: Sociological factors include ongoing trends like veganism, and also the impact of culture. New concepts in the trajectory of supermarkets also have an impact. Employment opportunities also have an impact. 
Impact: 
· Social trends are dynamic and local trends have a more changing impact on organizations. Tesco has to keep up with all the cultural trends of the communities that are included in their consumer base. Veganism is a trend that is making Tesco stock up on more vegetable options.
· Cultural trends have to be watched out for, Tesco has to keep an eye on all the dynamic trends. These trends have an impact on the buying behavior of the customers. 
· Social supermarket happens to be a new supermarket trend where unsold inventory is sold at a lower cost. Tesco has not started this concept yet but they should. 
· There are many unemployed young people in the present scenario and Tesco must start looking at providing employment opportunities to these people. 
Technological 
Factors: Technology is becoming more and more important with each passing day. Ecommerce is one of the advents of technological development and must be looked into. 
Impact: 
· Technological usage can only help companies be more efficient and Tesco has fortunately taken this into account. One of the reasons behind Tesco’s efficient customer services is their fruitful adaptation to technology. Their club card is one of the examples of their successful usage of technology.
· Their E-commerce platform has also been doing quite well and the pandemic of Covid-19 has only boosted their online sales. Many organizations undermine what technology can do for their company but there is a clear relationship between competitive advantage and technological advancement (Alexander, 2020).  
· Technological partnership with Amazon Go has helped Tesco in creating a cashier-less billing process that saves the customer’s time. This has been a very fruitful invention. 
Environmental 
Factors: Different markets follow different environmental norms that can have an effect on the profitability factor of Tesco in those specific markets. Sustainability, climate, recycling is some of the factors that can have a massive impact on Tesco. Sustainable production has become significant for businesses to achieve their sustainability objectives (Hashim et al., 2021). 
Impact: 
· Tesco has been trying to launch plans for recycling. This aims at the reuse of plastic and recycling it. This can help the organization to reduce waste and also get rid of non-recyclable plastic. 
· Tesco has also delved into sustainability by recognizing fishing boats that are illegal and can potentially cause danger to sea life. 
Legal 
Factors: Government regulations have to be kept in mind by every company. International, as well as local laws, have to be followed. 
Impact: 
· In 2016 a report claimed that the culture at Tesco is biased based on the gender and the age of the employees. 
· Tesco could not provide a proper report about its finances back in 2017 and that led them to get a penalty. 
· Some employees alleged that Tesco does not pay its male and female employees equally. 
[bookmark: _Toc88688526]STP in Tesco PLC
STP stands for segmentation, targeting, and positioning and is a strategy that is used by marketers to make the most of their businesses and place the products in a way as to garner the maximum profits. Findings suggest that STP as a marketing strategy has a lot of significance (Ing, Osman and Tze-Yin, 2020). 
Segmentation: Tesco follows the measurable, substantial, differentiable, and accessible strategies for their segmentation process. 
Measurable: Tesco has a segmentation strategy in place in the form of their Club Card. This helps them to measure the purchasing power of the segment they are dealing with. 
Substantial: Tesco has a line of upscale products under the brand of Tesco Finest. This is a substantial strategy to capture the market of consumers who are willing to spend more money on items. 
Differentiable: The differentiable strategy for their products lies in their low pricing. This distinguishes them from their competitors. 
Accessible: Tesco is easily accessible to consumers both online and via physical stores.
Targeting: Appealing to the demands of the consumers is extremely important if a company wants its products to remain in the market (Thomas and George, 2021). That's why it is important to have proper targeting strategies. Tesco has used the mass marketing strategy to gain the attention of all the segments in one go. But they also have strategies in place to target specific segments. Marketing mixes are updated accordingly to fit those segments and their needs. Tesco ensures that its targeting strategies align with the specific needs of the company at that given point in time. 
Positioning: Brand performance can be bound with market orientation and positioning strategies are used to mediate between the two (Iyer et al., 2019). Tesco deals in the retail industry and therefore to be unique in the industry they attach low prices to their products. This brings in a lot of customers who prefer low-cost options. But they ensure that the quality of their products is not compromised. Tesco also ensures consumer loyalty is established by using targeted programs. They have a points system that helps consumers gain points with purchases. These points can be later used to avail of various offers. This positions the company as being efficient in providing good quality customer services and that has proven to be fruitful for the company. 
Overall the STP strategy of the company is properly in place. They have been building sound segmentation, targeting, and positioning strategies and have been utilizing them well to stay in their place in the market. Another fruitful strategical tool is the implementation of marketing mix strategies. 
[bookmark: _Toc88688527]Marketing mix of Tesco 
The 4Ps of the marketing mix refers to the product, price, place, and promotions of a particular company's services. These 4Ps have to be assessed carefully and strategies pertaining to them have to be placed so that the highest advantage is gained out of them in the market. 
Product: Ever since Tesco has been established it has expanded the range of services and products and now they offer a variety of categories like food, clothing, books, electronic goods, health, décor, and the like (Shashtri, 2021). Variety is one of the products strategies that the company uses. Another strategy is targeting consumers by segmenting them and understanding their requirements. They follow this segmentation for building their products accordingly. They have introduced a wide range of product lines to cater to their different consumer segments. they also utilize customer services to endorse their products where the salespeople assist in gaining the consumer’s trust. 
Price: Pricing strategies have to be updated as they are dynamic due to their dependence on specific variables (Bhasin, 2021). They use competitive pricing to stay ahead of the other competing retailers like Sainsbury and ASDA. Their appeal lies in their cheap pricing and the promise that they are supplying quality goods at a lower rate. They also have a cost-effective strategy so that they do not incur any losses. This strategy helps them to regain the amount spent on the production of a product by aligning the costs to match the production and manufacturing process of goods. 
Place: The stores of Tesco operate both online and offline. During the Covid-19 pandemic lockdown, the online stores of Tesco saw a massive boost in sales and incurred a lot of profit. The physical stores however always had a wide variety and were built keeping the consumer segments in mind. They have a separate place for the low-priced goods and have named it Tesco Superstore while Tesco Groceries is the one aimed at selling primarily grocery items. This is a very clever way of getting hold of the consumer base. Their distribution system also makes their placement strategy function better as they have very good channels of supply. 
Promotion: As has been determined before, the marketing mix strategies can impact the performance of a company massively (Fitriah et al., 2019). Promotions are a huge part of the marketing mix and have a huge impact on the performance of the product in the market. Tesco's promotions do not end at traditional advertising. They also have in-store promotional activities in place. One of these activities is offering the consumers a sample of the product they are going to buy. Tesco keeps samples of items like fruit juices for the consumers so that they can make up their minds more easily. 
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In conclusion, it may be said that the Coronavirus pandemic has had a massive impact on companies and industries across the world. But despite that, some retail companies like Tesco PLC have been able to bounce back. A major reason behind this act is the fact that their products and services were actively sold to consumers despite their physical stores being shut down during the lockdown period. They have been able to use their strengths and opportunities to fight external threats and internal weaknesses. There can be a few improvements on the legal aspects and employee management but overall they have been able to avert the ill effects of the pandemic.   
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