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[bookmark: _Toc134181195]INTRODUCTION 
The concept of business environment is of crucial importance for companies as it helps in understanding both the internal and external environment that impacts the working of an organisation. the following report is based on Tesco Plc, the British Multinational Grocery Retailer, founded in the year 1919 and headquartered in London, England, UK. The report will discuss the business marketing environmental analysis of the company using different models such as PESTLE, SWOT, Porter’s Five Forces Model, Marketing mix and many more for understanding the overall situation of the business. 
[bookmark: _Toc134181196]EXTERNAL ANALYSIS
[bookmark: _Toc134181197]PESTLE Analysis 
The following tool is used to analyse the market environment on an external basis. The application has been provided as under: 
[image: ]
Figure 1: PESTLE Analysis, 2023
Source: Analytics Steps, 2023
[bookmark: _Toc134181198]Political Factors 
Tesco is impacted by foreign politics because of its worldwide reach. Things like tax rates, legislation, and national security come to mind. Governments recommend that firms hire locals because of the instability of the global economy (Adamyk, 2019). Tesco's ability to hire more people raises both product demand and diversity in the workplace.  
[bookmark: _Toc134181199]Economic Factors 
Due to their potential impact on costs, demand, profitability, and pricing, Tesco is most concerned with the aforementioned factors. Since changes in policy, such as taxation, can have a significant effect on a business' bottom line, management should keep tabs on such developments (Brock, Kemp, & Williams, 2022). The UK market still accounts for 30% of the company's revenue, despite its global development. Internationalisation and diversification have contributed to the company's success. Due to declining disposable income and family income, Tesco has also prioritised value brands over luxury products.
[bookmark: _Toc134181200]Social Factors 
As a result of societal changes, British consumers have begun to favour volume and one-stop purchasing. Tesco sells more non-food items than its competitors. Influenced by social conditioning, consumers' perspectives and attitudes determine what they purchase. As people become more health-conscious and alter their dietary habits, Tesco is meeting the demand for organic products (Brock, Kemp and Williams, 2022). 
[bookmark: _Toc134181201]Technological Factors
Technology has created new opportunities for Tesco. Online shopping with domestic delivery is one of the most prevalent. Second, the convenience of self-service cashier stations has reduced labour costs (Rosnizam and et al. 2020). To reduce its carbon footprint, Tesco has invested significantly in energy efficiency programmes. 
[bookmark: _Toc134181202]Legal Factors 
Government regulations and legislation have an effect on the profitability of Tesco. In 2004, the Food Retailing Commission (FRC) proposed a Code of Practise to restrict a variety of current practises, such as sudden price increases and supplier payment demands (Brock, Kemp and Williams, 2022). To support these programmes, Tesco reduces petroleum prices based on grocery store expenditure. Numerous promotions reduce prices. 
[bookmark: _Toc134181203]Environmental Factors 
Companies are under pressure to resolve environmental issues and implement beneficial processes. Additionally, Tesco reduces waste by increasing consumer social consciousness (Rosnizam and et al. 2020). 
[bookmark: _Toc134181204]Summary of PESTLE Analysis 
With the help of the above discussion made, it can be stated that Tesco holds a strong competitive position in the marketplace along with the existence of certain aspects related to legal and environmental factors that require great consideration. However, the economic, social, and technological factors help meet the needs and requirements of businesses and provide them with a sustainable competitive edge. 
[bookmark: _Toc134181205]Porter’s Five Forces Model 
The following tool focuses on the profitability and competitiveness of an organisation in the industry. The application of the following tool on Tesco has been provided: 
[image: ]
Figure 2: Porter's Five Forces Model, 2023
Source: ResearchGate, 2023
[bookmark: _Toc134181206]Threat of New Entrants 
Tesco, one of the world's largest supermarkets, distributes a variety of goods. New market entrants pose a significant threat to Tesco. To establish a store, newcomers must invest a substantial sum of money (Catalão, 2022). It is difficult to compete with Tesco's sales and marketing initiatives. Major corporations may also offer economies of scale and discounts. 
[bookmark: _Toc134181207]Threat of Substitutes 
Tesco sells essential items despite the availability of alternatives. Alternatives are unlikely. Tesco offers year-round items, such as food, clothing, electricity, and electronics, which are routinely replenished in stores (Monte, 2021). Pricing is also a factor for repeat customers. People may purchase from a lower-priced vendor if these items satisfy daily requirements. 
[bookmark: _Toc134181208]Bargaining Power of Customers 
Numerous market merchants influence the negotiating power of clients. Customers can choose stores with the greatest economies of scale because the store's products largely satisfy their fundamental requirements (Moura, 2021). Retailers will rarely modify the prices of essential products. The quality of products will be uniform across all stores. Customers have little bargaining power. 
[bookmark: _Toc134181209]Bargaining Power of Suppliers 
Suppliers of Tesco have less bargaining power. Numerous suppliers provide retail locations. Tesco could easily switch vendors. As a result, only the retail owners can negotiate the price, giving them the advantage of closing the deal. Multiple vendors offer the same product in retail locations (Catalo, 2022). This enables merchants to choose the lowest-priced providers, assuming quality is maintained. This undermines the negotiating position of Tesco's suppliers. 
[bookmark: _Toc134181210]Competitive Rivalry 
Tesco faces competition from Walmart, Carrefour, Sainsbury's, ASDA, and other retailers in its industry. These well-established enterprises share similar logistical networks and supply chains. They provide comparable products and costs (Monte, 2021). Thus, marketing and advertising contribute to significant progress. Marketing initiatives set businesses apart from their competitors. These organisations gain from intense price competition and economies of scale. 
[bookmark: _Toc134181211]INTERNAL ANALYSIS 
[bookmark: _Toc134181212]SWOT Analysis 
The following tool focuses on the internal analysis and its application that focuses on the strengths, weaknesses, opportunities, and threats that impact the working of an organisation. The application of SWOT Analysis on the working of Tesco has been provided as under: 
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Figure 3: SWOT Analysis, 2023
Source: Creately, 2023
Strengths and Weaknesses 
	Strengths
	Weaknesses

	· Biggest grocery retailer in the UK
	· Failed operations in the US and Japan 

	· Leading Market Share of 27.9% 
	· Fraud Trial and Accounting Scandal 

	· Geographically Diversified (Soegoto, 2021)
	· Decreased Operating Profits 

	· The growing number of stores 
	· Fined for Selling Expired Food 

	· Diversified Stores 
	· Low-Cost Strategy 

	· Europe’s largest private employer 
	· Clubcard Controversy (Moura, 2021)


Opportunities and Threats 
	Opportunities 
	Threats 

	· Expanding Jack’s Business 
	· Christmas and Controversy 

	· Strategic alliance with other Brands
	· Fake Farm Legal Threat 

	· Joint ventures (Catalão, 2022)
	· Brexit Referendum 

	· Emerging Markets 
	· Rising Costs (Catalão, 2022) 

	· Price Matching 
	· Supply Chain Issues and Economic Crisis 


[bookmark: _Toc134181213]STP Analysis – Tesco 
[bookmark: _Toc134181214]Segmentation - Tesco 
A company's success or failure may be directly proportional to the segmentation strategy it employs. To effectively increase customer satisfaction, it is crucial to consider all market segments, including mass, local, and niche markets, when devising a marketing strategy to expand the sale of Fairtrade products (Srikasem and et al. 2022). Before segmentation, customer behaviour will be studied to maintain the utmost possible consumer value. This study will evaluate the preferences and inclinations of consumers as well as the attitudes and actions of purchasers. 
[bookmark: _Toc134181215]Targeting - Tesco 
The targeting strategy included in a company's marketing plan can serve as a measure of its viability. The plan's target market should consist of individuals who prefer Fair Trade products, including infants, adolescents, and middle-aged adults. The plan's target market must consist of these individuals (Tahmasebi and et al. 2020). To present consumers' requirements in an organised manner, the organisation must estimate their needs. To achieve this objective, the business must conduct a preferences and flavours analysis of Fairtrade products. Before beginning the process of devising a targeting strategy, thorough research into consumer behaviour is required. 
[bookmark: _Toc134181216]Positioning – Tesco 
The marketing strategy places a significant emphasis on market positioning for the various types of offered production. In the urban core sections of all Tesco supermarkets, products that support equitable labour conditions must be stocked. It is recommended that younger and middle-aged adults in the United Kingdom and other countries purchase fair trade products. The product will be positioned in such a way that it is compelling to meet the growing demand for Fairtrade products among the target market (Khan and Kazmi, 2022). This product will be positioned in the minds of consumers based on the quality of its Fairtrade certification, its distinctive design, and its premium price. This brand competes with Wal-Mart's licenced merchandise, which is sold at the retailer. To achieve this objective, businesses must devise inventive means of attracting consumers' attention to the production of fair-trade goods. 
[bookmark: _Toc134181217]Marketing Mix – Tesco 
[bookmark: _Toc134181218]Product Mix 
The British retailer Tesco is enormous. Its establishments carry a variety of goods. The product range meets the requirements and preferences of all market segments. The Tesco marketing mix product strategy is described in detail below (Pheunpha, 2021). Tesco offers food, pet care, beverages, refrigerated food, bakery, technology, entertainment, home electrical, home and garden, gifts, and home improvement products. Sports and leisure, Infants and toddlers, Party and present, Wellness and appeal, Clothing and accessories, Entertainment, and literature.  
[image: ]
Figure 4: Marketing Mix, 2022
Source: Smart Insights, 2023
[bookmark: _Toc134181219]Price Mix 
It sells products of excellent quality at reasonable prices. Tesco maintains low costs through volume and superior procurement techniques. Tesco collaborates with suppliers to optimise the supply chain to reduce prices (Rosnizam and et al. 2020). In response to consumer feedback, Tesco offers stable, low prices. To reduce prices, Tesco reduced promotions. Tesco's Brand Guarantee ensures that when customers buy 10 or more branded items, they will pay the lowest price at Tesco. Tesco has introduced food brands with low prices.  
[bookmark: _Toc134181220]Place Mix 
There are over 7,000 Tesco locations in several countries. Tesco stores vary in size and foot traffic. Tesco Metro, Express, Extra, Superstore. Large Tesco supermarkets carry foodstuffs in addition to a few non-food items (Khanta and Srinuan, 2019). There are 1,000-square-foot Tesco Metro stores in urban and suburban centres. Tesco Express sells staples with a high margin. Express distributes Tesco products at greater prices. Tesco Extra hypermarkets offer foodstuffs and other items, allowing customers to complete their purchasing in a single journey.  
[bookmark: _Toc134181221]Promotion Mix 
Tesco is renowned for its low prices. It is promoted by Tesco. Tesco is promoted by billboards, television advertising, and philanthropic activities. It relies heavily on buy-one-get-one-free promotions. With its "Tesco Clubcard" loyalty card, Tesco segments and targets consumers. Clubcard holders receive discount points. Members with a Clubcard receive personalised discounts and incentives (Rosnizam and et al. 2020). Tesco markets and distributes online. The brand's digital marketing strategy includes online advertisements and social media promotions, among other tactics. 
[bookmark: _Toc134181222]Recommendations – Ansoff Matrix – Tesco 
· The entry into new markets, such as China and Japan, could increase profits and expansion strategy. As consumer expenditure and retail trade in Asia increase, Tesco's interests in Japan may grow. These new markets have a promising demographic profile. Tesco offers strategic partnerships with Asian neighbourhood retailers. It can be created with current resources and abilities (Kurniawan, Iswahyudin and Suciati, 2020). Tesco will leverage its partners' local expertise and knowledge while incorporating its own delivery circuits, product development, and operational expertise to enhance the purchasing experiences of its customers.
· As a result of business changes, new products and services may replace those that have been discontinued. If new commodities are produced for existing markets, the Ansoff matrix suggests that management should evaluate its product development strategy. The product assortment is essential to Tesco's internal success, as is the development of new items throughout expansion and diversification. Along with business strategy and portfolio variation, character and diversity should be examined (Clarissia, 2020). Tesco may offer novel products in response to consumer demand. It may necessitate increased R&D expenditures. Innovative products and services are the competitive advantage of the retail industry. Therefore, product development at Tesco should prioritise innovation. For example, Tesco may establish a portfolio of British store layouts to provide shoppers with unique purchasing experiences. 
[bookmark: _Toc134181223]CONCLUSION 
Tesco's new strategy of expanding or diversifying into existing retail markets to maintain its market leadership should be accepted in an environment where the business climate is rapidly changing and many competitors exert pressure. Continuously adapting to swiftly changing conditions is a necessity for the company. The formulation of a strategy should be viewed as an ongoing training process. This process should involve the examination of goals, the impact of feasible actions on the achievement of these objectives, and the execution of these actions.  Therefore, Tesco's cognitive and behavioural processes have a direct bearing on the quality and rapidity of its strategy formulation and implementation. 
In large organisations such as Tesco, the strategy must be analysed, and implementation occurs at multiple organisational levels. These multiple levels of strategy must be interconnected and mutually supportive. Tesco's corporate strategy details the businesses in which the company will compete in a manner that converts its expertise into a competitive advantage while concentrating on the company's foundational attention resources. The requirements of the marketing plan should serve as the premise for the organization's development of segmentation, targeting, and positioning strategies. Businesses must have creative fallback plans so that their marketing strategies can serve as the company's foundation if their primary strategies fail. 
[bookmark: _Toc134181224]
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