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1. Introduction
	Tesco PLC is a UK based company operating in the grocery retail business which is typically referred to as the largest supermarket retailer in United Kingdom. It supplies food, FF clothes, electronics, online grocery delivery service and financial services as Tesco bank. It has built its market leadership on its excellent brand, coverage of the store across the country and a clear focus on customer value. In this industry, marketing is a vital factor since the competition is high, and consumer needs and requirements change very rapidly (Fu, 2024). Growth in the online purchasing and value based buying has increased the pressure on strategies. The current report is based on a situation analysis on Tesco PLC as a marketing tool. The ability to carefully align the strengths with the external challenges will make Tesco successful around the SWOT model.
2. Situational Analysis Using the SWOT Model
2.1 Strengths
Tesco has the best internal strength in the form of its established brand and dominance in the UK market position as a retailer. The leadership in the market also empowers the company with high customer confidence and visibility hence helping in marketing. Tesco possesses an excellent network of physical stores and has a robust online platform, on which people can perform their shopping at their own convenient time. One of the strengths of Tesco lies in the Tesco Clubcard loyalty programme which is capable of collecting extensive information regarding the customer which can be utilized in promoting the customer personally and also promoting by targeting the customer. It is a factual approach that leads to retention of customers and well as excitement. Economies of scale is another possible strength that Tesco uses to gain competitive prices and this lowers the cost of acquiring goods and lowering of competitive sale strategies. The company also boasts of a very sophisticated logistics and supply chain system; this has ensured that products are available and operations in all its stores or through online channels are efficient (Turner and Wilson, 2006).
2.2 Weaknesses
There are several internal sources of weaknesses that Tesco has which hinder its performance in spite of the strengths. Grocer retail business offers low profit margin and financial flexibility and long term investment capability is less. Tesco remains over dependent on the UK market and it exposes the company to national economic phenomena and competition. There was even the factor of mistrust in the people even due to the ameliorative measures caused by even the past accounting and governance issues. The large size of the company implies that there is a complexity of the operating business as well as an operating cost that negatively impacts the organic agility. Price competition implies that there should be constant price competition which causes further reduction in profitability and burdening of marketing budgets. Such weaknesses explain why Tesco should be cost-effective and driven by strategic thinking in the process of conception of its marketing plan (Gan and Yan, 2023).
2.3 Opportunities
There are several opportunities presented to the external environment that Tesco can tap into to improve its marketing strategy. Groceries shopping online is also increasing due to the convenience and ease of time that the customers find to be valuable. To exploit this, Tesco can develop home delivery and online provision. The UK customers also desire healthy, organic and sustainable products, which is also a potential in creation of the own label. Existing advancement of data analytics and artificial intelligence allows retailers to gain deeper knowledge of the customer and personal marketing. It is possible that the data can be used more efficiently to benefit the Tesco in terms of customer satisfaction and loyalty. An opportunity to advance brand image and long-term relationships with the socially conscious consumers, through the sustainability and ethical marketing programs, also exists (Haider et al., 2024).
2.4 Threats
Tesco has intense rivalry in the UK of the retail market. The discount retailers such as Aldi and Lidl have still price sensitive consumers and competition. The inflation and rise in the cost of living lowers the purchasing power of the consumers and increases the demand of products which cost less. Supplier bargaining power has been rising due to the rise in the cost of transport and production. The ambiguity, and change of behaviour, increases due to the fluctuation of the consumer preferences. The operations are further strained by regulations that are provided by the government as well as the environmental demands. Additionally, the supply chain can be interrupted by the availability of products and prices, and the Tesco would require a plastic strategic response (Li and Zeng, 2024).
3. Critical Analysis and Evaluation
The strengths of Tesco noted through SWOT analysis would be an effective contribution to the marketing strategy of Tesco, specifically in respect to segmentation, targeting and positioning. The fostering relationship marketing is also provided by the opportunity to segment behaviour and targeting achieved through Clubcard programme with precision. A cost leadership strategy is supported by the competitive advantage theory and is based on the size of Tesco. However, low margins and reliance on UK market are some of the weaknesses that increase the risk exposure. The future of online retailing and sustainability means that more effort should be put into the Internet services and ethical branding in the future. Threats of competitors require Tesco to strike a balance between the value price and the quality positioning. This discussion suggests that customer-driven strategic decisions should be information-driven in order to make the business competitive in terms of customers (Hooley et al., 2026).
4. Conclusion and Recommendations
In conclusion, the situational analysis has revealed the Tesco PLC as a company with a strong internal entity, but no light pressure at all on the side. It has a good brand, big scale and data capacity that facilitate it in making good marketing choices. However, the rivalry and cost-effective barriers are based on the assumption of ever-changingness. Tesco has to add more opportunities to deliver online, invest more in customer information, amplify their sustainability activities, and design their high-quality and profitable sections of personal brands. The reason why situational analysis is necessary is that it reduces the risk of strategy, and improves the efficiency of marketing by increasing the competence level of a firm against the influence of the market situation.
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