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[bookmark: _Toc90245178]Introduction 
The business environment and the current market present industries and businesses with a lot of uncertainties. One of the most recent threats is the Coronavirus pandemic that took the world by storm in 2020. As it came into being and affected millions of people all over the world many businesses were forced to shut down. Mandatory lockdown regulations were imposed all over the world by their respective governments. Essential services like medicines and food items were left open and most people resorted to online shopping. One of the industries that remained operational is the retail sector and Tesco PLC is one of the biggest retail sectors in the world. This report will discuss the ways in which Tesco PLC got affected by the Covid-19 pandemic by making an assessment of its internal as well as external business environment. Their marketing functions and processes will also be a part of the discussion.
[bookmark: _Toc90245179]Analysis and discussion
Assessment of the external and the internal environment of a company reveals the imminent threats in the business environment that can affect a company and hence helps in building strategies to evade them. The PESTLE and SWOT tools will be used to make the external and internal analysis respectively.
[bookmark: _Toc90245180]PESTLE analysis 
PESTLE tool is used for analyzing the external environment of an organization which includes the political, economic, sociological, technological, legal, and environmental factors. A business has to consider the external environment in terms of its operations and these external factors cannot be controlled by the businesses (Perera, 2017). 
Political 
Factors: In the present situation some of the political factors that plague the UK are the Brexit issue and Covid regulations. Trade conflicts have also come up amongst the nations and that can affect businesses a lot. Tesco has stores in the US and their conflict with China is making things complicated for the business. 
Impact: Tesco as a global company has to maintain business partnerships in various countries (Adamyk, 2019). Therefore the political situation in all of the countries will affect the company. The government regulations set by each country will have to be upheld by the company. Slovakia, Malaysia, Czech Republic, China, Ireland, Poland, the US, and the like are the nations where Tesco has set up shop. Chinese stores of the company are threatened by the unstable political situation in their nation. Apart from that, there is also a trade war ongoing between the US and China. 
Economic 
Factors: The economic standing of a country always has an effect on businesses. If the economy of a nation is faltering then the businesses in that nation will also not prosper. Brexit and the pandemic have shaken the otherwise stable economy of Britain to the core. Shutting down of businesses led to businesses shutting down completely. Brexit also has brought the uncertainty of trade relations with the rest of the EU nations. 
Impact: Unemployment rates have increased which has led to an obvious decrease in the demand for services and along with the demand for production of goods (Rosnizam et al., 2020). There was a massive job loss pandemic that was brought about by the coronavirus pandemic. As people lost their jobs their shopping behaviors also changed drastically. The upside to the situation for Tesco lies in the fact that it is a retail company and mainly deals in very low-cost products. Yet the unemployment situation has brought down the number of consumers of Tesco. Unfortunately, it is not possible for the company to bring down the prices of their products any further and hence they have to wait till the situation gets better. 
Sociological 
Factors: Some of the more prominent social trends at the moment are an obsession with healthy eating and veganism. Apart from that employment opportunities may be looked at as a sociological factor. There are also new trajectories in supermarket cultures that have an impact on the retailers like Tesco.
Impact: Despite the need for studying the rate of food consumption there is not much data available on the food habits of people over time (Aiello et al., 2020). Yet it has been observed that consumer behavior can mostly be predictable. What a company has to consider in these situations are the social determinants of the behavior. One of the reasons behind the craze for healthy food is the current pandemic which has necessitated the maintenance of strong immunity and good health. Cultural trends due to the diversification of the buyers as a result of globalization also have an impact on the sociological aspect of the external environment. One new trend is the social supermarket idea which deals in unsold inventory by lowering the prices. The rate of unemployment has also increased and Tesco may consider providing employment and increasing their workforce and hence strengthening their operations. 
Technological 
Factors: Technology is driving the business world in the present day and age. Technology leads to innovation, lowers costs, increases competitive advantage, leads to gaining more customers, and also makes daily business operations much easier. Retailers are relying more and more on technology nowadays for their betterment and Tesco is no stranger to the concept.
Impact: Many studies have been directed at observing the importance and impact of technology in helping Tesco gain a competitive advantage and relevance in the market (Alexander, 2020). Tesco has adapted to the new technologies and one of their innovative technological stances is the introduction of the Club card. They also have a very active e-commerce platform that helped them to maintain their consumer base during the pandemic. They also have started a cashier-less process of billing for helping consumers exit their stores faster by building a partnering up with Amazon Go. These are a few of the fruitful technological steps taken by Tesco PLC. 
Legal 
Factors: Legal factors include safety and security norms, data protection norms, gender discrimination norms, and human rights. In recent times equal pay claims by women have been gaining momentum. In a matter of months, the Supreme Court of the UK as well as CJEU have given favorable judgments for equal pay claims for an equal amount of work made by women (Fredman, 2021). These are a few norms that businesses have to follow so that they carry on their operations without any legal issues. 
Impact: Tesco has had issues regarding gender inequality and also age-based discrimination as 5 years back the company faced accusations about being biased against older employees and female employees. They also faced a penalty for not being able to produce a proper financial report. Equal payment is also a very far-fetched idea for the company at the moment. These could be significant weaknesses of the company. 
Environmental 
Factors: The environment is a major concern for people nowadays as more and more people are becoming aware of their collective responsibility for the environment. Tesco along with a few other major retailers like Sainsbury and ASDA have shown acknowledgment of the need for being resilient towards climate change (Jones and Comfort, 2020). Climate change and the carbon footprint of companies are a few factors that can affect industries if they are not careful about their sustainability responsibilities. 
Impact: Tesco has been taking its environmental responsibility seriously for a long time. They have been taking into consideration recycling plans. The company has been delving into the recycling of plastic. This is aimed at the reduction of the waste created by the company and also in the use of non-recyclable plastic. They have also been trying to get rid of illegal boats that are used for fishing so that the danger caused to sea life can be diminished. They, therefore, have been contributing to the environment successfully. 
[bookmark: _Toc90245181]SWOT analysis 
SWOT is used for assessing the internal environment of a company. SWOT-analysis helps in brainstorming and strategic planning and is one of the most commonly used analytical tools (Phadermrod, Crowder and Wills, 2019). SWOT stands for Strengths, Weaknesses, Opportunities, and Threats that are faced by a company internally. Tesco PLC has maintained its competitive status in the market for years since its establishment and that comes out of its internal environmental factors. 
Strengths: 
· Tesco has been on the top of its game for years and has been receiving many awards for its retailing excellence. 
· It is seen as the biggest retailer and one of the most well-earning supermarkets globally that its competitors have been trying to live up to (Ukessays.com, 2020). 
· The company survives all the different types of economic cycles as they have massive cash reserves as well as undeveloped properties. These are safety nets that can save the company in detrimental times. 
· There is a variety of store formats within which the company operates and it emulates the kinds of countries that the company operates in. 
· Another significant strength of the company has been its adaptation to the technological advancement currently ongoing. This has helped them to level up their game and be a massive competitor in the world retail market. 
Weaknesses
· The company has faced much legal interference by means of lawsuits which has had a detrimental impact on the image of the brand (MBA Team, 2021). 
· Tesco somehow has not been able to make a mark on the emerging nations. Its main presence is in the UK where it has a very strong consumer base that is loyal to the brand. 
· Tesco has many subsidiaries but they have been operating very weakly lately. Some crucial external factors are to be blamed for this issue. 
· There has been significant pressure faced by Tesco in the competitive environment in terms of pricing. It is a widely known fact that the company sells low-priced goods. But that has been leading it towards piece wars which are affecting the profit margin of the company. 
· Tesco probably faltered in its market research when entering some of the other nations as in some of the countries their retail format is not working as successfully as they expected it to. 
· The company faces high costs in inventory as consumers are not buying as many products as the brand anticipated. This shows a lack of proper consumer behavior predictions. 
· The sales of the company are solely focused on the UK region and that will not take the company very far.
Opportunities 
· The company may find many opportunities to make strategic partnerships with various companies. This can help the company is expanding on its strengths. 
· In the foreign nations where the company has stored, it can look for joint ventures before it gains independent popularity. The joint venture might be useful in forming better market research strategies. 
· Tesco can also make strategic acquisitions by making substantial investments to enhance the business processes (Bhasin, 2018). Tesco can look for brands that will help them to access technology and build technology if need be. 
· Tesco has already made an investment in research and development and should continue doing so. It will help the company to keep its competitive advantage in the market fixed. It will also help in the improvement of the current technologies used by the company. 
· There are scopes for delving into the private label area and Tesco may consider it. 
Threats
· Brexit has led to a suspension in the agreement of free trade with the EU as a part of the no-deal aspect of Britain’s exit from the European Union (Biznewske.com, 2021). 
· Recessions and other such economic upheavals remain a constant threat in terms of market share as well as the profitability of the company. 
· There are significant competitors of Tesco in the market and ASDA, Sainsbury, and Morrison's are a few of them. They are also becoming retail giants and also have a large consumer base. For this Tesco has to constantly upgrade its services so as not to lose its customers. 
· No matter how much the company lowers the prices of its products the prices of goods are raising all over the world and that is reducing the kind of goods the consumers can buy. 
· The raw material is also rising in costs and that is affecting the company's manufacturing process. 
· Tesco also has the imminent threat of facing penalties every time a law is violated and the number of regulations for businesses is only increasing with each passing year. 

[bookmark: _Toc90245182]STP of Tesco
The full form of STP is Segmentation, Targeting and Positioning. Marketers use this strategy to build decisions regarding their final product in the market that will help their business grow exponentially. STP is a model that focuses on the effectiveness of a business commercially by making a selection of the most important segments for a company which helps in the creation of the promotion and marketing mix for that segment (Hanlon, 2021).
Segmentation 
Tesco's segmentation process is substantial, measurable, accessible, and differentiable.  
Measurable: the segmentation of Tesco is measurable as they have their Club Card. The Club Card is used as a measurable strategy to know how much purchasing power is held by its consumers. 
Differentiable: Differentiable means that their products are differentiable from the products of other companies. The pricing of the products of Tesco is significantly low and that makes it differentiable from the competitors. 
Accessible: the products of Tesco are accessible via e-commerce platforms as well as brick-and-mortar stores. Therefore it can be said that their products are easily accessible. 
Substantial: Tesco Finest is an upscale segment of the brand. This strategy is substantial as it captures the high-end market and its buyers. 
Targeting
Targeting the right demographic helps a company gain more profits by increasing its sales. This is a very important strategy to stay in the competitive status in the market. Tesco tries to gain a large scope of consumers by using a mass strategy of marketing. Along with that they also use specific targeting where specific groups of consumers are attended. These targeted segments are then addressed with specific marketing mixes. Tesco tries to align the strategies of targeting with the needs of the company as and when it comes up. 
Positioning 
This last part is for the identification of the way the product must be positioned in the market so that it targets the most useful consumer segments (Mindtools.com, 2021). Tesco is a retailer and therefore it is tough for them to be unique. Most other retailers have the same products and the only way that Tesco tries to be different is by being cheaper to afford. There are also programs that target the loyalty of the consumers so that their existing consumers remain with them. One of their programs is the usage of a point system that awards points to the consumers as they buy products. These points may help them get offers and discounts with later purchases. 
The STP strategy of Tesco PLC has been helping them create effective marketing mixes and stay relevant in the market. Despite other competitors and their strong presence in the market, Tesco has remained successful and that proves that they are taking good decisions.
[bookmark: _Toc90245183]Marketing Mix
Product, Place, Price, and Promotion are the 4Ps of marketing. These together consist of the marketing mix and help build strategies to maximize the gains of a company. Here forth the marketing mix of Tesco PLC is described. 
Product: The product refers to the manufactured product of the company that is finally placed in the stores. Tesco has many different kinds of products and a wide range starting from food to clothing to books and electronic goods, décor, health, and many more (Shashtri, 2021). Tesco uses its wide range as one of its product strategies so that a wide range of consumers are also targeted. These consumers have their specific segments and this segmentation process helps them create separate strategies to gain the biggest advantages. Their different product lines are aimed just at that idea of variety in segmentation. 
Place: Tesco has many established Bricks-and-mortar stores as well as a very active e-commerce platform. The pandemic boosted the sales of their online platform and the pandemic also could not Tesco from making profits because of the kind of products they deal in. they sell products that are required on a daily basis. The place of the stores is also divided as per segments. Tesco Superstore is a place for low-priced goods and therefore it can be said to cater only to the low-priced selection of goods and services. 
Price: Tesco’s pricing strategy is mostly to keep the costs of the products really low. The pricing strategy needs constant change and updating as the retail market is constantly changing. Competitive pricing is the strategy that Tesco PLC has opted for. They also maintain the good quality of their products despite keeping the prices low. This keeps their position in the market intact.
Promotion: The marketing mix is also used to determine the way a company promotes its products. Promotions of Tesco happen via multiple mediums so that it reaches the maximum number of people. Their promotional strategies also extend within the store. They try to offer consumers new products to try so that they can be persuaded to buy them. Tesco’s promotional strategies are very much successful and have helped the company to grow its reach in the market.
Overall the marketing mix of the company can be said to be sound and intelligent and effective in gaining profits. 
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In conclusion, it can be said that companies all over the world have been impacted by the Covid-19 pandemic. Tesco however, managed to hold its own against the pandemic and one of the reasons behind this is the fact that it works in the retail sector. Retail companies sell products of daily use and therefore the lockdown did not lead to a shutdown of their services. The external and the internal analyses revealed a lot of strengths and weaknesses of the company and also the ways in which they have been averting the weaknesses and threats. It has been understood that the company is capable of handling risks as and when they come.  
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