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Tesco

[bookmark: _Toc92732823]Executive summary
The individual report is aiming to express the marketing strategies used by Tesco company and those that helped the company in achieving its huge success. The main points that will be discussed will be the PESTEL Analysis that will highlight the external factors directly affecting Tesco in both positive and negative ways with the main purpose of seeing how marketing may be affected or take advantage about those factors. The Marketing Mix will be represented in matter of Price, Product, Place and Promotion in order to have a more clear image about how Tesco is using marketing strategies in order to grow their brand image and strengthen their position on the market taking into account the current situation of COVID-19 Pandemic. The circumstances of the pandemic and future changes the company should take into account will also be discussed along with the segmentation, targeting and positioning processes used by TESCO in order to keep up with the trends on the market and overpass competition that is willing to do anything to steal Tesco’s customers. Porter’s 5 Forces model will be applied for Tesco for a better understanding of the suppliers, competitors, customers , new entrants and threat of substitutes that will allow the marketing department of Tesco to adapt according to the threats to make from them opportunities. The SWOT analysis will create a broader image about what are the best points of Tesco and how they can be used in order to undertake the threats and get use of every opportunity. The main report will be done from a marketing specialist point of view that will undertake all the elements of Marketing that affect an international company as Tesco along with the actual Covid-19 Pandemic challenges. At the end of the report, there will be a conclusion that will summarize a personal opinion about the subjects discussed along the report. 



[bookmark: _Toc92732824]Introduction
Tesco is a British company based in London and actually it is a giant retailer brand, have more than 7,000 shops around the world, 4,000 of them being opened in United Kingdom. Moreover, the company is a huge employer as it has almost half of million employees that are making customers happy to buy from Tesco by their excellent services and friendly behavior. These being said, it helped the company to become the fifteenth retailer brand worldwide from the most valuable ones which encourages customer to be loyal to their shops despite of the fact that in their first day of opening, Tesco registered a profit of just £1. Tesco was also listed on the stock exchange after 30 years of their first shop opening which means that fluctuations in economy directly affect the stock prices of Tesco. It is also important to mention that not all the Tesco shops are the same but there are Tesco Extra stores that are the largest, Superstores, Metro, Express and One Stop that differ in matter of size and types of products that can be purchased from them. As there is a trend between companies to sustain environmental-friendly movements, Tesco has also implemented the electric delivery vans and by 2028 they want all their vehicles with delivery purposes to be electric. Furthermore, the company have already been installed 2,400 electric charging points for the customers that own an electric vehicle and so, they are encouraged to charge their cars while going for shopping. (Marques, 2021)

[bookmark: _Toc92732825]PESTLE

[bookmark: _Toc92732826]Political: 
First of all, as Tesco is having opened stores all around the world it is important to mention the fact that the company should follow the regulations and laws from the countries they operate in. For this reason, the legislation, the tax rates should be followed different in every country as their Government requires. There exists also the stability if the country which is an important factor for Tesco as it influences the customers behavior. Moreover, due to Covid-19 pandemic the rate of unemployment worldwide have been raising alarmingly and Governments are rushing to implement new solutions for this purpose. (Falsk, 2021)
Because of this fact, Tesco is encouraged by the Governments in every country they operate to hire people and create jobs which is a positive aspect while the buying power has been fallen due to the political instability. Another result of creating employment is that workforce diversity and products demand are raising. (Butler, 2020)
[bookmark: _Toc92732827]Economical:
The factor that most influences Tesco is the economical due to the fact that it affects prices, demand and also leverage costs. The accessibility of finance is the most important thing to be taken into account as changes in taxes and financial terms may affect the taxation policies and other related to the subject factors. Even if the concetn is on a global basis the main market Tesco relies on is the British market due to the fact that 30% of the stores are placed in the United Kingdom and it has the biggest influence on the overall company. (Butler & Neville, 2013)
Due to Covid-19 Pandemic, Tesco has been focusing more on their value brands rather than introducing luxury items that would have bigger prices with the main purpose of enhancing sales and continue to rely on diversification and internalization which actually created the success for Tesco brand. (Quinn, 2021)
[bookmark: _Toc92732828]Social:
The changes in the customers behavior is a real issue which may be taken advantage of and create an opportunity by Tesco due to the fact that over all this years in the market, The company successfully managed to adapt to the consumers behavior. In the past few years, it was observed that the consumers are more into one atop shopping rather than the old way, bulk shopping and for this reason, Tesco have been emerged to open more one-stop stores under the brand name. The social conditioning is mostly influencing the buyers behavior, for example, there are people who adopted a heathier lifestyle so, the demand of organic products raised mostly from the incipient phase of the Covid-19 Pandemic. This is why Tesco adapted to the customers behavior and increased the number of customers. (Atherton, 2017)
[bookmark: _Toc92732829]Technological
In matter of keeping up with the latest technologies, the ability to adapt is something that positively affects on long term Tesco company. This is because of the fact that innovation in present in every industry. In this sense, Tesco have been adopting two major technology trends: introducing the online shopping and the service to deliver the ordered goods directly to the consumers home, which is a time-saver for Tesco’s customers and at the same time it is not stressful as staying in lime and looking personally for the needed goods. (Campaign, 1999)
The second technology implementation is the self-checkout points that helps in avoiding crowd as customers may scan and pay for the purchased goods without needing to wait in long lines. (MacDonald, 2009)
In the same category we may include the transition to electric efficiency with the aim of reducing the carbon footprint. (Tesco, 2021)
[bookmark: _Toc92732830]Legal
Tesco should follow all the. National and international laws and this are directly affecting the company’s performance in a good or bad way. For example, the Food Retailing Commission is a regulation that made Tesco to lower the prices and also create huge promotions for their customers. On the other hand, the demand was growing so the looses were vanished in a certain way due to the high demand of products. (Fallon, 2000)
[bookmark: _Toc92732831]Environmental 
From the environmental point of view? It is a fact that Tesco sustains every movement that employs the war against pollution and adopting new environmental-friendly approaches in order to prevent harming the environment. For example, the company sustains by social conscience the process of minimizing waste. The footprint as it was discussed before, was be reduced by 50% until 2020. (Tesco, 2019)

[bookmark: _Toc92732832]Marketing Mix

[bookmark: _Toc92732833]Product
First of all, it is important to mention that Tesco sells any types of products such as: electronics, stationary, clothes, food, cosmetics so on and so forth. The company is actually looking to satisfy every of their customers needs by introducing more and more products in the stores. The stores are very well equipped with personal brand products under Tesco’s name as well as other great brands. Tesco’s stores are different because of the fact that they have different purposes, and this means that they are equipped differently. For example, the super stores have all the range of products while the one stop stores have other range of products. (Cascade Team, 2021)
[bookmark: _Toc92732834]Price
The main pricing strategy of Tesco is the cost leadership that follows the idea to maintain the prices as low as possible in order to attract and retain customers but at the same time to give them good quality products. It is stated that Tesco’s stores are the ones with the lowest prices on the British market. The good connection with the suppliers facilitates to bring high-quality products at the lowest prices. The price wars held by Tesco are the main strategy to keep prices low and fight with the competitors such as Lidl or Aldi. (Wood, 2018)
[bookmark: _Toc92732835]Place
The place of Tesco being active is online and offline or physic stores that means the company is having a huge visibility and customers encourage both methods of distribution. The offline stores are mentioned above and they consists of over 7000 stores placed all around the world. Tesco Direct on the other hand is the online business of selling goods and deliver them go the customers door and satisfy their needs which means that the company is willing to adapt to changes in customer behavior in order to maintain its position on the market. (Blazquez, 2021)
[bookmark: _Toc92732836]Promotion
Due to the string position of the market, promotions within Tesco’s online and offline stores represents a huge success. Moreover, the fact that not only the latest trends in matter of promoting themselves such as Social Media Platforms are used, but also radio, newspapers and TV adverts are running continuously, helps Tesco to get to a bigger number of people that are targeted to become the company’s customers. Although, the most successful promotion strategy of Tesco is the buy one and get another product for free. Basically, the customers will buy two products with the price of one. The Tesco Club Card is also a form of promotion as the company gives points to loyal customers tgat can be used to have lower prices on certain products or discounts up to 30%. (Gultner, 2020)

[bookmark: _Toc92732837]SWOT

[bookmark: _Toc92732838]Strengths
One of the biggest strengths of Tesco company is the big turnover and profits that allows the comoany to recover from any negative phase of evolution. On the other hand, the dominance on the United Kingdom’s market is something that gives Tesco a certain feeling of calmness as the company has 29% of the market share while the second biggest retailer in UK is Sainsbury with 14,9%. (Finch, 2005)
During Covid-19 Tesco have managed to grow the business and make the good out of the bad situation the worldwide population have been facing. For this reason, the growth of the company registered since the Covid-19 Pandemic started is 10.5% and at the same time the big retailer have been creating 16,000 jobs. (Rigby, 2021)
[bookmark: _Toc92732839]Weaknesses
One of the main things that are considered weaknesses for Tesco is the fact that they often change their CEO and board of directors which means that there may be struggles as adapting to a new way of leading may be quite hard. Moreover, the shortage of products is a negative aspect that may affect Tesco, but being an innovative company, the stocks of the best sold products from Covid-19 Pandemic times have been done by Tesco and there is no danger of shortage. (Jahshan, 2020)
[bookmark: _Toc92732840]Opportunities
The fact that the Covid-19 Pandemic came with regulations regarding restriction of people going out of their houses and also the social-distancing, Ocado, the online platform of Tesco selling their products have registered 76% raise since the Pandemic have started which may be considered the biggest opportunity for Tesco company. Moreover, one of the aspects most discussed are eating healthier, which means that Tesco should bring on the market organic products that are alternatives of grease meat and other harmful products which will attract more customers in stores and buying online. (Reusters, 2020)
Implementing the Artificial Intelligence within the physical stores is another opportunity for Tesco as it enhances the innovative part of the company and also gives an easier perspective for the customers. For example, the self-check out points are helping the customers to pay faster for their product and avoid crowd in lines. (Stone, 2020)
[bookmark: _Toc92732841]Threats
The biggest threat which is a real concern for Tesco, is the Brexit which is a phenomenon that that will affect around 80% of the sold food in the United Kingdom. This is happening because of the fact that the suppliers are from other countries than UK. Moreover, the unsure relationship between United Kingdom and European Union is affecting taxes and the free trade agreement  because the WTO rules are different and rely on bigger taxes and custom checks. (BBC News, 2021)

[bookmark: _Toc92732842]Porter’s 5 Forces

[bookmark: _Toc92732843]Competitive Rivalry
The competition in the retail industry is high and companies should always keep uo with the changes in the consumers behavior in order to bring on the table what is required, otherwise competition will do it and the business will probably fail. Form this point if view, as it was mentioned before, Tesco is having 27% of the British market share and competitors are way smaller but they may be a threat also if Tesco do not adapt to the changes. The main competitors of Tesco are Sainsbury, Aldi, Asda and The Cooperative. (Downie, 2021)
[bookmark: _Toc92732844]Threat of Substitutes
The threat of substitutes is low due to the fact that Tesco is a big retailer in United Kingdom and also on the international market. Despite of this fact, the costs of coming with something better than what Tesco beings to consumers is very costly and it takes time to create a brand name that becomes strong on the market. The only substitutes may occur on certain niches such as online shops that bring only organic foods and which may become popular and increase their sales rapidly while generating looses in the niche for Tesco. (Pantano et al., 2017)
[bookmark: _Toc92732845]Threat of new entrants 
The new entrants are usually small companies that do not represent a threat for Tesco. It is stated that usually local grocery stores are buying products from Tesco to resell them which means that they will have higher prices and consumers will not change their direction. The capital of the new entrants is not a threat at all as Tesco is now generating millions of pounds profit per year which is more likely hard to be beaten. (Bradshaw, 2021)

[bookmark: _Toc92732846]Bargaining power of buyers 
In the case of Tesco, the power of buyers is the most significantly for the company’s success. This being said, the buyers are those who dictate the trends and Tesco should take into account every change in the consumers behavior and adapt to it. As the online space is significantly growing, Tesco should be aware of the promotions and come up with similar ones in order to satisfy the customers and keep them loyal. (Stan, 2015)
[bookmark: _Toc92732847]Bargaining power of suppliers
The suppliers are another important aspect when it comes the well-being and success of Tesco due to the fact that they are the key players when it comes delivering quality products for Tesco and this can affect positively or negatively the company. (Wang et al., 2018)

[bookmark: _Toc92732848]Conclusion
All in all, Tesco is holding a huge part of the British market share which means that the only concern is keeping up with the trends regarding the customers behavior due to the fact that competition is far away from overpass the company. Moreover, keeping up with innovation and Artificial Intelligence may increase significantly the market share. Being aware of the Vovid-19 Pandemic laws and requirements have been facilitating Tesco to get on a higher level than it was begore because of the fact that the company has successfully adapt to the changes. 
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