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Introduction 
An organization is affected by both the external and the internal environment that it operates (oegoto, 2021). The external analysis looks at the wider business environment that affects the business, while the internal factors look at the factors within the business that affects its growth, revenues and competitiveness. Since the onset of the pandemic in 2019, organizations have been affected in times of their marketing mix such as prices, people, as employees worked from home and customers could also not visit the physical locations, place, promotions and even the processes (Bala and Verma, 2018). This report, through the use of Tesco as the company of choice, aims to conduct an internal and external analysis of Tesco. The report will further discuss the impact of COVID 19 on Tesco.   The report will use the PESTEL, porter's five forces and the SWOT analysis to conduct the external analysis for TESCO. To conduct the internal analysis, the report will use the tools including SWOT analysis. Further, the report will look in detail at the impacts of covid 19 pandemic on Tesco Company. These will be supported by literature from books, journals and articles. 
Overview/description of TESCO Company 
Tesco Company was established in 1919 by jack Cohen. It has, over time, grown and thrived and expanded to more than twelve countries across different continents. Tesco plc, one of the largest retailers in the world, employs more than 326,000 people across its more than 2,300 supermarkets and outlets (Béné et al., 2021). Over 1,900 Tesco stores can be found across Britain, where Tesco is the country's most prominent private-sector employer and the country's leading food retailer. On the continent, Tesco has stores in the Czech Republic, Hungary, Poland, the Republic of Ireland and Slovakia (Mahadevan, 2019). Tesco's online grocery store, Tesco.com, is the world's largest. This report will explore both external and internal analyses of Tesco. This report will also examine the impacts of covid 19 on Tesco's profits, market share, activities, and marketing mix. 
External analysis 
This examines the environment / the industry in which Tesco operates, including the competitive position, structure, and dynamics. It includes macroeconomics, political, global, demographic and technological analysis. This can be discussed in detail through the use of the PESTEL and porters five as below:
PESTEL analysis of Tesco 
PESTEL framework is a strategic tool used to analyze the external factors that affect the organization. It includes the political, economic, social, technological, environmental   and legal factors; these can be presented in the figure and discussed below 
Figure 1: PESTEL analysis
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 Political
As a multinational retailer, domestic and international politics significantly influence Tesco's results. There are many aspects to consider, including tax rates, legislation, and the country's political stability. While operating in the United Kingdom, political factors such as the BREXIT affected Tesco's financial performance and competitiveness (Mahadevan, 2019). Additionally, with it operating in other countries, heavy taxes has reduced its capability to growth and continuous expansion. Over the covid period, the legal requirements such as using the PPEs, wearing masks, and measures such as lockdown paralyzed Tesco's supply chain and processes and methods (Béné et al., 2021). 
Economical 
COVID 19 pandemic has led to decreased disposable income and reduced employment, consequently leading to the low purchase and losses by Tesco Company. Besides disruption in the global supply chain with restrictions and measures taken by the government (Rosnizam et al., 2020). Additionally, with the company operating on a global basis, change in the interest rates due to the loan and monetary policies introduced during the covid 19  to increase the money supply in the economy has also affected its stocks market. Recently there has been an increased tax rate to cover the covid 19. Additionally, the pandemic has increased inflation rates not only in the United Kingdom, where Tesco has headquarters but also globally, with the average inflation rate hitting over 8.1% (Béné et al., 2021). The labor sectors have also been influenced due to the covid-19 as most people remained unemployed; this has also affected the demand and the supply of Tesco products. Besides these, the company is affected by the wages, laws and policies such as the minimum wages. 
Social 
Customers change in trends, e.g. putting more emphasis on the online purchase during the covid 19  has reduced the sales and the purchases made at the Tesco outlets over the countries that this company operates in. to maintain the immunity during and after the covid 19, most people have shifted to the organic food products (Rosnizam et al., 2020). While it is not logical to say there has been a reduced number of customers due to COVID 19, many of the persons, e.g. in the UK, lost life, leading to a reduced the customers in the industry that Tesco operates. A number of social changes have led to an increase in the number of British consumers who prefer bulk purchases and one-stop shopping. The amount of non-food items sold by Tesco has therefore increased. As a result of societal conditioning, customers' beliefs and attitudes influence the products and services they want. Tesco is responding to the growing demand for organic products since people are becoming more conscious of health issues and their eating habits are continuously changing; the hit of covid 19 pandemic has scaled this up.  
Technological 
Covid 19   has also raised the need for Tesco to develop platforms and methods to enable online purchases and employees to work without visiting the offices. This was due to movement restrictions by the government, curfew and the look down. These, however, have provided an opportunity to Tesco Company (Soegoto, 2021). New opportunities have opened up for Tesco as a result of technological advancements. First, the company has grown its customer base over the covid 19 period because, through the online purchase and stores, customers can make purchases irrespective of the geographical location or segmentation. With the increase in technology making shopping more convenient for customers, self-service checkout terminals have saved companies money on labour costs (Béné et al., 2021). Besides covid 19, Tesco has invested a significant amount of money in energy-saving projects to accomplish its long-term goal of decreasing its carbon footprint.
Environmental 
 Covid 19 has also increased the pressure on the companies to address the environmental issue that can cause health concerns. Tesco is committed to reducing its carbon footprint by 50% by 2024 in light of increasing pressure on businesses to address environmental concerns and adopt practices that benefit society (Bala and Verma, 2018). As part of Tesco's efforts to limit the amount of waste its customers make, they are also boosting their degree of social conscience as covid 19 has increased the purchase of food online, which requires more packaging Tesco has developed such to be environmentally friendly. 
 Legal factors  
Over the period of the covid 19, the government and the WHO introduced the regulatory requirement such as using the PPEs by the employees. Additional costs to Tesco Company came with such. The restriction during the COVID 19, such as the lockdown by the government, also affected the supply chain leading to reduced sales and loss of suppliers (Risal et al., 2021). Recent policy changes affect the company's daily operations. To ensure smooth future operations, it must follow domestic and international regulations. The Food Retailing Commission has created norms and regulations that retailers must follow to stay in good standing. Tesco was accused of ageism and sexism in 2016 for its workplace culture. Tesco has also been probed in connection with a $12 million fraud case settlement. The company is being sued for unequally paying male and female employees (Armstrong et al., 2014).
Porter's five forces  
Porter's five analyses the internal environment through the five forces. These are the Bargaining power of the buyers, the bargaining power of the suppliers, and threat to the new entrance, Threats to substitute products and Rivalry amongst Tesco's existing competitions
Figure 2: Porter's five forces  
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Bargaining power of the buyers 
Tesco serves a million customers through its online stores. Using the United Kingdom, the barging power of the buyers is high, e. This is because they are organized. Having different companies that these customers can purchase the goods from, they have the power to switch to the competitors such as Sainsbury's and Asda (oegoto, 2021). However, the company's products remain highly competitive in the market, making Tesco highly attractive. Tesco's bottom line depends on keeping prices low.
 The bargaining power of the suppliers 
 The bargaining power of the suppliers is low. Tesco uses more suppliers, and one switching might not erode its competitive advantage (Deepak and Jeyakumar, 2019). Tesco is working with 2,500 UK suppliers and tens of thousands of others worldwide; however, because there are so many of them, these suppliers have little sway on Tesco. 
Threat to new entrance 
 The industry that Tesco operates in has low threats of new entrants. Because of the high initial investment required, new entrants to the UK grocery industry are unlikely to succeed. Tesco does not have to worry about any newcomers because of its economies of scale and core competencies (Dakhli et al., 2019). Would-be competitors may also lack the necessary resources to enter the UK grocery market, such as capital, access to distribution networks, and previous industry knowledge.
 Rivalry amongst Tesco's existing competitions 
There is high rivalry amongst the existing competitors. First, this is because the products sold by Tesco are not unique and can be accessed by other supermarkets in the market. In the United Kingdom, Tesco faces a lot of formidable competitors. These competitors spend a lot of money on advertising and other marketing efforts (Béné et al., 2021). The pricing war between Aldi and Lidl is also harming Tesco's bottom profit and growth, with the Aldi and Lidl creating lower prices. When it comes to fierce competition, Tesco has been looking at the most effective approaches. As a result of Lidl and Aldi's competitiveness, Jack's opened in 2018. Other competitors with significant market shares include Sainsbury's, Morrison's, Co-op, Lidl, Waitrose, and Iceland. 
Threats to substitute products 
The threat to substitutes is relatively low. There are a few alternatives to retail establishments' merchandise. Customers have a hard time switching from super chains-branded products like Tesco because of the limited amount of alternatives. Additionally, Tesco also offers a range of products that consumers can choose based on their preferences (Bala and Verma, 2018). An example, the company sell margarine and butter, and it also sells powder milk, condensed milk and fresh milk; this makes it offer a variety of products to the consumers’ hence low threat of substitute products 
Internal analysis 
 This will be discussed through the SWOT analysis. The SWOT analysis, however, assesses Tesco's internal and external environment. It includes the strength, weaknesses, threats and opportunities.
SWOT analysis for Tesco  
Strength 
Tesco is the biggest grocery trailer and supermarket in the United Kingdom. It also has higher sales and revenue as compared to other supermarkets and groceries in the United Kingdom. It also has the leading market share with about 27.9% of Britain's grocery and supermarket market share (Soegoto, 2021). Tesco is also geographically diversified, with more than 4673 stores in 14 countries. It has a growing number of stores from 2013 to 2020, having grown the retail stores from 3751 to 4673 in 2022 (Rosnizam et al., 2020). It also has online shopping that creates convenience for the customers/ consumers. Tesco has an efficient supply chain network, superior technology such as RFID,   and a diversified market and product range. 
Weakness 
 One of the weaknesses of Tesco is its failed operation in Japan and the US. The company also found itself in a fraud and accounting scandal in 2017, leading to heavy fines. Due to the covid 19, the company has recorded a decrease in the operating profit by about 21.3%, which is about £1.7 billion and 8% in 2022 first quarter. Its low-cost strategy in prices has reduced its profit margin. The company has also failed in its global arena as it has failed in countries such as China and Thailand. Lastly is the poor operational performance in specific markets. 
Opportunity 
 First is expanding the jacks business, a new discount store which has shown significant growth. This has reduced competition from Lidl and Aldi (Hanson and Kalyanam, 2020). Developing strategic alliances with other brands has also enabled it to have more products and a customer base. During the covid 19, online selling and working from home has reduced expenses and reached customers from wider geographical locations (Béné et al., 2021). Expanding its markets to emerging markets such as South Korea and Indonesia can be profitable. Its cashless stores were a big opportunity during the covid as health risks reacted to COVID were reduced by not using notes and coins. Lastly, online and home delivery that has scaled up during the covid has both increased the customer base and revenues by Tesco 
 Threats 
 Covid-19 has been the greatest threat for the past two years; during this, most of the Tesco employees could avail themselves in the stores and work from home as some were ill or could not travel due to restrictions. Death also leads to the loss of some the employees. The company has faced social media black fails in its Christmas as in 2017 (Hanson and Kalyanam, 2020). Before the covid 19, the Brexit referendum posed threats to its exchange, supply chain and processes. With the covid 19, there is increased competition in the online selling platforms, with supermarkets such as Walmart, Aldi and Carrefour. There is also a rising cost of living and inflation as an impact of the covid 19, and the supply chain issues due to COVID 19 have threatened the profitability.  
Tesco targeting, segmentation and positioning 
Segmentation  
 This is defined as dividing the market into different groups/segments. The segmentation of Tesco is divided into geographic, demographic, behavioral bases and psychographics. Tesco has divided its geographic region into the United Kingdom and other countries. Density that includes the rural and urban and gender. Its demographic segmentation is divided into income, low and middle income, occupations such as the students, employees, and professionals, and education that includes the level of education (Béné et al., 2021). It also consists of the social status that includes the middle class, lower class and skilled and lastly based on the family size with a range of products to meet the single individuals, nuclear and the extended families sizes (Dakhli et al., 2019). The third segment element is psychographic based on the lifestyle and personality. Lastly, the behavioral segmentation by Tesco company includes regularity; benefits sought such as cost advantage, variety, user status such as active user and lastly, attitudes that include the positive and sceptical.  
Positioning 
 Product positioning is defined as where the company's product stands in relation to other competitors' products and how the products are perceived in the consumer's mind. Product positioning involves dealing with individual elements of the marketing mix to attract targeted customers. Tesco uses a range of positioning strategies. First, the company uses functional positioning; the company uses the quality of the products as the main point of advertisement for the selected customer segments. High-quality products are associated with high functionality. The next positioning is symbolic positioning, which is based on the customers' values, aims and aspirations (Hanson and Kalyanam, 2020). Tesco mainly uses this example in its clothing [products by using non-cotton products, as cotton is related to child labour abuse. It sells fair trade products to narrow customer segments for higher prices to satisfy responsible buyers' self-perception. The third position is price position to attract the customer segment concerned more about the prices, an example giving it prices lower than other competitors, e.g. Walmart (Fahy and Jobber, 2019). Most of its groceries are cheap to attract customers from the lower segment. The fourth positioning is experiential positioning, which relates to customers' sensory and cognitive stimulation. Here it mainly uses this position to target products' beauty and health range (Risal et al., 2021). Lastly, the multi-segment positioning used to target several segments simultaneously with different products. 
 Targeting 
 This is the process of selecting the target market from the entire market. The company evaluates its market segments based on geographic, demographic, behavioral bases and psychographics. For example, some of the products are packaged using extreme bright colors to target females (Armstrong et al., 2014). First, Tesco uses the single segment concentration, which involves selecting only a single segment and targeting. For example, its solar heaters in the supermarkets target high-earning individuals and those with homes (Monte, 2021). It also uses selective specialization where it sells different products to each segment. It also uses the full market coverage by serving a range of customers through its range of products. 
Impacts of covid 19 on Tesco 
First, the company has recorded a profit loss due to the covid 19. With the covid 19, the purchasing power of the consumers reduced, with most people using the income to sustain themselves (Kotler et al., 2015). Most people who Tesco serve as the customers also lose their jobs, leading to the lower purchase of the company's product; this led to a 21.3%   reduction in profits in 2020 and 8%   in the first quarter of 2022 (Bala and Verma, 2018). Generally, the costs in terms of the distribution, backfill, new staff, and bonuses that led to reduced profits in 2020 can be shown in the graph below: 
Figure 3:  Tesco covid 19 – related costs (2020)
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During the covid 19, travelling and the customers visiting the stores has been limited. This has Been due to the covid restriction, and curfew in comparison to earlier were both online, and stored purchase at Tesco supermarkets and groceries were 24-7 operative, this also has led to decreased profits (Mahadevan, 2019). Customers have also considered new opportunities/ alternatives, e.g. in   food products such as frozen or prepackaged food products; this has made an infrequent purchase of the Tesco products (Kotler et al., 2015) 
Customers purchasing decision has also changed, with most of the customers looking for assured health products such as organic products as a result of the COVID 19 health awareness (Fairlie and Fossen, 2022). Most of the products sold by Tesco Company are manufactured and supplied by other companies; earnings have also reduced with such shifts (Moura, 2021).  
Competition in the online platforms and selling has increased with the covid 19, with most companies going the online ways, a significant Tesco customer has shifted to other competitors products (Kotler et al., 2015). Lastly, as an impact of the covid 19, the cost in the processes such as establishing an online way and process for almost three- a quarter of the employees to work from home led to high cost leading to decreased profits. 
Due to covid 19, Tesco Company has also lost employees, while others have moved back to home countries (Fairlie and Fossen, 2022). Some have also succumbed to COVID 19, and its capacity to serve the customers and develop innovative process, goals and objectives have been limited by losing the employees over the covid 19 period (Humphries et al., 2020).  
The supply chain of Tesco has been disrupted by covid 19 (Guerrero-Sosa et al., 2020). Some of the companies that supplied Tesco with the product and services were closed due to the covid 19, and while some are struggling to back,   some collapsed; this has led to an inadequate supply of products and services by Tesco (Dakhli et al., 2019). Most consumers have shifted to other competitions over the continuous lack of some of the products by Tesco due to supply chain disruption due to COVID 19 (Fahy and Jobber, 2019). Covid 19 has therefore led to a supply shortage of Tesco Company  
During the covid 19, Tesco laid off some of its employees to reduce the cost; these employees were recruited by other companies leading to the loss of talented and creative employees by Tesco Company (Deepak and Jeyakumar, 2019). This has also led to a labour shortage leading to paralyzed operations across the Tesco branches 
Tesco is also still battling with the loans and the debt funding acquired by the company during the covid19 (Béné et al., 2021). Due to financial fragility and continuous losses over the covid 19 period, the company, through debt financing, acquired loans from banks and financial institutions to maintain its operation; these have, in the long run, ended up being a heavy financial burden. 
Conclusion 
While the external analyses are sassed through the PESTEL analysis that includes the political, economic, environmental, social, legal, and technological factors, Tesco strategies such as segmentation and targeting have ensured the company's stability, growth and competitive advantage.   As analyzed in the Porter five forces, Tesco has a stronger competitive advantage; its ability to remain competitive has been impacted by COVID 19. The internal environment of Tesco has also been accessed through the SWOT analysis that includes the strength, weaknesses, threats, and opportunities. COVID 19 has caused a negative impact on Tesco; this includes:  there has been reduced supply of the products due to disruption in the supply chain caused by covid 19, which has led to decreased profits and customer base. The financial stability of Tesco has also been affected by covid 19. Covid 19 has led to the loss of employees by Tesco, leading to inefficiency in its processes and services. Tesco is also still battling with the loans and the debt funding acquired by the company during the covid19. Competition in the online platforms and selling has increased with the covid 19 reducing its profits and customer base. 
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