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[bookmark: _Toc123903373]Introduction
The report tends to discuss environmental factors affecting the business. Using a range of frameworks, the paper will discuss the external and internal factors that are associated with the business. Further, an analysis of the marketing efforts undertaken by the chosen organization will be done (Aiello et al. 2020). Hence, the chosen organization for this project is a UK-based grocery retail company named Tesco. Tesco is a multinational company which is also regarded as the third-largest retailer across the globe. In terms of revenue, the grocery retailer stands at the ninth position in the world. Tesco operates a loyalty scheme where customers apply for a Clubcard that is used for both in-store and online purchases to accumulate points that can be later spent to redeem prizes or discount vouchers. The company includes a range of products and brands such as supermarkets, hypermarkets, superstores as well as convenience stores. As of 2021, the firm holds a total revenue of £57.887 billion. Finally, it is a listed company on the London Stock Exchange and is an associate of the FTSE 100 index. However, the company has several competitors in the industry and the biggest one is Sainsbury's. Hence, it is important for the business to analyze the environment so that it can stand out in the industry by mitigating the risk factors. 
[bookmark: _Toc123903374]PESTLE Analysis
Political 
There are many political factors that impact the food retail industry. Tesco's headquarters is in the UK but operates in different countries. Hence, regulations and laws are the factors that affect the business (Moura, 2021). The political environment of the UK is stable which is a good point for Tesco and is one of the reasons for successfully operating in the country. However unfavourable incidents such as Brexit and Ukraine-Russia war have affected business functions negatively. Brexit gave birth to several new regulations and laws that caused a decrease in the sale of Tesco. Again, the political wars disrupted the export of goods. Therefore, it affected the supply chain of the company. 
Economic
Economic factors are important because changes in them can affect revenue, sales, profit and distribution. The company must keep eye on the taxation policies in order to manage the benefits. Tesco contributes a major share to the economy of the UK. The rapidly improving GDP of the country has positively affected the business. the GDP of the country worth 3131.38 USD Billion in 2021. Whereas, the inflation rate in the country is accounted for 2.52% (Ons.Gov, 2022). Overall, the economy is favourable for business. 
Social
Society shape shopping habits and create trends. There is a trend of bulk buying in society which has influenced the company to facilitate these needs in its stores. However, the choice of products differs in different countries. Hence, it divides sections for product portfolios so that it can meet the changing cultural trends (Monte, 2021). The trend of online shopping has also influenced Tesco to facilitate doorstep grocery shopping. Therefore, social factors are influential for Tesco. 
Technological
The UK is regarded as the most technologically upgraded country. This helps the country to improve its infrastructure with cutting-edge technologies (Monte, 2021). Tesco has received benefits from using technologies. The rising number of internet, as well as online shoppers, have induced Tesco to meet the needs of online shoppers. Here, technology helped it to upgrade the brand. Data analytics is an instrument that help companies to better understand their customers and therefore, helping retailers to improve their profitability.
Environmental
With the growing concern of the government and public towards the environmental impacts, the companies need to show their contribution towards the prevention measures (Pan, Chen and Zhan, 2019). Tesco has also contributed to the goal of a sustainable society. It has shown improvement in recycling, reusing and reducing waste. 
Legal
Since the company operates in different countries, it is important to adhere to the local laws and legislation of the countries. UK laws and regulations are known to Tesco which helps in improving business functions. However, it needs to focus on the laws and regulations of different countries and should work accordingly. 
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Bargaining power of buyers
The bargaining power of buyers in the case of Tesco is comparatively low. Since the products offered by the stores are centred around the basic essentials of the customers, the customers have the power to choose their stores. However, the price of the products is the main factor that helps Tesco to control the bargaining power of buyers, 
Bargaining power of suppliers
The bargaining power of suppliers for Tesco is low because there are a lot of suppliers who usually supply to the retail stores (Adelakun, 2020). However, a large organization such as Tesco has the ability to switch suppliers easily. This helps the brand to control the power of suppliers. The suppliers can negotiate but the ultimate decision is made by Tesco. 
Competitive rivalry
In the grocery retail industry of the UK, there are several local and foreign companies which operate the industry. Tesco faces aggressive competition in the UK due to the presence of key players such as Walmart, Carrefour, Sainsbury's, ASDA and so on. These global and local organizations with strong supply chains and logistics have made them competitive in the industry. 
Threat of substitutes
Even though there are a wide array of products that can substitute the products. However, Tesco only offers essential products that are not easy to replicate which helps it to avoid the threat of substitutes. Price is again a factor that reduces the threat of substitutes (Adelakun, 2020). 
The threat of new entrants
Tesco is the largest retailer which focuses on general merchandise. Hence, for a new entrant, setting up a large store with all these capabilities of Tesco would require huge capital. This causes challenges for the new entrants. It is again difficult for the new entrant to manage a vast supply chain and distribution channel in the initial stages. 
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	Strengths
· Tesco is the number one grocery retailer in the UK
· It contributes a wide market share
· Tesco has diversified its market in foreign markets (Sharmaa, Jain, and Pajni, 2020)
· The use of superior technology has been a strength
· The improved supply chain management is a strength
	Weaknesses
· Tesco faced challenges in internationalization in US and Japan
· The low-cost strategy is another weakness of the company
· There is a decrease in the profit margin of Tesco
· Controversy related to the organization 


	Opportunities
· Tesco has the opportunity to expand its business in emerging economies
· It has the opportunity to build strategic alliances
· It has the opportunity to operate cashless stores
	Threats
· Competition in the supermarket industry can be a threat
· Supply chain disruption nowadays 
· Labour crisis in UK 
· Rising costs of the materials can be a threat
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The SWOT analysis has the following advantages which include:
This can be used as a source of data for the planning of the strategy.
This can be used for improving the strengths of the organisations.
This can also be used for reversing the weaknesses of the organisation.
This can help with finding the threats so that they can be mitigated.
The core competencies of the organisation can be identified and improved.
The objectives for planning the strategy of the organisations can be satisfied for the organisation in terms of the objectives of the organisation.
The SWOT analysis can also help with learning about the past, present, and the future of the organisation, which can help with estimating the future and identifying the trends that could be required for the future in the organisation. The environmental scanning that is done using the SWOT analysis can help the organisations in being able to reach the customers in terms of the environment that the organisation is supposed to work within.
The disadvantages of the SWOT analysis are:
Inadequate facilities of research and development can cause the SWOT analysis to not be effective, since the organisations would then not be able to properly find the strengths and weaknesses, since the strategies would not be known affectively. The inadequate research and development facilities can cause the company to not have the ability to understand the strengths and weaknesses or the opportunities and threats of the organisation effectively. This will cause the research in being able to find the strategies which may not adequately match the entire requirements of the research.
The SWOT analysis could broadly classify the strengths, weaknesses, opportunities, and threats of the organisation. This could require subjective analysis of the research topic, thus leading to the data being biased according to the values and the beliefs of the researcher who has been analysing the research. The data that is given as input in the SWOT analysis can become outdated swiftly due to the swift changes in the environment against the relative static nature of the analysis. The analysis can also be ambiguous, which can affect the organisation in terms of the SWOT analysis not being effective. The SWOT analysis can be misleading since one attribute is expected to only have one kind of effect on the problem in question, that is, one attribute is expected to only be one of a strength or a weakness. However, one attribute does not work like that. For instance, while a rise in unemployment can be a threat due to the consumers having less spending power in Tesco, it can also be an opportunity since there would be a wider pool to choose from as there are many people unemployed, so the organisation can find cheap labour in this time. The SWOT analysis can also be affected due to the lack of weighting factors, which means that there is no way to rank the factors according to the way in which they are a priority for the organisation. The organisations would need to use the framework cautiously in order to ensure that the organisation has been viewed from all the different perspectives, and the strengths are understood accordingly.
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The company uses demographic, behavioural, psychographic, and geographic segmentation for reaching into the markets. There are different segments of customers based on demographic and psychographic aspects that would differ in the level of brand loyalty in the company (Gajanova, Nadanyiova and Moravcikova 2019). The demographic segmentation involves the categorization of the customers according to their race, colour, gender, socioeconomic status, and so on, which can contribute to the understanding of the research. Mazilu and Mitroi (2010) defined demographic factors as descriptive segmentation technique, whereby sociodemographic factors are directly involved. The behavioural segmentation means the use of the strategies which can contribute to the behaviours of the customers being analysed for catering to them. The psychographic segmentation implies the understanding of the psychological inclinations of the customer groups so that they would be able to provide the required analysis of the organisation and its activities. The geographic segmentation includes categorizing the customers according to their geographical location which can help the organisation in differentiating the customers according to the place that they are located at, since this can affect their culture, trait, language, and so on. Tesco usually targets all different segments of the population due to the diverse product portfolio that the company has. However, primarily, the company targets the customers belonging to middle or high income groups, belonging to the United Kingdom, between the ages of 18 and 60 years, and the customers who are likely to shop for their family, thus, the customers having a collectivistic mindset.


Figure 1: Positioning Map for Tesco
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(Source: Author-made)
[bookmark: _Toc123903379]The Marketing Mix Strategy
The marketing mix that the company uses can be described using the 4P’s marketing mix.
Product: The company has a diverse portfolio filled with products including food, beverages, bakery products, gaming products, home electrical products, and so on. The company sells the products online using the e-commerce platform. Their product portfolio includes food and beverages, clothing, home appliances, and financial services. Tesco is one of the leading supermarket brands in the United Kingdom (UK), consistently ranking highest in terms of grocery market share (Statista 2022).
Price: The company uses the cost leadership strategy for pricing its products. This means selling the goods at the lowest possible prices while still maintaining the quality of the products. This improves the competitive advantage of the company.
Place: The company has more than 4500 stores in multiple countries (Statista 2022). The company also has a leading e-commerce platform, which allows the customers for purchasing the goods online which can contribute to the distribution of the products.
Promotion: The company has a strong brand image, relying on low prices (Loebnitz, Zielke and Grunert 2020). The company has a loyalty card which can help with reaching the customers effectively. The company also sells the products through digital marketing.
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In conclusion, the company, Tesco, has been affected by the increasing competition and the political wars that have affected the organisation and its management. The company has also been affected by online shopping rising in trend in the current environment.
[bookmark: _Toc123903381]Recommendations
The organisation would need to understand the current environment and focus on ensuring that the prices of the products are stabilized so that the customers are able to take advantage of the low costs and thus be attracted to the organisation.
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