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Introduction 

Every business organisation needs to analyze the market before introducing any products or 

services in the market. The market analysis assists the board of the directors of the business to 

take appropriate decision on time regarding the introduction of the new products and services. 

To improve present market, share and growth, the conduction of the market analysis is required 

for every business organisation. The market analysis not only helps to improve the market share 

but also assists to understand the needs and demands of the customers. The position of the 

competitors in present markets and economy can be identified through analyzing the market. 

This assignment has been prepared on analysis of the customer and the international market. 

To accomplish this assignment and fulfil all requirements we have selected the Tesco Plc. 

which is the retail business organisation. The market analysis of the Tesco Plc. has been 

performed from the perspective of the micro-market environment, macro market environment, 

SWOT analysis, and value chain model of the business. 
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Market analysis report 

The market analysis report of the Tesco Plc has included the marketing environment analysis, 

competitive analysis, market potential analysis, and buyer requirement analysis (Allen, Kania, 

Yaeckel and Allen, 2018). The details discussion of all components of the market analysis 

report are mentioned below:   

Market environment analysis 

The macro market environment is very necessary for any business organisation to understand 

the business opportunity, challenges, legal requirements, technological trends, and economic 

condition of the world (Ananthan, Appannaiah and Reddy, 2015). The macro business 

environment of the Tesco Plc has been analyzed using the PESTEL analysis template. 

 

Figure 1: PESTEL analysis template 

Source: (RUSSO, 2019) 

Political factors: The activities of the business operation have been expressively affected by 

the political decisions of the nations and states. As Tesco Plc is the retail business organisation, 

it has required to collect different types of consumer products from different countries (Tesco, 

2020). Recently, the government of the UK has imposed a high rate of the import duty on 

products that have been imported from China. As a result, the sourcing cost of consumer’s 

products has been increased. Furthermore, the implication of the different tax act and transfer 

pricing act, the revenue and profit transfer of the Tesco Plc from different countries have been 

challenged (Farkas, 2011).  
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Economic factors: The economic factors have a significant effect on the operation and market 

of the Tesco Plc. The income level, GDP growth, interest rate, and foreign exchange rate of the 

Tesco Plc have been affected by its operation. The economic mobilization and money 

circulation have been stopped because of the outbreak of COVID 19 all over the world. The 

sales revenue of the Tesco Plc has been significantly decreased in this current situation of the 

pandemic because of lockdown effect all over the world (Fontaine and De Ly, 2016). 

Social factors: The business and marketing activities of the Tesco Plc have been operated 

surroundings of the society and community. The customers of the Tesco Plc. have concerned 

with the quality of the products and after-sales service. In this regard, the management of the 

Tesco Plc. has introduced the product return policy and after-sales service policy to increase 

sales revenue and loyalty of the customers. The general people of all over the world have 

concerned with health protection after the outbreak of the COVID 19. As a result, the sales 

volume in outlets of the Tesco Plc. has been decreased and sales in the online platform have 

been increased (Friedlein, 2013). 

Technological factors: The business operation of this world cannot be thinking without the 

implementation of technology. The cost of the sourcing goods from the suppliers and taking 

orders from customers have been done by using artificial technology and executive support 

system. As a result, the operational cost of the Tesco Plc has been decreased significantly and 

increased the profit margin.  

Environmental factors: As the Tesco Plc. has done its business activities in the surroundings 

of the environment and ecological elements. The Tesco Plc. has to provide concentration on 

environment protection, climate change, and energy savings. As a part of the environment 

protection, the Tesco Plc has provided attention to reducing carbon, using renewable energy, 

and green business operation (GURRAN, 2018). To focus on a green environment and 

treatment of the carbon, the Tesco Plc. has to make more investment. The reputation of the 

Tesco Plc. has increased although the more investment has required to ensure environmental 

protection. 

Legal factors:  Without making compliance with legal rules, regulations, and laws, no business 

organisation can continue its activities. To introduce any new products in Tesco, the Tesco has 

required to get permission from the government authority. To produce or improve any food 

items, the Tesco Plc has required to get a license from the food retailing commission. The 
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Tesco Plc. can increase confidence among customers although it has required to expend more 

money in compliance with rules, regulations, and law (Kenett and Salini, 2013). 

 

Competitive analysis 

The competitive analysis is also important for any business organisation to understand the 

market as well as the competitive advantages. To perform the competitive analysis, we have 

used the porter’s five forces model (Kotler and Keller, 2020). 

 

Figure 2: Porter's five forces analysis model 

Source: (RUSSO, 2019) 

   

Threats of substitute: The Tesco Plc is doing business with grocery items, clothing items, and 

other non-food items. In this regard, there have lower threats of substitutes for the grocery 

items because the general people need to purchase grocery items to maintain their livelihood. 

On the other hand, there has a medium and high threat of substitute for non-food items and 

clothing items respectively (Narayana Reddy, Appannaiah and Sathyaprasad, 2015). 

The threat of new entrants: The Tesco Plc is doing its business activities in the retail business 

industry with many product lines as well as a large quantity of the products. The retail business 
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industry has required a large amount of the capital to establish newly. Furthermore, this 

business industry has captured all market share with different popular brands including Tesco 

Plc. Considering above, the threat of the new entrants for the Tesco Plc is low (Nwogugu, 

2012). 

Competitive rivalry: The competition in the retail business industry and food items is very 

high because there have sufficient numbers of the super shop all over the world. The main 

competitors of the Tesco Plc are Asda, Sainsbury, and Morrisons. Recently, the market share 

of the Asda has increased from 16.6% to 16.8%. Furthermore, Aldi and Lid1 could capture the 

market share by providing a discount to customers. So, there has strong competition in the retail 

business industry as well as for the Tesco Plc (RUSSO, 2019). 

Bargaining powers of the customers: The Tesco Plc is doing business with grocery items, 

clothing items, and other non-food items. Generally, the grocery items and foods items are the 

non-standardized and differentiated products. So, the customers of the Tesco can easily switch 

to another to collect their required products and goods. So, there have strong bargaining powers 

of the customers for the Tesco Plc. 

Bargaining power of suppliers: There has availability of the grocery items and foods items 

in this business world. As the Tesco Plc. is the large retail business organisation, it has collected 

goods and other items with a large bulk. The Tesco Plc. can easily shift to other vendors to 

collect finished goods (Yang, 2018). So, there have weak bargaining powers of the suppliers 

for the Tesco Plc. 

Market potentiality and buyers’ requirements 

To identify the market opportunity and market potentiality, the management of the business 

organisation needs to consider the requirements of the buyers. The needs and demands of the 

buyers have created a new market for doing business. The customers have not liked to wait in 

line to make payment for the purchase (Allen, Kania, Yaeckel and Allen, 2018). In that case, 

the management of the Tesco Plc. has the opportunity to introduce the home delivery service 

within 24 hours. The introduction of the home delivery service will provide competitive 

advantages for the Tesco Plc. Furthermore, the Muslim people of the western countries want 

to collect halal meat. In that case, the Tesco Plc can introduction a halal meat corner for the 

Muslim people. The outbreak of the COVID 19 has given emphasized on health protection of 

the human. In that case, the customers of the Tesco Plc. want to get home delivery service and 
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want to place an order through online. In this connection, the Tesco Plc can introduce online 

business service and home delivery service to get market advantages (Ananthan, Appannaiah 

and Reddy, 2015).          

     A review of market selection, targeting and positioning and key 

marketing decisions 

In the time of making a marketing plan, the selection, targeting, and positioning of the market 

are very crucial to serve the products to appropriate customers. The directors of the business 

need to identify the appropriate market, appropriate targeting groups, and appropriate 

positioning strategy. In this section of this assignment, the market selection, targeting, and key 

marketing decisions have been reviewed (Farkas, 2011). 

Market selection: The Tesco Plc has provided its service all over the world through 

establishing 6,800 outlets. The outlets of the Tesco Plc have established in big and capital cities 

of the particular countries. The location selection of the Tesco Plc is very nice and perfect as 

the grocery and retail business organisation. Recently, the Tesco Plc has started to provide its 

services through developing an online portal and social media page to serve the door to door 

service. The online portal and social media page will help the Tesco Plc to increase their sales 

volume as well as to reach their products at maximum level berceuse the people has provided 

emphasizes on health protection after outbreaks of the COVID 19. On the other hand, the 

establishing of more outlets will not be feasible in the current situation of a pandemic (Fontaine 

and De Ly, 2016). 

Targeting: Market targeting is another important task to attain the sales plan and objectives of 

the business. In the time of targeting the market, the management of the Tesco Plc needs to 

consider the demographic situation, culture, economic condition, and purchasing behaviours. 

As Tesco Plc has involved with selling the grocery items, clothes, and other items, the Tesco 

Plc has selected the middle class and lower-middle-class people as target customers. For some 

luxurious products, the Tesco Plc has selected the higher-income people. The targeting process 

of the Tesco Plc. is very perfect for selling grocery and consumer items (Friedlein, 2013). 

Market positioning: The market positioning of the business organisation needs to be aligned 

with Porter’s five forces competitive analysis. The Tesco Plc has taken a cost leadership 

strategy to take a position in the market. The general people want to minimize their cost for 
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normal and non-differentiated products and services. As the Tesco Plc. is doing business non-

differentiated and regular products, the Tesco Plc. has chosen the cost leadership strategy. 

 

 

Marketing strategy: The Tesco Plc. is the retail business organisation and sold its products at 

an affordable price. The Tesco Plc. has sold its products to customers without taking any 

distribution channel. As the retail business organisation, the B2C marketing strategy is the best 

strategy for Tesco Plc. Furthermore, as the seller of regular and non-differentiated products, 

the Tesco Plc. has taken the cost leadership strategy. So, the marketing strategy of the Tesco 

Plc is perfect and accurate for further market expansion (GURRAN, 2018). 

Identification of the proposed decision and feasibility of the 

proposed decision 

The business decision needs to make based on the requirements and demands of the customers. 

Before making the final business decision, the business analyst needs to perform a feasibility 

study from the perspective of economic benefits and demands of the customers. In this section, 

the proposed decisions are identified along with the feasibility study (Kenett and Salini, 2013).   

Identification of the proposed decisions 

The executive management of the Tesco Plc has proposed the following strategies to increase 

their sells revenue and to reach the customers at maximum level (Kotler and Keller, 2020). 

Taking cost leadership strategy: The Tesco Plc has taken a cost leadership strategy to take a 

position in the market. The general people want to minimize their cost for normal and non-

differentiated products and services. As the Tesco Plc. is doing business non-differentiated and 

regular products, the Tesco Plc. has chosen the cost leadership strategy. The cost leadership 

strategy enables the Tesco Plc to attract more customers as well as to increase the sales revenue 

(Narayana Reddy, Appannaiah and Sathyaprasad, 2015). 

Developing online market place: The Tesco Plc has started to provide its services through 

developing an online portal and social media page to serve the door to door service. The online 

portal and social media page will help the Tesco Plc to increase their sales volume as well as 
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to reach their products at maximum level berceuse the people has provided emphasizes on 

health protection after outbreaks of the COVID 19. 

Emphasizes on health protection: The health protection is the global concern at this time 

after outbreaks of the COVID 19. As the seller and distributors of the food and baby items, the 

management of the Tesco Plc. has given emphasizes on the health protection firstly. The action 

for health protection and cleaning enables the Tesco Plc. to maintain legal and external 

requirements (Nwogugu, 2012). 

Feasibility study      

The conduction of the feasibility study assists the business organisation to determine whether 

the business decisions are effective and profitable. The business decisions that are taken by the 

Tesco Plc. are analyzed from the perspective of economic feasibility and customers demands. 

The cost leadership strategy for the regular and non-differentiated products will increase the 

sales revenue as well as the sales volume of the business organisation. The incremental sales 

revenue and sales volume will help the Tesco Plc. to reduce its fixed cost and semi-variable 

expense. As a result, the profitability of the Tesco Plc. will increase because of economies of 

scale (RUSSO, 2019). The general people of the UK have emphasized on online shopping to 

save their time as well as to ensure their health protection. So, the implementation of the online 

portal and social media page will assist the Tesco Plc. to increase the sales revenue along with 

the fulfilment of the requirements of the customers. The implementation of the online market 

place and social media page will help to reduce the requirement of a large amount of capital 

investment to establish outlets. As the general people are more concerned about health 

protection, the emphasizes on health protection strategy will support the Tesco Plc to attract 

more customers (RUSSO, 2019).  
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The desirability of the proposed decisions and key 

recommendations 

The Tesco Plc can implement the proposed decision that has been identified in the above 

section of the assignment very easily (Yang, 2018). The Tesco Plc. has sufficient technology, 

human resources, and capital resources to implement the above decision. Furthermore, the 

decisions that have been taken Tesco Plc are aligned with overall business objectives and 

purposes. So, there has no negative impact on the implementation of the identified decision. 

The implementation of the identified decision also supports Tesco Plc. to increase profitability 

and to fulfil the customer requirements. The Tesco Plc. needs to make the team for the 

implementations of the above-market decision with the setting of the specific goal. The time 

requirements and financial requirements analysis needs to be performed to justify the benefits 

of the implementations of the above decision. Furthermore, the Tesco Plc. has required to 

determine whether it is legally eligible to implement the above decision. To manage the time 

and requirements of the customers, the Tesco Plc. has to prepare the Gantt chart and network 

diagram.                

Conclusion 

Recently, the government of the UK has imposed a high rate of the import duty on products 

that have been imported from China. As a result, the sourcing cost of consumer’s products has 

been increased. The incremental sales revenue and sales volume will help the Tesco Plc. to 

reduce its fixed cost and semi-variable expense. As a result, the profitability of the Tesco Plc. 

will increase because of economies of scale. The customers of the Tesco Plc. have concerned 

with the quality of the products and after-sales service. In this regard, the management of the 

Tesco Plc. has introduced the product return policy and after-sales service policy to increase 

sales revenue and loyalty of the customers. 
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