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Executive Summary
Tesco's potential to manage external challenges, financial instability, and technology change served as the driving force at the back of its current strategies. To keep its competitive benefit, the company has located a strong emphasis on sustainability, cost discount, and virtual transformation. However, strategic trade management which necessitates a leadership fashion that promotes adaptability and creativity is vital to future fulfilment. By aligning its organisational lifestyle with the one’s projects and prioritising open communication and worker interaction, Tesco can preserve to thrive in a business environment that is becoming increasingly risky while keeping its long-time period development and marketplace leadership. 
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[bookmark: _heading=h.gjdgxs]Introduction
Tesco's overall performance, market function, and strategic desires are the primary subjects of this report's analysis of the business enterprise's current situation. It will research the recent past, inspecting how external forces like financial instability and generation revolution have affected the enterprise's operations and development path. Through an essential evaluation of change control paradigms, the studies identify difficulties with Tesco's strategy shift, along with the management patterns and transition management techniques used. It will also assess how organisational culture impacts how properly Tesco's trade management efforts work. The concept outlines an intensive change control strategy that consists of an evaluation methodology, communication methods, budgetary considerations, and a strategic change effort. The report that follows will focus on Tesco's potential to regulate and prosper in a converting commercial enterprise climate and make guidelines for enhancing its competitiveness and resilience.


[bookmark: _heading=h.30j0zll]A brief review of the CURRENT state of the Tesco
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Figure: Tesco
Source:  (tescoplc, 2024)
Industry Position and Performance: Despite high competition from good deal stores like Aldi and Lidl, Tesco continues to be the most important store within the UK, managing a substantial portion of the food business. To similarly solidify its position as the enterprise chief, the business has expanded its product line to consist of virtual platforms and financial services (Tesco Bank).
Revenue and Profitability: Despite hard financial times, Tesco's revenues illustrate resilience, and the organisation keeps to hold of strong economic overall performance. However, developing operating costs, problems with the supply chain, and competitive pricing processes are putting pressure on income margins (tescoplc, 2024).
Customer Base and Brand Loyalty: Tesco's Clubcard loyalty application helps to sustain its giant and dedicated consumer base. Personalised advertising techniques that improve customer engagement and retention are powered through Clubcard data.
Omnichannel Strategy: Tesco has efficiently mixed its online and physical channels through the use of an omnichannel approach. Its online save has improved dramatically, especially in the wake of the COVID-19 pandemic's spike in demand. To improve the consumer experience, the business continues making investments in digital infrastructure.
Sustainability Initiatives: Tesco is devoted to sustainability, with a specific emphasis on waste management, carbon emission reduction, and ethical sourcing. In line with customer demands for groups that care about the environment, it seeks to acquire net-zero carbon emissions by means of 2050 (tescoplc, 2024).
Advancements in Technology: The keep has embraced virtual transformation through the use of technology consisting of facts analytics, automatic inventory management, and self-checkouts. Tesco's emphasis on convenience is visible inside the upward thrust of click-on-and-gather offerings and the "Whoosh" shipping carrier, which gives identical-day meal delivery.
Competitive Challenges: Traditional supermarkets and online-only traders like Amazon Fresh pose a serious risk to Tesco. Tesco has been under pressure to apply competitive cost measures because of the improvement of good buy shops, which has affected its profitability.
Economic Pressures: Tesco has been greatly encouraged by the prevailing nation of the financial system, which is characterised by high inflation, rising power charges, and supply chain disruptions (Smith, 2023). The enterprise has needed to deal with value problems whilst maintaining its merchandise cheap for its customers.
Workforce & Talent Management: In the UK, Tesco has over 300,000 personnel. The organization maintains to prioritise employee engagement and retention with the help of investment in various applications, flexible work schedules, and training. However, there are problems with hiring in a competitive task market.
Global Operations: Tesco has decreased its worldwide footprint while targeting its fundamental markets inside the UK and Ireland. The corporation has been able to improve its economic situation and awareness of its home marketplace by promoting less lucrative areas, together with Asia.
Impact and Recovery of COVID-19: The pandemic hastened modifications in client behaviour, consisting of a circulate toward net shopping. Tesco was able to preserve operations and satisfy client demands because of its robust response to those troubles, which covered advanced safety measures and supply chain agility (Gan and Yan, 2023).
Regulatory and Social Expectations: Tesco has a problem with strict regulatory tracking and societal expectations as a good-sized player in the UK retail industry. In order to ensure moral behaviour, equitable remedy of suppliers, and compliance with competition policies, the commercial enterprise is intently monitored.
[bookmark: _heading=h.v1d6isuvwvwk]

[bookmark: _heading=h.1fob9te]An analysis of the recent history of the Tesco
2014 Accounting Scandal: When it was determined that Tesco had exaggerated its income by £263 million, the firm changed to dealing with severe difficulty. Legal investigation, a drop in proportion costs, and a lack of investor acceptance as true have been all results of this affair. It changed into a pivotal moment that led to important modifications in operations and management.
Leadership Transition: A significant reorganisation effort began in 2014 whilst Dave Lewis turned into named CEO in the wake of the incident. Restoring accepted as true, simplifying operations, and centering the corporation on its primary grocery commercial enterprise were the principal desires of his tenure (Sharmaa et al., 2022). The exchange signaled a flow towards consumer-first method and operational efficiency.
Divestment of Non-Core Businesses: In order to pay attention extra to its core markets, Tesco made strategic divestitures. By promoting its Asian organisations in Thailand and Malaysia to CP Group in 2020 for £8.4 billion, it stepped forward its financial status and made it feasible to reinvest within the UK market.
Reaction to Competitive Pressure: Tesco's market share became seriously threatened with the aid of the emergence of bargain stores like Aldi and Lidl. Tesco replied by way of launching its personal bargain save, Jack's, in 2018 so that it will compete on pricing (Catalão, 2022). In order to preserve customers, the enterprise also used promotions and cost-matching strategies.
Digital Transformation: In order to conform to converting purchaser needs, Tesco followed digital innovation. Through its Clubcard program, the enterprise made large investments in computerised inventory structures, online grocery delivery services, and consumer statistics analytics. This virtual shift was similarly driven by the COVID-19 pandemic, as evidenced by report-breaking internet purchases.
Economic Challenges: Tesco has recently had to address outdoor forces inclusive of inflation, developing electricity expenses, and uncertainty surrounding Brexit. By renegotiating provider contracts, streamlining supply chains, and enforcing cost-slicing techniques, the organisation has attempted to reduce those problems.
Sustainability and Ethical Practices: Tesco has made a dedicated to formidable targets which include decreasing meal waste and reaching net-zero carbon emissions by 2050 in response to multiplied consumer demand for sustainability. These projects are consistent with its social obligations and brand values (Domański and Łabenda, 2020).
COVID-19 Response to a Pandemic: Tesco quickly adjusted its operations at some point of the pandemic, demonstrating its resilience. It improved the number of online shipping slots, set up safety skills in its stores, and furnished bonuses and bendy work schedules to its employees.
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Figure: An explanation of how changes in the external environment of Tesco
Source: (Woods, 2022)
1. Digital Disruption
The short improvement of digital technology and the circulation to online retail had been one of the biggest external impacts affecting Tesco. Tesco has to hurry up its personal digital transformation in reaction to the essential shift in purchaser purchasing behaviour added about by means of the rise of e-trade and digital systems (Woods, 2022).
Growth of Online Shopping: Tesco's latest fulfilment has been in large part attributed to the growth of online grocery shopping. During the COVID-19 pandemic, while demand for home transport services surged, the corporation had to increase its online abilities. In order to satisfy the growing demand for online orders, Tesco made generous investments in enhancing its virtual infrastructure, cell app, and website. Traditional stores like Sainsbury's and more latest arrivals like Amazon Fresh have become more competitive as food purchasing has shifted online. 
Technological Developments: Tesco has adopted contemporary technology to enhance operations as a result of virtual disruption. For instance, Tesco has increased operational efficiency with the help of the usage of devices gaining knowledge of synthetic intelligence (AI) for demand forecasting, inventory management, and customer personalisation (Abdelazim, 2022). Tesco has been able to grow income and customer retention by using data analytics, especially through its Clubcard loyalty program, to analyse customer behaviour and provide customised offers. 
Growth of E-Commerce and New Services: Tesco's continuous achievement has been largely attributed to its investment in e-trade. By adding options like same-day transport and launching its "Whoosh" rapid shipping provider, which allows consumers to get hold of their items within an hour, the corporation improved the reach of its digital presence. Tesco's emphasis on boosting customer support through virtual channels and enhancing its cell purchasing enjoy is a direct reaction to the trend of its consumer base becoming more tech-savvy. 
2. Uncertainty in the Economy
Continued financial uncertainty has also had a massive impact on Tesco's operations, in particular as the United Kingdom deals with the demanding situations of Brexit, developing inflation, and moving client shopping conduct (Dhyana and Gupta, 2022).
Brexit's results: Tesco has confronted numerous difficulties because of Brexit, in particular with relation to the employees and supply chain. Importing products, especially from the EU, became more expensive after the Brexit vote due to the weakening of the pound. Tesco's operational costs expanded as an end result, which had an impact on product expenses, specifically for imported and fresh items. Furthermore, Tesco's capacity to make effective plans has been hampered by the uncertainties surrounding upcoming trade agreements and the drift of workers within the EU. 
Growing Inflation and Cost of Living: As an end result of the United Kingdom's developing inflation and cost of dwelling, more consumers are deciding on greater low-priced solutions. Tesco has been forced to exchange its pricing technique with the purpose of staying competitive as meal prices rise, in particular, when in comparison to reasonably-priced stores like Aldi and Lidl. In response, Tesco has brought price-oriented product traces, such as its "Tesco Everyday Value" and "Jack's" manufacturers, with the purpose of offering reasonably priced substitutes for people on a finance (Tian, 2021). 
Changes in Consumer Spending: As household finances are under extra pressure, customer spending behavior is changing to include extra frugal buying. Customers at the moment are extra inclined to purchase at cheap shops considering they are extra cost-conscious. Tesco has modified its merchandise as a result, putting more of a focus on good buy-gives and personal-label goods. In order to reward unswerving clients and offer discounts that appeal to a wider variety of customers, the business enterprise has also stepped forward its loyalty packages, together with the Clubcard. 
3. Pressures from Competition
The retail enterprise has emerged as a great deal greater competitive, and Tesco is under growing strain from each new and mounted competition.
Growth of cheap Retailers: Aldi and Lidl, reasonably-priced shops that have been speedy increasing within the UK, have become a larger hazard to Tesco (Hashim et al., 2021). By imparting excellent items at reduced costs, those traders have taken gain of the developing want for moderately priced grocery store solutions. Tesco has spoken back with the help of stepping up its pricing opposition, in particular in cost-driven product categories. Although Tesco ultimately scaled off this project in favour of concentrating on its main grocery chain, it created Jack's in 2018 to directly compete with cheap stores. 
Exclusively online Rivals: Tesco has also been harmed by the boom of online effective traders like Amazon Fresh. These platforms have positioned Tesco's traditional brick-and-mortar enterprise model to the research by allowing clients to shop for food without physically touring shops. Tesco has accelerated its digital transformation to be able to compete, ensuring that its online services are just as strong and competitive as the ones supplied through Amazon (Patel and Swamy, 2023). 
4. Environmental and Regulatory Factors
Government policies, especially those touching on environmental and sustainable practices, have had a growing effect on Tesco.
Sustainability Commitments: Tesco has been under stress to embellish its sustainability methods as customer cognizance about environmental issues has grown. The organisation has set high goals, such as slicing meal waste and accomplishing net-zero carbon emissions by means of 2050. Tesco has made investments in environmentally pleasant procurement, reduced packaging waste, and advanced the delivery chain's environmental effect. 
Regulatory Changes: Tesco is likewise situated to regulatory needs over tax laws, food protection, and labelling. The enterprise ought to regulate legal guidelines which might usually change in regions like food labelling, packaging specifications, and health and protection requirements (Patel and Swamy, 2023). To satisfy these regulatory expectancies and hold its operations compliant with UK law, Tesco has had to make investments in compliance systems and methods.


[bookmark: _heading=h.2et92p0]Critical Evaluation of Change Management Models and Strategic Change at Tesco
Tesco, one of the most important stores in the UK, has experienced lots of modifications in solutions to troubles inside and outside the company. As digital disruption, economic uncertainty, and changing purchaser tastes keep shaping the retail landscape, Tesco's capacity to evolve and adapt nicely has been key to its survival and success (Paavola and Cuthbertson, 2022). It can be less difficult to look at how Tesco has handled strategy changes and the leadership styles used in the course of the procedure if exclusive change management models are analysed significantly.
[bookmark: _heading=h.tyjcwt]Evaluating Change Management Models
Lewin’s Change Management Model
To recognise how organisations change, one of the oldest and most satisfactory recognised models is Kurt Lewin's three-step change management model. The model has three steps: Unfreeze, Change, and Refreeze.
Unfreeze: In this section, things like making people aware of the need for change and breaking down old approaches to thinking and execution are carried out. With the rise of online purchasing and the competition from e-commerce giants like Amazon, Tesco knew it needed to go digital to keep up (Abdelazim, 2022). As CEO Ken Murphy led Tesco, the business enterprise's leaders knew that it would lose its monetary aspect if it did not change with the instances.
Change: Within this stage, the organisation begins to use new methods and tactics. An advanced supply chain management system was delivered to Tesco's online store as part of its digital change. The business developed new technology, like AI-powered demand forecasts, and combined its online and offline purchasing experiences. Additionally, Tesco worked to improve its transport offerings and add extra click-and-collect choices. These had been very critical at some stage in the COVID-19 pandemic when people started to opt for home shipping.
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Figure: Kurt Lewin's three-step change management model
Source: (Paavola, 2022)
Refreeze: This step includes making the new changes everlasting within the cultural and operational factors of the business enterprise. Online services have become a vital part of Tesco's business plan because it worked to incorporate those digital innovations into its everyday operations. During this time, the organisation additionally implemented new operational requirements to ensure better e-commerce logistics. This made online buying a natural part of the client experience (Paavola and Cuthbertson, 2022).
Although Lewin's model enables one to apprehend the stages of change, Tesco had a hassle with the "unfreeze" level. As an end result of the business's size and complexity, workers who had been used to conventional retail models objected at first. Effective communication, a clear intention for the future, and support in any respect levels of the organisation have been had to cope with this resistance.
Kotter’s 8-Step Change Model
A famous way to address change is John Kotter's 8-Step Change Model. Anxiety building, a guiding alliance, developing a vision and strategy, sharing the change vision, empowering huge action, getting short-term period gains, securing gains, and ingraining new methods of doing matters are the 8 steps.
Creating a Sense of Urgency: Tesco knew it needed to change its business plan proper away because its competition was quickly growing its online services (Abdelazim, 2022). With the main point of keeping up with industry trends and customer standards, the leaders made a robust case for going digital.
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Figure: Kotter's 8-Step Change Model
Source: (Paavola, 2022)
Forming a Guiding Coalition: To force the change effort, Tesco's leaders put together a coalition of key stakeholders, such as top executives, technical professionals, and department heads. Chief Technology Officer (CTO) and top leaders from logistics and operations, led the employer's funding in its online grocery provider.
Developing a Vision and Strategy: Tesco's leaders made the corporation's digital transformation plan tremendously clear. This intention included both making its online platform better and giving its physical shops greater contemporary IT functions. Tesco explained its desires, which included reducing shipping instances, making interactions with clients greater personalised, and using advanced information to make the supply chain run more easily (Paavola and Cuthbertson, 2022).
Empowering Broad-Based Action: Tesco made sure that workers had the means and equipment they needed to make the change occur. For easier use of recent technologies, it set up training packages and reorganised teams. There became a focus on making e-commerce fulfilment centres higher and growing its customer service team to handle questions from online customers.
Generating Short-Term Wins: Tesco became satisfied with early gains, like a huge rise in online sales at some point during the COVID-19 lockdown. In internal communications, these gains have been emphasised to expose how successful the change project was and to get personnel to dedicate even more (Abdelazim, 2022).
Consolidating Gains: Tesco kept developing its online services after early gains. Further, the organisation improved business efficiency by incorporating digital tools into all of its strategies, including data analytics for predicting demand and AI-pushed inventory management.
Anchoring New Approaches in the Culture: It took time for Tesco to make those technological advances a part of the organisation's culture. Digital tools became a crucial part of Tesco's patron experience, and the organisation's attention to innovation became a key part of its strategic plan (Alexander, 2020).
The model created through Kotter works very well to help Tesco with its digital change. Key to the model's achievement was the company's ability to keep going and deal with competition. Kotter's technique emphasises taking action and getting quick gains, and it also stresses how essential communication and leadership are for helping personnel address change.
McKinsey 7-S Framework
Strategic change has also been studied using the McKinsey 7-S Framework. Strategy, Structure, Systems, Shared Values, Skills, Style, and Staff are the seven internal elements that want to be in synchronise for change to occur.
Strategy: Tesco planned to make doing business easier for customers by going digital. For example, it invested in digital channels, delivered greater online offerings, and made logistics better (Brannen et al., 2020).
[image: ]
Figure: McKinsey 7-S Framework
Source: (Abdelazim, 2022)
Structure: To shape its new online business, Tesco had to change the way its employees were organised. This required rearranging groups, making new places of work for logistics and digital advertising, and making it simpler for human beings from offline and online operations to work together (Catalão, 2022).
Systems: Tesco set up new IT structures to make keeping track of products, shipping, and customer support easier (Garnett et al., 2024). To ensure clients had an amazing experience, the company additionally improved its online services.
Shared Values: Valuing clients stayed an essential part of Tesco's identity, and this was emphasised during the digital transformation.
Skills: To aid new digital projects, Tesco positioned lots of money into training its people in areas like cyber security, data analysis, and handling online shops (Alexander, 2020).
Style: Transformational management was used by Tesco's leaders to get their workers to simply accept the changes. It was important for senior leaders like CEO Ken Murphy to provide an explanation for the change method and help the company through tough times.
Staff: Tesco prioritised hiring the proper people with the right talents to perform the digital transformation, mainly in jobs that required lots of technology and logistics.
[bookmark: _heading=h.3dy6vkm]Leadership Styles Used at Tesco
Transformational leadership was used by Tesco's leaders during its digital change. Transformational leaders get their groups to do better work by keeping them focused on the big image and helping new ideas. Tesco followed this model when CEO Ken Murphy was in charge, particularly as the business has become more technology-based (Brannen et al., 2020). The leadership team mentioned a compelling and clear image of the future. They stressed how important digital innovation and the customer experience had been.
In the process of change, there was additionally clear evidence of collaborative management. Through training programs, internal communication, and comment channels, Tesco got its employees involved. This permits workers at every stage to help make the change happen, which gives them an experience of ownership and makes them less resistant to it.


[bookmark: _heading=h.1t3h5sf]Evaluation of the Impact of Organisational Culture on Tesco’s Change Management Programme
A company's organisational mindset is a big part of the way it accepts and implements change. Leading Tesco's digital transformation has been a sturdy, customer-focused mindset. A determination to give customers cost and service has guided the business's method changes, especially as it moved closer to e-commerce and digital services (Alexander, 2020). Teamwork, inclusion, and innovation are important components of Tesco's organisational culture. These values have had a large impact on how the corporation handles change.
[bookmark: _heading=h.4d34og8]Impact of Organisational Culture on Tesco’s Change Management Programme
Customer-centred and always-improving Tesco's culture has helped its change management technique. Corporate culture is a big part of the company's ability to change and adapt over time. When Tesco had to switch to selling products online and enhance its digital infrastructure, it became essential that the company's mindset supported new thoughts and trends in technology.
Customer-concentrated Focus: Tesco's change management techniques have been sped up by its focus on customer service (Brannen et al., 2020). During the COVID-19 pandemic, higher online buying platforms and greater transport services have been made available in answer to changing customer tastes. Customers got here first inside the organisation’s culture, which helped employees adapt to these changes and ensure the digital services went smoothly.
Collaborative Environment: Tesco encourages employees to work together, which has made it less difficult to use new technical systems and strategies. Moving to a greater digital and tech-based approach desired groups from operations, customer service, and technology to work together throughout departments (Paavola and Cuthbertson, 2022). As a result of its welcoming culture, Tesco was capable of making partnerships among departments without problems. This helped the corporation enhance its data-driven decision-making, streamline its e-commerce logistics, and make the entire consumer experience better (Tracey, 2021).
Highlights on Innovation: Tesco has constantly valued innovation as a vital part of its business culture. As a result of this innovative mindset, the organisation is moving in the direction of digital platforms, AI, and data analytics for customer support and supply chain management (Fredman, 2022). For example, Tesco became able to quickly adapt to adjustments inside the marketplace by encouraging human beings to buy groceries online, which made the enterprise a leader in digital retail.
[bookmark: _heading=h.2s8eyo1]Developing a Suitable Change Management Plan for Tesco
Adopting strategy changes demands a thorough change management plan, especially while transferring to digital platforms and services that concentrate on customers (Coyle and Gamberi, 2024). For Tesco, here is a counselled plan for dealing with change:
1. Proposed Change
Basically, the recommended change is to make Tesco's online services even better by the use of AI and machine learning to better predict demand, make purchasing greater personnel for customers, and make transport more efficient (Woods, 2022).
Digital Transformation: Adding extra merchandise online, making the website work better, and including personalised pointers for customers based on AI.
AI and Automation: Using AI to expect demand, enhance inventory management, and cut down on delivery times will make operations greater sustainable.
Expanding Delivery Options: To meet consumer requirements, services more transport options, along with same-day transport and more open time slots.
2. Financial Plan
	Expense Category
	Estimated Cost
	Description

	Technology and Infrastructure
	£10 million
	Investments in AI, machine learning, and e-commerce platform enhancements.

	Staff Training and Development
	£3 million
	Costs for upskilling employees in new digital tools and technologies.

	Marketing and Communication
	£5 million
	Advertising campaigns to promote new services and changes to customer experience.

	Supply Chain Optimization
	£6 million
	Investment in supply chain automation, AI-driven forecasting, and logistics enhancements.

	Customer Support Expansion
	£4 million
	Expanding customer service teams to support online shopping growth and customer inquiries.

	Contingency Fund
	£2 million
	Reserve funds to address unexpected challenges or costs during the change process.

	Total Estimated Cost
	£30 million
	The total investment required for the proposed change.



3. Communication Plan
Ensuring that all stakeholders are conscious, concerned, and in the same place throughout the change technique requires precise communique. The following should be in Tesco's marketing plan:
Internal Communication: Emails, internal memos, and town hall conferences hung on a regular foundation to keep employees informed about how the digital transformation goes. Concerns should be addressed, and leaders should strain how essential change is and offer resources to the workforce at some stage in the change (Woods, 2022). The human resources department can help workers study and develop by giving them education and development materials.
External Communication: According to Tesco, it should permit its customers to recognise the changes through several channels, together with social media, electronic mail messages, and its internet site. This ought to include showing off the good things about the new digital services, like faster delivery choices and extra personalised shopping experiences (Tracey, 2021).
Stakeholder Engagement: Regular communique with providers, business companions, and owners is vital to ensure they understand the changes in strategy and how they will have an effect on them (Lehn, 2020). Tesco ought to maintain contact with customers and other essential people by maintaining regular talks and asking for remarks.
4. Evaluation Plan
Assessing the change control application's usefulness is vital to see if the meant consequences were reached. Checking must be done the usage of the following techniques:
Key Performance Indicators (KPIs): Tesco have to maintain a focus on certain key performance indicators (KPIs), like how happy clients are, how many online sales grow, how long deliveries take, and how quickly new services are followed (Tracey, 2021). For instance, those metrics will display how well the change efforts are working.
Employee Feedback: Focus businesses and polls given to personnel on a normal basis will assist measure how well the training packages are running and locate any ongoing issues that come up during the change procedure. The feedback will assist Tesco to enhance its methods and keep people interested and encouraged (Woods, 2022).
Consumer Feedback: Tesco has to ask customers what they consider the new online services, delivery alternatives, and purchasing experiences trendy. Finding out how happy clients are can be helped by surveys, opinions, and feedback on social media.
Financial Performance: Tesco has to focus on how the change affects its budget, including online sales, price financial savings from higher delivery chain control, and return on investment (ROI) from enhancing technology.


[bookmark: _heading=h.17dp8vu]Recommendations
Accelerate Digital Transformation: To enhance the purchaser experience and optimise operations, Tesco has to maintain spending cash on virtual generation and e-commerce. Increasing its automation, AI, and device learning skills will beautify online income, personalise services, and manipulate inventories better.
Adapt to Economic Pressures: Tesco needs to listen more to price-effective methods, supply value-pushed product lines, and develop loyalty applications in light of the contemporary economic instability (Wu and Yu, 2023). Inflationary pressures can be lessened by way of enhancing supply chain management and fortifying alliances with local carriers.
Leadership and Change Management: Tesco should use transformational leadership to domesticate a progressive and flexible culture while installing location as an obvious and flexible trade control method. Strategic modifications could be implemented successfully if leaders in any respect are empowered and trained.
Stress Sustainability Initiatives: Tesco can improve its sustainability tasks, emphasising eco-friendly sourcing, waste control, and carbon reduction. A greater determination to sustainability will satisfy client wishes and decorate brand popularity (Wu and Yu, 2023).
Communication and Employee Involvement: During change tasks, a radical verbal exchange plan must be positioned in the vicinity to ensure open, reciprocal touch with workers. Employee engagement will grow and change resistance will lower whilst they may be covered in decision-making and trade techniques.



[bookmark: _heading=h.3rdcrjn]Conclusion
Tesco's current methods had been motivated by its potential to handle external issues along with financial instability and technology trade. The company's emphasis on sustainability, cost discount, and virtual transformation has been crucial to retaining its competitive gain. However, future success relies upon strategic change management, which demands a leadership style that encourages flexibility and creativity. In order to hold its long-term development and market leadership, Tesco can maintain to prosper in an increasingly more volatile business environment by means of coordinating its organisational tradition with those projects and emphasising open communication and employee involvement.
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