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[bookmark: _Toc138283282]EXECUTIVE SUMMARY 

 	This executive summary gives an account of the changes that Tesco has made, with a focus on its move to online shopping and how internal and external factors have affected it. Tesco, one of the world's biggest retailers, knew it had to change to keep up with changing consumer tastes and market conditions. This is why it decided to make online shopping a strategic project.
Several things, both inside and outside the company, drove the process of change. Internally, Tesco used its strong market position, large distribution network, and the need to improve operational efficiency in response to margin pressures as key drivers for the change. Tesco saw a chance in the rising popularity of online shopping and wanted to stay competitive in a market with a lot of competition and the rise of e-commerce giants.
We did SWOT and PESTLE analyses to look at both internal and external forces. The SWOT analysis showed that Tesco's market position was a strength and that margin pressures were a weakness. It also showed that online shopping was an opportunity for growth and that competition was a threat. The PESTLE analysis looked at the political, economic, social, technological, legal, and environmental factors that were causing the change. It focused on regulatory support, changing customer preferences, technological advances, data security, and environmental concerns.
Leaders from inside Tesco were very important in planning and carrying out the process of change. They had a clear vision, set strategic goals, and worked together across departments to make sure the move to online shopping went well. Also, they were in charge of complicated things like technology infrastructure, supply chain management, customer experience, adapting the workforce, keeping data secure, and making changes to the organisation.
Even though leadership can have different effects on the change process, it was found that successful leadership practises, clear communication, and employee involvement are all important for success. Tesco's culture, which is based on customer focus, operational excellence, adaptability, teamwork, diversity, and involvement in the community, has helped with the change process and made it easier for the company to react to changing market needs.
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1. INTRODUCTION
Tesco, a British company that sells groceries and other things, has changed a lot in the past few years to keep up with the changing retail environment and meet the changing needs of its customers. Tesco's move to online shopping was a big change. The company did this because it saw a growing trend and desire for digital convenience. Tesco wanted to improve the customer experience and meet the growing demand for online shopping, so it set up a strong online shopping system. (Contactpigeon, 2019)
Tesco made a big step towards online shopping by investing in its e-commerce skills so it could offer more online shopping options. Online shopping is convenient and gives you a lot of freedom, so the company wanted to make sure that customers could get their goods and services whether they were at home or on the go. This change made it possible for Tesco to reach a wider range of customers and make shopping easy outside of its stores.
Implementation of Online Shopping System: Tesco put in place a full online shopping system to make the move to digital selling as easy as possible. This meant making and improving an easy-to-use website and mobile app that customers could use to look at goods and buy them online. The online shopping system had many features, such as personalised tips, easy-to-use search tools, and safe ways to pay, to make sure that shopping was easy and safe. (IvyPanda,2021)
Expanded Delivery choices: To meet the different needs of its customers, Tesco has made its online shopping system offer more delivery choices. Customers could choose when their food and other items would be delivered to their homes. This made it easier for them to get their groceries and other items. Tesco also started offering "click-and-collect" services, which let customers place orders online and pick up their items at any time from marked pickup points. (Tesco, 2018)
Benefits and the Customer Experience: When Tesco's customers switched to shopping online, they got a lot of good things out of it. It saved time by getting rid of the need to go to stores in person and wait in long lines. Customers could buy a wider range of goods and take advantage of deals and sales that were only available online. Tesco's online platform also had personalised features, like suggestions for goods based on what people had bought before. This made shopping at Tesco online a better experience overall. (ContactPigeon, 2023)
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2. MAIN FINDINGS

2.1 IIn 1919, Jack Cohen created Tesco, a worldwide British retailer of groceries and other goods. The company began as a market stall in London's East End and has now expanded to rank among the biggest merchants in the world. (Tesco, 2023)
Tesco's primary line of business is grocery retailing, which includes a wide range of items such fresh food, packaged goods, furniture and apparel. But the business also provides more services including financial, telephone, and internet retailing.Tesco has a substantial presence in the UK and runs a network of supermarkets, petrol stations and hypermarkets under a variety of formats, such as Tesco Extra and Tesco Metro. Additionally, the business has grown globally and now has locations in a number of nations, including Ireland, Central Europe, and Asia. (Johnston, 2023)
Tesco has had to overcome obstacles in the fiercely competitive retail sector while adjusting to shifting consumer preferences and the expansion of internet shopping in recent years. To accommodate the rising need for convenience, the company has worked to improve its digital capabilities by investing in e-commerce platforms and providing online grocery shopping and delivery services. (Briedis, 2020)
Tesco values its customers' loyalty and has created a number of programmes, such the Tesco Clubcard, to recognise it and reward it with specialised offers and discounts. Tesco has also prioritised corporate social responsibility and sustainability. The company wants to lessen food waste, encourage ethical sourcing, and have a minimal environmental impact. Tesco has also participated in philanthropic endeavours, aiding neighbourhood communities through charitable endeavours. (Whitaker, 2019)
Tesco, in general, has a long history and a prominent place in the retail sector. It is continually changing to fulfil the demands of its clients and adjust to the shifting retail environment.
 	Tesco pushed this change largely due to the emergence of Covid-19, so this change came with a set of reasons and objectives that were brought both internally and externally.
 	One of the most important internal factors was how Tesco's customers were acting at the time. More and more people were shopping online because it was more convenient and gave them more options. Tesco noticed that people's tastes were changing and tried to meet their changing needs. (Lauchlan,2020)
Tesco had a digital transformation plan because it wanted to be a leader in digital retailing. As part of its strategy for "digital transformation," the business wanted to use technology to improve the customer experience and boost growth. The move to online shopping was a key part of this plan because it let Tesco use the power of digital platforms to reach a larger number of customers. (Market Research Reports & Consulting | GlobalData UK Ltd., 2022)

Operational efficiency means that Tesco wanted to improve its operational efficiency by setting up an internet shopping system. Because online shopping made it less important to keep and run real stores, Tesco was able to better use its resources and might have saved money in the long run. (Ivoryresearch, 2021)

 	Competition on the market means that the fierce competition in the retail industry was an outside factor that led Tesco to switch to online shopping. Rival stores and new ones were putting a lot of money into e-commerce and online shopping. To stay competitive and keep its market share, Tesco had to change and give its customers a full online shopping experience.
Technological improvements mean that the speed with which technology changed was a major external driver. With more people having smartphones, more people being able to connect to the internet, and better logistics and delivery systems, the setting became better for online shopping to grow. Tesco took advantage of these changes in technology to build a strong online base and make shopping easy for its customers.
Shifting retail environment' means that the change in the retail industry as a whole was an outside factor in Tesco's move to online shopping. As customers used digital platforms more and more, Tesco realised it needed to change with the times and offer a multichannel shopping experience to meet customers' needs. (Tesco plc Presentation, 2014)
In short, Tesco's move to online shopping was driven by changes in consumer behaviour, the company's plan for digital transformation, and the goal of making operations more efficient. Competition in the market, new technologies, and the shift of retail towards digital platforms were all things that came from the outside. Together, these factors led Tesco to decide to set up an online shopping system and change with the changing business environment. (Simpson, 2020)

 	The process of change, like the move to online shopping, might have an effect on the character of a company like Tesco. When organisations go through big changes, the culture often needs to change to fit the new direction and goals. The amount of cultural change can vary, but here are a few ways that the process of change could affect Tesco's culture:
Embracing innovation and agility means that Tesco needs to build a culture that embraces innovation and agility as the world moves towards online shopping and digital change. This could mean getting workers to think outside the box, take calculated risks, and quickly adjust to changes in the market. (Herod,2021)
Customer-centered mindset: As Tesco's online shopping options grow, it becomes more important to build a culture that puts the customer first. This could mean putting a lot of emphasis on knowing and meeting customer wants, giving great customer service, and making the online shopping experience more personal. Because adaptability and continuous learning are important to the change process, workers may need to learn new skills and competencies to help them navigate the digital landscape. Tesco can encourage a culture of adaptability and continuous learning by encouraging workers to learn new skills, use new technologies, and keep up with industry trends. (Tesco PLC, 2022)
Collaboration and cross-functional teams mean that the move to online shopping often requires different departments, like marketing, technology, and transportation, to work together and integrate. To help with this, Tesco can create a culture of collaboration by encouraging teamwork, communication, and sharing of information across departments. (Tesco PLC,2018)
By putting an emphasis on values and ethical behaviour, Tesco can strengthen its own values and ethical behaviour as part of the process of cultural change. This could mean supporting responsible sourcing, sustainability efforts, and corporate social responsibility and making sure the organization's culture is in line with its larger goals.

 	The reasons for Tesco's changes, especially the move to online shopping, can be traced to a number of things, such as money and how well people are used.  On the financial part, Tesco show the reason for the change with the following reasons.
Market growth and expansion show that Tesco knew that online shopping was a big chance for market growth and expansion. By putting money into online shopping, Tesco could reach more customers outside of its physical stores, which could increase sales and income. (Pereira,2023)
Cost efficiency shows that Tesco may have planned for long-term cost savings, even though there are beginning costs to set up and improve online shopping systems. Online operations could make things easier, reduce the need for physical store upkeep, and improve inventory management, which could save money.Revenue diversity shows that Tesco can make more money by putting in place an online shopping system. Tesco can get more sales from customers who prefer to shop online or who don't have easy access to real stores if they move into the online retail space. (Tesco,2022)
 	On the human resources side, Tesco show that the reasons are different. 
Meeting customers' changing needs shows that the move towards online shopping was caused by changes in how and what people want to buy. More and more, customers want experiences that are easy, flexible, and tailored to them. Tesco knew it had to adapt to these changing needs to stay competitive and keep customers coming back.
Using technology and experience shows that Tesco had to use technology and the knowledge of its employees to make the switch to online shopping. This meant hiring or training people with digital and e-commerce skills to make sure the organisation had the skills it needed to build and run a good online shopping system that was easy to use.
Enhancing the customer experience shows that Tesco's goal in introducing online shopping was to improve the customer experience as a whole. This meant that a team of workers had to work on improving the website, making it easier to use, making search functions better, and making sure delivery is safe and quick.
Maximising workforce productivity shows that when online shopping became popular, Tesco had to figure out how to get the most out of its workers so that they could run its stores and fill online orders. This meant allocating resources in a smart way, training workers to handle online orders, and maybe even changing roles and responsibilities to make sure everything worked as well as possible across all channels.
Overall, Tesco's switch to online shopping was driven by financial factors like market expansion and cost efficiency, as well as the need to adapt to changing customer preferences and use human resources to embrace technology and improve the overall customer experience.

 2.2 Swot analysis 
Strengths shows that Tesco's strong market presence and large distribution network were internal factors that influenced the choice to switch to online shopping. Because of these strengths, the company was able to move into the digital retail area and reach more customers.
Flaws shows that intense competition was one of Tesco's flaws that were found in the SWOT analysis. This outside factor may have led Tesco to look into online shopping as a way to improve business efficiency and possibly reduce the impact of margin pressures by reducing costs and reaching a wider range of customers. (StudySmarter UK, 2021)
Opportunities shows that the rise of e-commerce as an opportunity was an outside factor that led Tesco to start offering online shopping. Tesco was able to take advantage of the growing digital market and reach more customers than just those who shop in stores because internet shopping is becoming more popular.
Threats shows that the intense competition, which was listed as a threat in the SWOT analysis, was an outside factor that influenced Tesco's choice to switch to online shopping. By starting to sell things online, Tesco hoped to stay competitive in an industry that is always changing and to react effectively to the threat posed by other traditional retailers and e-commerce giants. (StudyCorgi, 2022)
 Pestle Analysis 
Political factors show that political factors, such as government rules, could have played a role in the choice to start online shopping. Tesco may have decided to make this change because there are laws that support e-commerce and internet retailing.
Economic factors show that the economy and how people spend their money were likely outside factors that influenced Tesco's choice. By switching to online shopping, Tesco was trying to meet customer demand for easy and flexible buying. This was done to keep up with changing economic trends.
Social factors show that changing customer tastes and changing demographics were outside forces that caused Tesco to change. Tesco had to change its services to keep up with these new social trends, like the move towards online shopping and people's desire for ease and personalization.
Technical factors show that fast technical progress and the growing popularity of e-commerce were outside factors that led Tesco to decide to offer online shopping. Tesco knew it had to use technology and change with the digital world if it wanted to stay competitive and meet customer needs. (PESTLE Analysis, 2014)
The rise of online shopping is not directly caused by environmental factors. However, environmental factors have become more and more important for businesses. Tesco may have thought about online shopping as a way to reduce its carbon impact, cut down on food waste, and look into sustainable sourcing practises because of the growing focus on sustainability and environmental laws. (Tesco, 2019)
Legal factors show that legal factors, such as data protection and privacy rules, were likely outside factors that affected Tesco's decision. With online shopping using more and more customer data, it became important to follow data security laws. Tesco would have had to make sure its online shopping system followed these rules. (Tesco, 2020)
 2.3 Leaders from within Tesco were very important in planning and carrying out the change process, especially the move to online shopping.
Senior leadership shows that senior leaders at Tesco, such as executives and top-level managers, were very important in creating the change strategy and giving direction for the move to online shopping. They were in charge of coming up with the change initiative's general vision, goals, and objectives. (Abbas,2023)
Strategy planning shows that Tesco's leaders were involved in making the plan for putting online shopping into action. They did a market analysis, looked for openings and problems, and came up with a plan for the change. This meant figuring out if it was financially possible, how to divide up the resources, and who the target market groups were.
Cross-functional collaboration shows that leaders at Tesco helped different teams, such as marketing, technology, supply chain, and operations, work together across functions. They got a lot of different kinds of experts together to make sure that the process of change would be looked at as a whole. This meant organising efforts, making sure goals were the same, and making sure teams could talk to each other well. (Tesco PLC, 2022)
Change management shows that leaders played a key part in change management by driving the cultural and organisational changes that were needed for the switch to online shopping. They told workers about the need for change, dealt with resistance, and got people on board with the new ways of working. They gave advice and help throughout the change process to make sure the move went smoothly.
Resource allocation shows that the people in charge at Tesco were in charge of allocating the money, technology equipment, and people who were needed to set up the online shopping system. For the change initiative, they made choices about budgeting, allocating resources, and buying things.
Monitoring and evaluating show that leaders kept track of how the change process was going and looked at how well it was working. To figure out what the change to online shopping meant, they set up success metrics, kept track of key performance indicators, and did regular reviews. Leaders changed and improved the effort based on what they learned from the evaluation. (UKEssays.com, 2015)

Continuous improvement shows that Tesco's leaders pushed for a mindset of improvement all through the process of change. They asked workers at all levels for feedback and used what they learned to improve the online shopping system and make the customer experience better.
 	Tesco's complicated transition to internet shopping can be broken down into a few key areas.
Technology infrastructure shows that online shopping needs a strong technology infrastructure that can handle website creation, secure online transactions, inventory management systems, order processing, and logistics. Tesco needed to invest in high-tech solutions, connect its different systems, and make sure that all of its platforms worked together smoothly.
Supply chain management shows that Tesco's supply chain management was affected by the shift to online shopping. To meet customer standards, it became important to have good inventory management, order fulfilment, and last-mile delivery. Tesco had to improve its supply chain processes to make sure deliveries were made on time and correctly, deal with possible problems like changing customer needs, and handle returns and reverse logistics. (HBR, 2021)
Customer experience and tailoring show that online shopping needs to put an emphasis on giving customers a great experience. Tesco had to improve its website's user interface, make its search functions better, offer personalised suggestions, and make sure that online shopping was easy and smooth. This meant using customer data, putting in place good strategies for personalization, and addressing any possible privacy issues.
Workforce change and training show that Tesco's workers had to learn how to work in new ways because of online shopping. Employees needed training programmes to give them the digital skills, customer service knowledge, and technical skills they needed to handle online sales, answer customer questions, and help with the online shopping platform.
Data security and privacy shows that collecting and managing customer data is part of online shopping, which raises questions about data security and privacy. Tesco had to put in place strong security measures, follow the rules about data protection, and gain customers' trust by showing they were serious about protecting their personal information.
Cultural and organisational change shows that when Tesco switched to online shopping, it had to change its culture and the way it ran its business. It meant changing the way people thought, embracing new technologies, making sure the focus was on the customer, and encouraging innovation and flexibility. Leaders were very important in making this change happen, getting past any resistance, and getting everyone on board with the new strategic plan. (IPL,2023)
Competition and market positioning show that the retail business is very competitive, with many players fighting for market share. Tesco had to deal with all of these competitors by setting itself apart through its online shopping options, pricing strategies, marketing efforts, and ways to get customers involved. It was important for Tesco's online shopping site to stand out among competitors that it did a market study and positioned itself strategically. (StudyCorgi, 2023)
 	Leadership can have different effects on the change process, depending on things like how well it is used, how well it communicates, and how well it can drive organisational change. In the end, it's up to each person to decide whether Tesco's leadership helped or hurt the change process.
Goal and Direction shows how important it is for good leadership to set a clear goal and direction for change. Leaders who painted a clear picture of the benefits of online shopping and told the organisation about it well helped get everyone on the same page and excited. This made the change go more smoothly.
Communication and openness show that leaders need to talk to people in an open and honest way during a change process. Leaders who did a good job of explaining why the change was being made, addressing workers' concerns, and keeping them up to date on progress helped build trust and reduce resistance. On the other hand, bad communication or not being open about things can slow down the process of change by causing misunderstanding or mistrust.
Change management skills show that leaders who are good at managing change can handle the many challenges of change better. They can look for possible problems, come up with ways to get past resistance, and make a good environment for workers. If a leader has these skills, it's more likely that the change process will go well.
Empowerment and employee involvement show that letting workers be a part of the change process and giving them the power to make a difference can be a good thing. Leaders who supported participation, asked for feedback, and gave credit to employees for their work helped them feel like they owned the company and were involved. This, in turn, can make the process of change better by using the information and skills of employees.
Resource distribution and support show that leaders who gave the change process enough resources and the help it needed were important to its success. A smoother transition was made possible by enough money, technology facilities, training programmes, and other resources. On the other hand, the change process could be slowed down by a lack of resources or not enough backing from leaders.
Leadership unity shows how important it is for Tesco's leaders to be on the same page and committed to the change process as a whole. Leaders can help overcome barriers and resistance by sending the same message, working together, and knowing the goals of the change as a whole.
 2.4 A group's culture is made up of its shared values, beliefs, norms, and behaviours. These things shape how people in the group connect, make decisions, and do their work.
Tesco has always had a mindset that puts an emphasis on the customer, operational efficiency, and being able to change. Here are some of the most important things that people have said about Tesco's culture:
Customer-centric strategy shows that Tesco has built a strong customer-centric culture, with the goal of understanding and meeting its customers' needs and preferences. The company's main goals have been to offer high-quality goods, great service, and a pleasant shopping experience.
Operational excellence shows that Tesco has always focused on operational efficiency by trying to improve systems, supply chain management, and inventory control. Tesco has been able to offer competitive prices, deliver goods quickly, and keep up high standards of service because it puts a lot of emphasis on efficiency.
Innovation and adaptability show that Tesco is ready to come up with new ideas and change with the market. The company has used new technologies, like online shopping and digital solutions, to improve the customer experience and stay ahead of the competition.
Teamwork and collaboration show that Tesco has always valued teamwork and cooperation. The company has pushed its workers to work together, share information, and offer their own unique points of view. This attitude of working together has helped people from different departments work together and make decisions quickly.
Diversity and inclusion show that Tesco has tried to create a workplace attitude that is open to everyone. The company has tried to make a place where people from different backgrounds and walks of life feel valued and have the same chances to grow and progress. (Schosser, 2022)
Community engagement shows that Tesco has often shown that it cares about social duty and working with the community. Tesco has tried to make a positive difference in the areas it serves through things like charitable programmes, environmentally friendly practises, and partnerships with local groups.
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A change agent is a person or group of people who take the lead and organise changes in an organisation. The change agent figures out why the change is needed and starts the process. They are in charge of the change from the beginning to the end. Change agents can be IT technicians who work for the company or, more often, IT and ITSM consultants from outside the company who are brought in to plan change initiatives. A change agent is also called an agent of change or a change advocate.
Even though the change leader has the skills to lead teams to a successful change and is in charge of the teams going through the change, they may not be in favour of the change. On the other hand, the change agent acts as a catalyst for change and can be seen as a step up from the change leader. (ManageEngine, 2022)

After the root cause of the problem has been determined, the company can utilise a fundamental tool for root cause analysis called force field analysis to assist them in taking action. The notion that any condition is the consequence of forces that are in equilibrium, both in favour of and against the existing state, is the foundation upon which the technique is built. Reinforcing positives and eliminating or diminishing negatives will help bring about change, and counteracting the opposing forces and/or strengthening the favourable forces will help bring about this change.
The following are some of the things that force field analysis does:
It lays out the advantages and disadvantages of a circumstance in a way that makes comparison between them simple.
Takes into account every facet of bringing about the desired transformation.
Facilitates reaching a consensus over the order of importance of the items that appear on either side of the balance sheet.
Motivates one to think openly about the issues at the heart of a challenge and the path forward in addressing them. (ASQ, 2022)
The change related to the implementation made by Tesco, that is to implement Online shopping, was defined with a force field analysis, choosing the forces for change and the forces against change, and then to give them a score so as to prove whether the implementation is it beneficial or not for the company.
The forces for change were like, reduction of possible revenue losses, possibility to maintain sales, creation of a helpful solution, innovation regarding the Tesco company, winning a different audience.
On the other hand, the forces against change were such as the impact in relation to the environment, the creation of a new technology, the increase in the need for knowledge for implementation, the creation of a new technology.
Surely the results were for change, so the implementation was done, and the results were more than positive.
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3.Conclusion

 	Tesco switched to online shopping because it knew it had to keep up with changing customer tastes and the way the market works. The decision to make this change was influenced by both internal and external factors, such as the growth of online shopping and more competition, as well as the need to improve organisational efficiency and increase market presence.
Change was planned and carried out with a lot of help from Tesco's leaders. They set the strategy direction, encouraged collaboration across departments, and managed complex areas like technology, supply chain, customer experience, and adapting the workforce. Their help was essential for bringing the organisation together, guiding cultural change, and making sure the online shopping venture was a success.
The SWOT and PESTLE analyses showed the internal and external forces that affect the change process. The organization's strengths, weaknesses, opportunities, and threats, as well as the political, economic, social, technological, legal, and environmental forces that affect it, were all looked at. These analyses helped Tesco understand the problems and chances it faced during the shift.
Tesco's organisational culture, which is focused on the customer, operational excellence, adaptability, teamwork, diversity, and involvement in the community, helped the change process in a big way. The company's culture encouraged a focus on the customer, operational efficiency, innovation, teamwork, and involvement in the community, all of which were important for the growth of online shopping.
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4.APPENDICES

SWOT Analysis 

Strengths:
Strong Market Presence: Tesco is one of the largest retailers in the world and has a sizable market share, giving it a major competitive advantage.
Tesco offers a wide selection of products, including food, household goods, apparel, and financial services, to meet the demands of a variety of customers.
Strong brand image: Tesco is known for its high standards of value, quality, and customer service.
Extensive Distribution Network: Tesco has a sizable physical store network that allows for convenient consumer access and broad market presence.
Weaknesses
Tesco is heavily dependent on the UK market, which puts it at risk from market saturation and economic swings in the area.
Tesco's profit margins are under pressure from fierce competition in the retail sector, necessitating strong cost-management methods.
Tesco has occasionally been involved in controversies and public image problems, which can negatively impact brand impression and customer loyalty.
Opportunities
E-commerce Development: Tesco has the chance to further develop and enhance its online retailing capabilities as a result of the rising trend of online shopping.
Tesco can seek new markets and increase its footprint in areas with developing economies and expanding consumer markets on a global scale.
Focus on health and wellness: Tesco has a chance to diversify its product offerings in this market due to rising consumer interest in products that promote good health.
Threaths
Tesco must constantly innovate and stand out in the face of fierce competition from both traditional retailers and e-commerce behemoths.
Economic Volatility: Tesco's sales and profitability may be impacted by recessions and changes in consumer purchasing trends.
Regulatory Challenges: Tesco's operations face difficulties in complying with regulations that are constantly changing in fields like food safety, environmental sustainability, and data privacy. (Students Assignment Help UK, 2023)

PESTLE Analysis
Political:
Tesco is bound by a number of political laws and policies regarding retail operations, labour laws, taxation, and import/export rules because it operates in several different nations.
Political Stability: Maintaining a positive business environment and ensuring efficient operations depend on political stability in the nations where Tesco operates.
Economical:
Economic Conditions: Macroeconomic variables that affect consumer demand and purchasing power, such as inflation rates, economic growth, and consumer spending trends, have an impact on Tesco's success.
Exchange rates: Tesco is subject to foreign exchange rate variations as a result of its international activities, which may have an impact on its financial performance, notably in terms of import/export expenses and profitability.
Social:
Tesco must adjust to shifting consumer expectations, including those for healthier products, sustainable sourcing, and shopping experiences that prioritise convenience.
Demographic Trends: Tesco's product offers and marketing plans must take into account demographic trends like ageing populations or shifting family patterns.
Technological:
Digital Transformation: The retail sector has seen a radical change as a result of quick technical improvements and rising e-commerce adoption. Tesco must make investments in supply chain technologies, data analytics, and digital capabilities to improve customer satisfaction and operational effectiveness.
Tesco may use automation and artificial intelligence (AI) technologies to improve its business operations, inventory control, and individualised customer engagements.
Environmental:
Sustainability and environmental laws: Tesco is under pressure to follow environmental laws, decrease its carbon footprint, and implement sustainable practises. Among them are initiatives to reduce food waste, boost energy efficiency, and encourage sustainable sourcing.
Legal:
Employment Laws: Tesco is required to abide by labour laws, which include rules pertaining to employee rights, pay, working conditions, and health and safety requirements.
Tesco must maintain compliance with data protection laws and preserve consumer information, especially in light of the growing use of customer data for individualised marketing and e-commerce activities. (Shaw, 2021)
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	Recommendation Objective:
	Measure- What action will be undertaken to resolve 

	Priority
	Support & Development External/Internal
	Review Dates

	1. Improve the skills of the team and enchanted the knowledge of the management team 

	1. Offer possibility of retrain or to train in new fields, so the employee/leader/manager can gather more information and improve the tasks that are allocated 

	1.High
	1. Allocate founds and resources for the employee, to make sure that they will undertake different courses for personal development/Create internships

	1. 1 month 


	2. Use correct models such as Change agents, Force field, Innovation Matrix, etc. to improve future implementations
	2. Gather as much information as possible, and implement them in different models based on the situation
	2. Low
	2. Offer different resources and information to ensure the creation of those models, with the final target to increase the chances of success
	2. 3 months

	3. Find new ways to create innovation and to improve existing systems and task of the company 


	3. Look up for innovative ways of improving in similar competitors or completely different companies 

	3. Medium 

	3. Look up into different companies to try to make the company more efficient, in order to save resources such as financial and time.
	3. 2 monts
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