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Introduction 

Tesco is considered as one of the most successful super market retailers in the 20th century. From 1919 to 2019, as a 100 years old experienced firm, it does business with the satisfaction of the consumers (Tesco plc, 2019). Currently, Tesco run business operation in 11 different countries. Through this report, the overall conditions of Tesco, largest retailer firm in the world, is analyzed by considering the threats of other competitive industry.
 
3.1 Introduction to the organization

[image: ]From a tea sealer to today’s Tesco, indicates the strategic fight against the market and competitors. With 100 years experiences helps this retailer firm to cope with every critical situations. Perfect and smooth leadership style, management practices and strategic plan are the result of experiences. In 1929, the first shop of Tesco was opened in Burnt Oak Edware (Corporatewatch.org, 2019). After that, the race started and continuing that successfully. Between 1940 and 1950 Tesco first developed the self-service supermarket. That helped consumers to purchase better products within minimum cost. In 1963, Tesco started giving Green Shield' stamps to consumers on basis of their purchase (Ruddick, 2019). Against £1 spend in Tesco, consumers were rewarded with Green Shield' stamps.
At that time, it was a successful business strategy adopted by Tesco that resulted in receiving positive response and huge support from the consumers. It helped Tesco, to develop further in the retailing industry. In 1970, Tesco opened petrol garages offering fuel for automobiles at low prices (Station, 2019). In different times, Tesco select different vision based on contemporary situation and need. This vision and mission helped Tesco to develop into a top supermarket position. At the time of 1980, Tesco started social marketing concept (Kotler, Armstrong and Opresnik, n.d.). This marketing concept refers to the consideration of society and consumers rather than focusing only on gaining profit. Adaptation of such environmentally friendly and ethical marketing policies during the 80’s business environment installed confidence within consumers as more consumers during that era were becoming more conscientious shoppers and preferred such marketing concept. It also helped the firm to build a strong profitable relationship with the customers.  
Portfolio means the set or collection of business or product that makes up the company (Kotler, Armstrong and Opresnik, 2018). Each and every company has business portfolio. It differs from one company to another. For example, the portfolio that Apple contains are to be different from Amazon’s portfolio. Like others, Tesco has also a separate business portfolio that is different from other companies. Tesco defined their portfolio as subsidiaries e.g.  Tesco Bank, Tesco Mobile, Banker Group, Tesco Lotus, Tesco Stores Ltd, Prime Stores, Budgens, Tesco Ireland, OCSET, LLC. and (Sec.gov, 2019). These sectors indicate the financial assets and different subdivisions Tesco covers with their business activities. In 1919, when this firm starts its business operations, tea was their only product. Now hundreds of products are on their product line. In future, Tesco wants to cover almost every daily needs of a human being so that it can continue to be the top retailer in the world where competitions are becoming fierce between super market on daily basis. 
Which one is the world’s biggest retailer shop in the world?  Everyone knows the answer and that is Tesco. To capture today’s Tesco needed to work hard and overcoming difficult situations. Resolving problems promptly as it arises indicates damages to business reputation can be avoided or minimized and customer relationship restored. Success is not so easy task for a retailer of this magnitude but can be achieved by prudent leadership and effective management working hard. 
In the discussed case, Tesco takes strategic decision every time. Based on certain critical situation or circumstances Tesco’s decision deliver success.  In 1930 after Tesco opened its first shop Jack Cohen purchases more land to build bigger and spacious Tesco store, it proved to be a strategic decision for a successful retail company. This plan was so much important for the motivation of the small workforce the company employed at the time if we think right now. In different time Tesco change its Vision to customize the firm’s activities as well. Between 1993 to1995, under the tagline “Every Little Helps” Tesco successfully brought in 1.3 million new customers (Most Ethical Companies, 2019). Recently Tesco launch a new vision that is “Cost cutting” to capture the consumers from middle income category. 

[bookmark: _Toc3072661] 3.2 Problem Solving (over the last 5 years)

The position of Tesco as the leading British super market is clearly illustrated by its expansion of operations not only in the UK but around the world. Tesco operates its businesses in China, Czech Republic, India, Malaysia, Ireland, Hungary and Poland. In 2013 Tesco employed 530,000 colleagues and became the biggest employer in UK. This level of success does not happen by chance it requires active leadership and strategic planning (www.businesscasestudies.co.uk). Companies like Tesco that acquires long term success are business focused. They have principle and core vision that remains constant while the business strategies and practices continually adapt to a changing environment. However, not all decisions made by a company will always bring successful results. Tesco often made decisions that were not popular with consumers or its shareholders. For example, the student’s Clubcard scheme was an unpopular venture for Tesco in persuading students to become loyal shoppers (Humby C, Hunt T & Phillip T 2007).    If the consideration of communication comes, Tesco does a lot to communicate with the consumers. Because they believe consumer is the king in the marketing process (Volom,2019). As they communicate with customer directly, they need a lively and strong communication. Different time Tesco launches consumer driven marketing strategy to catch those consumers with loyalty. “Computers of Schools”, “Every Little Helps” are the perfect example of slogan for consumer driven marketing strategy. Every time with new vision Tesco successfully catch more consumer as it was before. 
Nothing is problem free. Every organization faces problem when it comes to a strategic market. As like other Tesco has also faced lots of problem when it first comes to market. With the help of preferred leadership style, experienced management practices and fixable strategic plan, Tesco successfully overcome every problems if faced. Minimum pricing, better quality product are the outcome and way how Tesco captures the whole market by competing other companies. It also monitors the activities of employee and consumer relationship across the world. With this strong monitor system Tesco can easily control over the world wide management system.

[bookmark: _Toc3072662]3.3 Nature, Scope and impact of current problems facing Tesco.
Each and every organization faces competitions in today’s competitive market. Businesses need to take risk to make profit. Ongoing Problem solving and decision making is a part of any business environment. If any firm is unable to take decisive action or tackle problems head-on or become too slow to solve a problem, can face elimination from this competitive market. Nokia is the perfect example here. They failed to understand the needs of their consumers and the consumers turned to other brands the consequences were that Nokia was no longer a leader in the mobile phone market (Fogden and Fogden, 2019). As Tesco grew bigger over the years acquiring more and more retailing space expanding its business portfolios at home and abroad in April 2015 Tesco announced a record statutory pre- tax loss of £6.4. It was the biggest loss ever recorded on UK high street. After years of growth in UK and abroad this colossal loss was difficult to comprehend by the company. Miscalculation of its assets, over valuation of its outer town outlets (Tesco Extra), fall in sales and profit all these factors contributed to the overall loss Tesco had to overcome. Subsequently the company appoints a new CEO Dave Lewis to turn things around and make Tesco profitable again. A three-year turnaround plan was launched to completely reboot the business. Some assets were disposed, nonprofit making stores were shut down including its South Korean outlets to reduce debts and the full focus was directed to reviving the struggling UK grocery division. The new management than takes drastic measures over the course of the year, the company slashes tens of thousands of jobs including six thousand at its HQ. Tesco also releases a list of 43 stores it intends to close by 2015 (londonlovesbusiness.com).  
Although, Tesco has become a profit-making company again under the leadership of CEO Dave Lewis it still faces fierce competition from other super market. It is facing an intensely competitive retail environment created by German discounters Aldi and Lidle. Their value conscious customers are shifting their needs from Tesco to Aldi and Lidl where choices are limited but they getting value for money. Here the business strategy of Aldi and Lidl is quite advance than Tesco, though Aldi and Lidl are two different company. UK customers prefers much more discounts than South Asian consumers (VIR, 2019). It makes a threat for Tesco because they already provides products at the cheapest prices. It is quite difficult for Tesco to discounts on that cheapest prices. It is a big threat for Tesco. Here they can determine the nature of the consumers. According to Philip Kotler, there are four kinds of customers (Kotler, Armstrong and Opresnik, n.d.). They are True Friends, Butterfly, Stranger, and Barnacle. True friend customers are very much profitable and loyal for an organization. Butterfly are enough profitable but not loyal. Stranger are neither loyal nor profitable. And finally Barnacle are loyal but not profitable. Here an organization should avoid stranger and barnacle types consumers. 
The situation Tesco now faces, is really threat for that firm. Here they should determine what types of customers are shifting. If they are either stranger or barnacle, that is not bad for Tesco. Because having stranger or barnacle Tesco can’t make enough profit by selling products.  Philip Kotler strongly recommends if the customers either stranger or barnacle, directly fire them form the organization. Because everyone will be customers is not expected. Butterflies are not loyal. Their nature is not to stay in one particular firm. Manager should enjoy the beauty of the butterfly. If manager wants to turn them into loyal customers, there is possibility for butterfly to be like barnacle. So, the manager should enjoy the butterfly. If true friend customers shift, that can be a great threat for Tesco. There are few steps that helps Tesco to get back loyal customers (Rampton, 2019). They are – Consumers are always right, always be honest, be fixable, offer the latest inventions, provides best consumer services, always be transparent etc. 
The impact of this circumstance is heavy for Tesco. It is a fact of public goodwill. Decreasing customers can impact on the goodwill. That results from decreeing the brand value as well. Because goodwill is related with brand value. So, Tesco should take perfect decisions to ensure the answer to this problem. 
[bookmark: _Toc3072663]3.4.1 Analysis of Tesco
Along with Tesco there are many other supermarket firms in the High Street fighting for dominance. One is competitor to another. So, each time one firm continuously tries to be better than the other. That creates opportunity for one and threat for another firm. Lidl is another German supermarket giant (Careers.aldi.us, 2019). They operates business in about 20 countries around the world. The value for money that they offer makes them a discount supermarket chain attractive to the value conscious customer. That makes them to be one of the most popular supermarket giant. Another popular supermarket firm is Aldi. It is also a German company. Operates business supermarket firms between 20 different countries. This two companies create threats for Tesco, UK giant. Through this following research, the cause of threat currently Tesco is facing is discused based on SWOT analysis, PESTLE analysis and STAKEHOLDERS analysis.  
SWOT analysis refers to the study performed by an organization to determine the current position of internal strength and weakness and external opportunity and threats (Mindtools.com, 2019). It is one of the most used tools to determine and identify the current position of the particular organization in a particular market. After analysis Tesco through SWOT it seems clear that internal factors are safe and are not the causes of creating threats. So, here external factors is liable for the current situation. There are few issues under this external factors that simulates the external factors. They are government policy, economic stability, technological advancement, political situation under the external factors of SWOT analysis. It is clear for Tesco that this external factors creates that problem of losing customers. 
Another popular measurement tools is PESTLE analysis. PESTLE analysis refers to evaluation and monitor the macro environmental factors commonly known as external factors marketing environment (Academy, 2019).  As we analyze the SWOT and it shows us that external factors such as competitors, economic environment is liable for the problem facing Tesco now. In this case, it is clear that economic social and technological factors effect on losing consumer for Tesco. Economic factors contain purchasing power and buying pattern of consumers. Social factors contain cultural element that effects the buying pattern of consumers. Technological factors measure how much a company has advanced in utilizing technology to cut costs and maximizing profit. Tesco should care about these factors to be able to stay ahead in competition. 
Stakeholder is a person or an organization who has at least share or any interest in that particular firm. Shareholders are the owner in a firm. Shareholders are the most important stakeholder for Tesco. Every year Tesco launch few special events for their stakeholders. There are few kinds of Stakeholders e.g. Consumers, Suppliers, Local Communities, Employees, Government and Tread Union (Topics, Sample Papers & Articles Online for Free, 2019). These are considered as most important for any organization. Tesco should take most advance decision by evaluating the stakeholder to cope with current problem that it is facing. 


From 1919, Tesco does business with strong profitable relationship with customers. In 2019 it makes Tesco a 100 years old company Tesco operates its business with experiences. For thousands of people including share holder and stakeholders Tesco exceeds their expectation than any other successful company. Today Tesco opens super shop in 11 countries. USA and China are considered the biggest market in the world. Tesco is already successful in many countries in Europe and Asia. Now, it is trying to enter in the Chinese market. To carry on with the companies’ vision of being a leading supermarket in the world Tesco will have to trade in China. For example, Apple, the largest company in the present world, now entering Chinese market (Fortune, 2019). Because this market is so big that any small organization can be bigger by doing business in this market. But in business every elements like external and internal environmental factors can’t be favorable every time. It fluctuates every seconds like weather of a particular place. And now Tesco is facing a problem. They losing customers gradually. Aldi and Lidl, two German giant creates that problem for Tesco. They offer products with more discounts. That makes consumer to buy more products from their shopping outlets. If it happens continually, Tesco will face a huge problem in future. Customers will switch, sale will also go down as well as profit and they will be out of the position they hold now. Nokia is the perfect example for this case. They fails to understand the needs of customers and as customers and sale plummets they get look for new avenues (Quora.com, 2019). In this case Tesco should take few advance stepe that will help them to increase customers as they did it before. As the previous research tells us due to external factors Tesco losing their customers, Tesco must look carefully to make external factors like economic, social, political, technological and environmental absolutely problem free. 
In the conclusion, it can be said the problem that Tesco is facing right now is losing of consumers. That is actually happened for the impact of external factors that is not controllable. 

4.0 Possible Business option
With 100 years experiences, it is easy for any organization to cope with any critical situation with iron hand. Analyzing previous situation of threats managers should take decision in the right way. Tesco the biggest retailer in UK and world as well. Having a long way of journey, helps the current management system of Tesco to take right decision. But at present, Tesco is facing a problem and that is losing customers. There are few suggestion for the business option needed for any organization to make decision (business.chron.com, 2019). 
· Consumer Driven Marketing Strategy: That means make a marketing strategy where consumer is the king. “Customers are always right” follow the statement. Ensure customer satisfaction is top priority.
· Determine in Which Level the Consumer Belongs: As said, four kinds of consumers exist. True friends, Butterfly, Stranger and Barnacle. Tesco first needs to determine which customers are going to loyal. If butterfly, stranger are switching then okay. But if true friends switch, that must be a threat for Tesco.  
· Best Consumer Services: As Tesco directly selling products to customers by super shop, good relation and better behavior has an effect on customer satisfaction. If an employee behaves in a way that consumers feel dissatisfied, that customer may be the cause of consumer losing. Employees of Tesco should check their bad emotions in the workplace. But they are not matching. An organization can’t be emotion free.   
· Provide Premium Quality: Customers are generally looks for high quality products at lowest prices. If Tesco is able to produce high quality products with lowest price, consumer switching can be stopped.  
· More CSR: Corporate social responsibility has direct impact on the public image and selling level. If an organization does enough for society and customers that helps to create good image in society and creates good impact on sell. As Tesco facing a threat of customer switching, they need to do more for society and customers as well. And need a media to publish that news to get back their consumers back. 
Following the above bullet points will help Tesco to core with the critical situation now it facing. As Tesco already an experiences company, it won’t be tough for them to resolve current situation. 

[bookmark: _Toc3072666]4.1 Conclusion
[bookmark: _GoBack] Tesco is one of the largest retailers in the world and this success was accumulated over decades of trading. Their leadership style and management theories are now matured and should evolve even further over time. The stake holders as well the shareholders have learnt many lessons during 2014, 2015 and should able to steer the company on solid track if they have to face similar situation in future. Each and every organization in the world has to face problem. The problem that facing Tesco now is consumer switching. But they will be getting better through good decision making by new and innovative leadership. The setting of clear vision is central to Tesco’s success, supported by motivated management team to adapt firm commitment to establish and monitor specific objectives and devising strategies to ensure these goals are achieved in the future that leads them to bring back their customer again as they before. 
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