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Executive Summary 
This study uses PESTEL and other models and related theories to analyze Tesco's strengths and weaknesses, internal and external environment, etc. In the face of the changes in the global economic situation and the UK economic situation, Tesco needs to take corresponding measures to meet the challenges, actively use artificial intelligence, strengthen supply chain management, optimize product portfolio, improve customer experience, and reduce costs. At the same time, Tesco also needs to flexibly adjust business strategies and strategies, pay close attention to market dynamics and consumer demand, in order to maintain competitive advantages and achieve sustainable development.

Introduction
The global economy still maintains low growth, due to geopolitical conflicts continue to interfere with the global industrial chain and supply chain, resulting in global trade obstruction, and the impact of trade frictions on the global economy is still continuing. It is widely expected that the global economic growth rate will remain at around 3% in 2024 (Thornes, 2022). Transport delays in the global supply chain, shortage of raw materials, Tesco's inventory management and insufficient supply of goods, global trade tensions led to trade restrictions and tariff increases, Tesco's cost of imported goods and sales prices increased, currency exchange rate fluctuations led to cost fluctuations of imported goods, Tesco's profit margin and competitiveness decreased (Digal et al., 2015). 

In addition, the global coronavirus epidemic has also had a negative impact on the British economy, British consumers' purchasing behavior has changed, the supply chain has been disrupted, and Tesco's business has been negatively affected (Johns, 2017). The inflationary pressure led to the decline of consumers' purchasing power, which lowered Tesco's sales and profit margin. The labor market pressure led to the rise of labor costs, and Tesco's profitability and cost control level significantly decreased (Wood, 2017). The political and economic uncertainty brought about by Brexit has affected UK economic growth and consumer confidence levels, and Tesco's sales performance has been poor.

Tesco is one of the largest supermarket chains in the UK, with thousands of stores offering a wide range of food and everyday items, and is also expanding globally, including in Asian and European markets (Tesco, 2024). Due to its size and diverse businesses, Tesco is resilient to changes in global economic conditions, but it still needs to pay close attention and respond flexibly to uncertainties. The global economic situation is stimulated by international trade, financial market volatility and geopolitical tensions, which can easily affect global economic growth, inflation rates and consumer confidence levels (Jhaveri and  Anantharaman, 2016). 

For the food retail industry in the UK, changes in the global economy lead to exchange rate fluctuations, raw material price fluctuations and changes in global supply chains, which in turn affect the cost of imported goods and selling prices (Jobber and Ellis-Chadwick, 2016). Especially for Tesco, the British supermarket chain, the tension in the global supply chain will lead to the unstable supply of products, and the global economic situation will also lead to changes in the purchasing power and consumption habits of British consumers, which will lead to the decline of Tesco's specific sales performance, and the uncertainty of the global economic situation will cause a burden on the operation. Currency fluctuations raise the cost of international food purchases (Hasdell et al., 2020).

Main Findings
PESTEL model analysis
Economic factors include inflation rate, unemployment rate and exchange rate fluctuations. The overall situation of the British economy will be directly related to Tesco's sales and profitability (Shivakumar, 2014). Currency depreciation will increase the cost of imported goods and reduce Tesco's actual profits. Tesco, as a retailer, is also influenced by environmentalist consumers, who are more likely to buy environmentally friendly products and support environmental initiatives in the UK. Therefore, Tesco needs to consider initiatives such as reducing packaging waste and promoting sustainable products (Wilson, 2019). At the same time, the influence of political factors on Tesco is mainly reflected in government policies and legislation. The trade policy and tax policy of the British government will affect the cost of imported goods and sales price of Tesco, and the supervision and regulations of the British government on the retail industry will also stimulate Tesco's business model and marketing strategy (Hollis, 2019). 

In addition, the impact of technological factors on Tesco is mainly reflected in digital technologies such as modern artificial intelligence and e-commerce (Kaoru and Tashiro, 2015). With the popularity of online shopping and the development of modern mobile payment, Tesco needs to constantly update and improve its online sales platform and mobile applications to improve customer experience in the UK and the world and maintain competitive advantages. Social factors include demographic structure, consumption habits and health awareness (Aaker, 2015). With the increasing demand of modern British consumers for healthy food and sustainable products, Tesco needs to timely adjust its product portfolio and marketing strategy to meet the new consumer demand and maintain a close connection with contemporary consumers (Udell, 2015). Finally, Tesco needs to comply with the specific and strict labor regulations and competition regulations of the retail industry in the UK to ensure the legal compliance of its business. Any legal changes will have a direct impact on Tesco's business, and the increase of minimum wage standards will directly increase its labor costs (Kim and Mauborgne, 2004).

McKinsey 7S framework model analysis
McKinsey's 7S framework model is used to analyze seven key elements within an enterprise: Strategy, Structure, Systems, Skills, Staff, Style, and Shared Values.
Tesco's organizational structure is hierarchical, consisting of headquarters, regional branches and stores. Each level has clear responsibilities and scope of authority and responsibility to ensure efficient decision execution (Chung, 2019). Tesco's marketing strategy is to provide diversified products and services to meet a wide range of consumer needs, and to maintain a competitive edge through continuous innovation and marketing (David, 2007). Tesco is committed to expanding its sustainability product line, enhancing its digital marketing and online sales capabilities, and expanding its business in international markets (Vriens and Brazell, 2013). At the same time, Tesco has a modern and advanced information technology system to support supply chain management, inventory management, sales data analysis and operation. Tesco uses POS system to track sales data, and carries out inventory management and replenishment according to demand (Taghian, 2010).

In addition, Tesco has a large number of excellent employees from different nationalities, with rich retail and customer service experience, as well as good product knowledge and sales skills, playing an important role in supermarket operation, sales service, product procurement and other aspects, to provide all customers in the UK with quality shopping experience. Tesco attaches great importance to staff training and development to continuously improve their skills and professional level (Gisela et al., 2015). Tesco's management style focuses on efficiency and innovation, encourages employees to propose new ideas and solutions, and pursues excellent performance and customer satisfaction. It maintains open and transparent communication between management and employees to promote team cooperation and the realization of common goals (Ngouapegne and  Chinomona, 2019). Tesco's shared values include customer first, teamwork, innovation and social responsibility, and are committed to meeting customer needs, promoting employee development, promoting social progress, and complying with UK business ethics and laws and regulations.

Porter's Five forces model analysis
Porter's Five Forces model is used to analyze the competitive environment of the industry in which a company operates, including competitors, potential competitors, substitutes, suppliers, and buyers (Castellari et al., 2018). First of all, Tesco faces fierce competition in the British retail industry. Its main competitors include Sainsbury's, Asda, Morrisons and other well-known local supermarket chains in the UK, as well as online retailers such as the well-known Amazon (Cortesi et al., 2022). Competitors compete for the market share of British retail food through price reduction, promotion activities and product innovation. It has become an increasingly serious competitive pressure on Tesco (Raiter, 2019).

Moreover, the bargaining power of British buyers has a great impact on Tesco. British consumers often have multiple choices when buying goods, and choose the most suitable products by comparing price, quality and service. Tesco needs to continuously improve product quality and service level, and attract consumers through preferential prices (Berry, 2023). Fluctuations in raw material prices also affect Tesco's profit margin, and Tesco is faced with the bargaining power from suppliers. While Tesco has the economies of scale and purchasing power to put pressure on suppliers, a large number of suppliers also have bargaining power, especially those with well-known brands and large market shares.

In addition, as consumer demand for sustainable and healthy food increases, new health food chains are emerging as potential competitors (Brian and Young, 2015). Although the UK retail market is quite mature, there are potential new entrants, with online retailers entering the market, such as Ocado, which has already started experimenting in the space. At the same time, the threat of substitutes is lower for Tesco, as food and everyday items are necessities of life for UK consumers and there are few direct substitutes that can completely replace supermarket shopping. However, with the rise of online retail and convenience stores, some consumers choose to shop online or in convenience stores for daily necessities, rather than shopping in supermarkets.

SWOT model analysis
On the one hand, Tesco provides a variety of categories of products, including food, beverage, daily necessities, to meet a wide range of consumer needs, Tesco is one of the largest supermarket chains in the UK, with strong brand awareness and customer loyalty (Danciu, 2013). In addition, Tesco has a large scale, large-scale procurement, and an efficient and responsive supply chain, which reduces costs and ensures the stable supply of goods. Tesco has advanced technologies and platforms in digital marketing and e-commerce to attract more online consumers and increase sales.

However, while Tesco has developed its online sales channels, its main business is still concentrated in traditional physical stores, limiting its online sales growth potential. In recent years, market competition has increased, raw material prices have fluctuated, and consumer spending has fallen, so Tesco's performance and profits have declined. In addition, the current retail market competition in the UK is very fierce (Larry and Digal, 2015). Tesco faces competitive pressure from other supermarket chains and online retailers in the UK. Financial scandals and supply chain problems have seriously negatively affected Tesco's brand image and reputation, and reduced the actual trust of British consumers.

Moreover, it cannot be ignored that the uncertainty of political and economic factors in the UK, changes in trade policy, and rising inflation rate stimulated Tesco's business environment and performance (Johansson, 2015). Fluctuations in the price of food raw materials can affect Tesco's purchase costs and negatively impact its profit margin, which negatively reduces Tesco's sales and market share as consumers' purchasing habits change, especially their preference for online shopping and healthy foods (Kakuya, 2020). Tesco needs to seize the opportunity and effectively deal with the threat of disadvantage in order to maintain competitive advantage and achieve sustainable development.

However, in addition to the UK market, Tesco can actively expand its business in international markets, especially in Asian and European markets, to reduce its dependence on the UK market, seek growth opportunities, launch new products and services through marketing innovation and artificial intelligence digital transformation, improve operational efficiency and enhance competitiveness (Foreman, 2014). As consumer demand for sustainable and environmentally friendly products increases, Tesco can expand its sustainability product line, differentiate itself from competitors, strengthen its online sales and delivery services, enhance the customer experience and actually increase online sales.

Porter's universal value chain model analysis
Porter's universal value chain model is used to analyze how internal activities create value. Tesco's meticulous inventory management and shelf display ensure that customers can easily find the goods they need, and provide a good shopping experience, training and development of staff to improve service quality and customer satisfaction (Ferrell et al., 2012). Tesco's value chain begins with the operation of entry stores, ensuring a rich and diverse selection of products through product development and procurement, cooperating with suppliers to develop new products, selecting quality suppliers, negotiating purchase prices, constantly optimizing product portfolio to meet the needs of different British consumers, and ensuring product quality and price competitiveness (Mutekwe et  al., 2020).

At the same time, Tesco uses digital marketing means and customer relationship management system to accurately target customers and provide personalized shopping experience to improve sales and customer loyalty. Tesco uses advanced technology and systems to optimize supply chain, reduce inventory cost and logistics cost, ensure commodity quality and supply stability, ensure timely supply and high quality of goods through efficient supply chain management, and actively carry out logistics management and order processing (Kim and Mauborgne, 2014). In addition, Tesco focuses on after-sales service and customer support to ensure customer satisfaction and loyalty. Tesco has established customer service centers and online support platforms to respond to customer needs and solve problems in time, enhance brand reputation and customer satisfaction, effectively improve operational efficiency, reduce costs, increase sales, and enhance customer satisfaction and brand value (Poppy, 2022).

Recommendations
In the past few years, the economic downturn brought by the epidemic has made the food and beverage industry in a variety of global challenges, consumer demand continues to upgrade, cost reduction and efficiency, and sustainable environmental propositions have been put on the agenda. In the face of social and environmental challenges, the retail food industry represented by Tesco more urgently needs the innovation of the underlying technology (Appold, 2023). The pressure of the macro environment and the dynamic changes of the industry track all bring new opportunities for the prominence of the value of food technology.

First of all, Tesco can give full play to the advantages of artificial intelligence technology to analyze the composition, nutritional value and taste of retail food, as well as detect food quality problems, analyze customers' purchase history, preferences and preferences, and recommend appropriate products and promotions. At the same time, forecast the sales volume of food and daily necessities, manage inventory, optimize staff scheduling, track and test food, find food safety hazards, protect the health and safety of consumers, and provide customized services according to customers' tastes, eating habits and allergy history information (Andrew and wood, 2017).

At the same time, with the popularity of online shopping, Tesco can strengthen its online sales platform, improve the efficiency and convenience of delivery services, increase delivery options, optimize delivery routes and improve order processing speed, meet consumers' demands for convenience and fast delivery, increase online sales and improve customer satisfaction (Andrasic et al., 2017). At the same time, with the increasing demand of contemporary British citizens for environmentally friendly and sustainable products, Tescox needs to expand its sustainable development product line, develop organic food, plastic-free packaging products and local agricultural products, meet the health and environmental awareness of British consumers, and attract more environmentalist consumers (Dimitri and Nehring, 2022). In addition, with the change of shopping habits of British consumers, Tesco needs to develop its digital marketing strategy, closely interact with customers through social media such as YouTube and instgram, mobile applications and online advertising, improve brand awareness, attract more young consumers and increase online sales (Hyman, 2017).

Conclusions
Tesco has formed a coordinated organizational system in terms of strategy, structure, system, skills, employees, style and shared values, which provides strong support for its sustainable development and market competition. In recent years, Tesco's performance and profits have been affected by multiple factors, including intensified market competition, financial scandals and supply chain problems that have affected Tesco's brand image and reputation, fluctuations in raw material prices and declining consumer spending, which have affected its profitability and development prospects and reduced consumer trust. Although Tesco has developed online sales channels, its main business is concentrated in traditional physical stores, which limits its online sales growth potential and misses a lot of online development opportunities. 

In the UK retail market, Tesco faces multiple competitive pressures from competitors, potential competitors, substitutes, suppliers and buyers. In order to maintain its competitive advantage in the fierce competitive environment, Tesco needs to continuously optimize its food products and services in the future, improve the satisfaction of British consumers, flexibly respond to external competitive pressure, effectively deal with its disadvantages, make full use of its advantages, flexibly adjust its business strategies and strategies, pay close attention to changes in the external environment, and flexibly adjust its business strategies and strategies. To adapt to the changing UK market environment, maintain a competitive edge and achieve long-term sustainability.
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