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Tesco is by far the third-largest retailer in the world, in the number of sales recognized. This indicates the ability of Tesco to sell goods and offer its services. Jack Cohen started a market stall from selling surplus groceries, in the East End of London in 1919. He believed in putting affordable food that can be accessed by everybody. He started making profits at the end of the first day. He opened the first store in Burnt Oak, Edgware, which sold great value dry goods, Tesco tea (Winterman D, 2013).
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Speaker Notes:
Tesco is a reputable retailer hence why they are a very large organisation as many people do their weekly shopping’s at Tesco due to the fact that they are known for their quality goods and services as Tesco being my local as well they cater for all different types of cultures as they have a worlds food isle which has various ranges of products for different people from other countries, this is a unique selling point for Tesco as not only are they catering for one target audience but a multiple of people.

Speaker Notes:
Tesco has affordable brands such as the growers harvest ,hearty food Co and Tesco’s own brand that are cheap and cheerful as well as a high end brand such as ‘Tesco’s Finest’ to cater for all customers.


Speaker Notes: 
In 2016 Tesco lost £6.4bn for its annual lost making them the biggest UK retailer to ever happen in history.



Speaker Notes 
Tesco first introduced self service in 2003 some customers find this service useful for quickly getting what you need and leaving without having to wait in extremely long queues.














Speaker Notes:
This graph shows the improvement in key retail metrics before and after RFID adoption as shown inventory accuracy and customer satisfaction revenues rose after RFID where as profit margin and store out of stocks were really low after and before RDID.













Conclusion

Tesco has continually been investing in technology to develop a satisfying customer experience. Having posted the worst losses in history in 2016, the CEO embarked on a period of cost-cutting and offloading property at home and abroad, For years the business has been quick to shout about its multichannel growth, the ongoing development of Tescom.com(Woods, 2007)Despite the stop-start nature of the roll-out of Radio-Frequency Identification (RFID) to automatically identify and track tags attached to objects, there is once again a real buzz around the technology. Tesco is at the forefront of this and is one of the very few industry players currently embroiled in full-scale RFID projects. This views the technology as a way of automating administrative tasks such as stock counting and allowing staff to be deployed in more customer-facing roles.
Behind the RFID roll-out, the deployment has given the business its most accurate real-time view of inventory accuracy yet. Tagged products are scanned every time they enter the store before tags are removed at the point of sale. This initiative is being driven by the retailers’ company-wide target to be as a customer-focused as it can be. By having a reliable system that offers a single view of its stock level at all times, the retailer believes it is now armed with more knowledge that its shoppers require(Smith & Sparks, 1993, pp.43-56).
[bookmark: _GoBack]The next step would be to harness all of the data the technology is generating and feed it into the business and the overall supply chain to be predictive and react quickly to customer demands. (Mejri & De Wolf, 2012). With Tesco hemmed in all sides by ruthless competition and food price deflation, it’s a delicate manoeuvre that requires both skill and vision. Yes the turnaround may be painfully slow, but for the Tesco, behemoth to have begun its pivot without hitting the rocks is a considerable achievement, the return to sales growth is indeed a transformation(Muller et al, 2006, pp 197-209).
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back through its doors.
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Despite the stop-start nature of the roll-out of Radio-Frequency Identification (RFID) to automatically identify and track tags attached to objects, there is once again a real buzz around the technology. (Palmer, 2005)
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

Tesco is at the forefront of this and is one of the very few industry players currently 

embroiled in full-scale RFID projects.



This views the technology as a way of automating administrative tasks such as stock 

counting and allowing staff to be deployed in more customer-facing roles.


Microsoft_Office_PowerPoint_Slide6.sldx
Tesco is at the forefront of this and is one of the very few industry players currently embroiled in full-scale RFID projects.

 This views the technology as a way of automating administrative tasks such as stock counting and allowing staff to be deployed in more customer-facing roles.
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                IMPACT OF TECHNOLOGY.

Behind the RFID roll-out, the deployment has given the business its most accurate real-time view of inventory accuracy yet. 

Tagged products are scanned every time they enter the store before tags are removed at the point of sales(Palmer, 2005). 
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 By having a reliable system that offers a single view of its stock level at all times, the retailer believes it is now armed with more knowledge that its shoppers require. . (Smith & Sparks, 1993, pp.43-56)
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The next step would be to harness all of the data the technology is generating 

and feed it into the business and the overall supply chain to be predictive and 

react quickly to customer demands. 

(Mejri & De Wolf, 2012)
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Jack Cohen believed in putting affordable food that can be accessed by everybody.

 He started making profits at the end of the first day.

 He opened the first store in Burnt Oak, Edgware, which sold great value dry goods, Tesco tea. . (Winterman D, 2013)
















