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EXECUTIVE SUMMARY
              This report analyse the strategic problems that Tesco is having because of digital transformation and more competition in the UK retail sector. Technological advances, the quick rise of internet shopping, and shifting customer expectations have all caused big problems for the retail business in the past few years. These changes have made things easier and harder for big grocery companies.
The report initiates by describing Tesco and where it fits into the UK food sector. Then it looks at the main internal and external factors that are causing the organization to change. These include digitalisation, changing customer behaviour, and more competition from bargain stores and online platforms. To figure out why Tesco needs to make strategic changes, you need to know about these things.
   Furthermore, the report evaluate at change management ideas and approaches that can help organisations shift. A lot of focus is on how leadership styles and the culture of an organization affect how change initiatives are put into action in big retail companies.
   Finally, the report suggests a strategic change strategy to help Tesco deal with digital transformation and stay competitive in the UK retail industry. The suggested strategy has strategic goals, ways to communicate, and ways to evaluate that are all meant to help the organization grow over time.

INTRODUCTION
              Tesco is one of the biggest grocery stores in the UK and one of the biggest supermarket stores in the world. The company started in 1919 and has grown into a global retailer that serves millions of customers every week through both physical locations and online channels. The retail industry has changed a lot in the last several years because of digital technology, changes in how people shop, and the fast growth of e-commerce (Kotter, 2012). These changes have made things easier and harder for traditional stores like Tesco.
   The rise of internet shopping and digital retail platforms has changed the way businesses compete in the UK retail sector. Customers are more and more expecting convenience, customised offerings, and smooth digital experiences across all channels. Tesco also confronts a lot of competition from bargain stores like Aldi and Lidl, as well as from enterprises that have incorporated new digital logistics and supply chain technologies. Brynjolfsson and McAfee (2014) say that digital transformation is now a major force behind change in numerous fields, such as retail.
   Organisations that want to stay competitive and last a long time need to be good at managing change in an environment that changes quickly. Companies can change their structures, procedures, and leadership styles in response to outside influences and new technologies thanks to strategic change. Tesco needs a well-thought-out change management plan to deal with digital transformation and more competition.
   This report's goal is to describe at the main factors that are causing change at Tesco and figure out how the company can strategically deal with these problems. The report analyse the organization's internal and external environments, evaluate applicable change management approaches, and look into how leadership and organisational culture might help with change.   Lastly, the report will provide a plan for strategic transformation that will help Tesco's position in the UK retail market.
ORGANISATION OVERVIEW
               Tesco is one of the biggest food stores in the UK and one of the biggest worldwide retail companies. Jack Cohen started the business in 1919, and it has since grown to be a key player in the global retail market. The company sells a number of different things, such as groceries, clothes, electronics, and financial services (Tesco, 2024).
The corporation has created a number of various store formats over time to accommodate the needs of different customers. These are Tesco Extra hypermarkets, Tesco Superstores, Tesco Express convenience stores, and smaller stores in cities. Tesco can reach a lot of different customers in different parts of the world and in different market categories because of this diversification (Fernie and Sparks, 2019).
Tesco has been putting more money into digital technology and online shopping services in addition to its regular retail business. Customers can choose to have the groceries delivered to their homes or pick them up at the store. The rise of digital shopping channels has led big stores to combine online and in-store services into a multichannel retail strategy (Verhoef, Kannan, and Inman, 2015).
Tesco has also started programs to make customers more loyal and make the shopping experience better overall. The Tesco Clubcard loyalty program is one of the most well-known. It lets users earn points and get tailored discounts based on how they shop. Using customer data analytics to support loyalty programs helps stores learn more about what customers like and make marketing plans that are more effective (Grewal, Roggeveen, and Nordfält, 2017).
   Overall, Tesco is still the most important company in the UK retail sector. This is because it has a strong brand reputation, a wide range of distribution networks, and expanding digital retail capabilities. To figure out what is causing changes at Tesco and make a plan to deal with digital transformation and competition in the UK retail industry, you need to know how the firm is set up, how it works, and what its strategy is.

ENVIRONMENTAL AND ORGANISATIONAL ANALYSIS
            External analysis - PESTLE
                  The UK retail sector is affected by laws and rules on competition, consumer protection, and sustainability. These rules make companies like Tesco change how they do business and report on it all the time. Inflation and the rising cost of living have made consumers more price-sensitive, which has made competition between big stores and discount chains like Aldi and Lidl even more brutal (Wrigley and Lambiri, 2015).
   Social considerations are also very important because modern shoppers want things that are quick, easy, and tailored to their needs. Technological advances, especially the quick rise of e-commerce and digital platforms, have made this change in what consumers demand happen even faster. Pantano and Gandini (2017) argue that new retail technologies are changing the way businesses connect with customers, which is causing traditional merchants to change the way they do business.
   Environmental issues are also becoming more important, and stakeholders want stores to cut down on waste and run their businesses in a more environmentally friendly way. Tesco faces both possibilities and problems in the outside world, so it needs to keep changing its strategy to stay ahead of the competition. (see Appendix A)
           Internal analysis
                A SWOT analysis can be used to see Tesco's internal environment and show its strengths, weaknesses, opportunities, and threats. (see Appendix B).
                Tesco's excellent market position and brand familiarity in the UK retail sector are two of its biggest strengths. The company has a large consumer base since it has a comprehensive distribution network, different retail formats, and well-established online services (Fernie and Sparks, 2019). Using customer data through loyalty programs like Clubcard also gives the company useful information about how customers act, which helps it make focused marketing plans (Grewal, Roggeveen, and Nordfält, 2017).
   But Tesco also has some problems on the inside. Its big structure can make it less flexible and delay down decision-making, which is especially bad in a retail environment that changes quickly. Also, relying on old store formats may make it harder for it to completely compete with stores that are only online.
   Tesco has a chance to grow by strengthening its digital skills and using technology to make its operations more efficient. Combining online and offline channels has a lot of promise to improve the consumer experience and boost sales. At the same time, risks are still quite real, especially because of fierce competition and changing client needs. Verhoef, Kannan, and Inman (2015) stress that moving to omni-channel retailing involves ongoing investment and strategy alignment, which can be hard for big companies.
                 There are many things inside and outside of Tesco that are causing changes, thus the company needs to make strategic changes. Digital disruption is one of the biggest things that drives change. The rapid growth of e-commerce has fundamentally transformed how people shop, making them want more convenience and smooth online experiences. Because of this, Tesco has to keep spending money on digital infrastructure to stay relevant.
   Another important trigger is how consumers act. Customers are now more knowledgeable, care more about price, and care more about the experience than they used to. Lemon and Verhoef (2016) say that customer experience is now a critical way to get ahead of the competition, thus businesses need to make sure that all of their interactions are consistent and tailored to each consumer. This means that Tesco needs to improve both its physical and digital services.
   Another big reason for change is competition. The UK retail business is very competitive. Tesco's market position is threatened by budget stores and stores that use technology in new ways. Wrigley and Lambiri (2015) say that changes in the structure of retail competition make established companies reassess their plans in order to stay relevant.
   Another crucial thing is operational efficiency. Digital transformation has an effect on both customer-facing tasks and internal procedures like managing the supply chain and keeping track of inventory. Christopher (2016) says that supply chain agility is very important for dealing with changing demand and market shocks. This puts pressure on Tesco to update its logistics systems.
   Being ready for change on the inside is just as vital. Even with strong outside forces pushing for change, it may not happen if the company doesn't have the right culture, leadership, and employee involvement. Burnes (2020) contends that effective transformation necessitates coherence across individuals, processes, and organisational conduct. This means that Tesco needs to focus on more than just investing in technology; it also needs to work on its own skills.
   Finally, aspirations for sustainability are having a bigger and bigger impact on strategic choices. Stakeholders now want merchants to act responsibly by making their businesses more open and lowering their impact on the environment. These factors make it harder for Tesco to change, but they also give the company chances to improve its reputation and long-term competitiveness.
   Digital disruption, changing customer expectations, competition, operational problems, and demands for sustainability all work together to cause change.
     
EVALUATION OF CHANGE MANAGEMENT MODELS IN TESCO
               Change management models give businesses useful tools that assist leaders plan, carry out, and stabilise strategic change efforts. 
   Lewin's three-stage transition model is a well-known way to think about how organisations develop. According to Lewin, there are three fundamental steps to organisational change: unfreezing, altering, and refreezing (Burnes, 2020).     For Tesco, external factors like the fast growth of internet shopping and more competition from bargain stores have made it vital for the company to rethink how it does business. So, making people aware of the need for change is an important first step in starting organisational change.
   At this step, companies start to use new technology, procedures, or ways of doing things. This stage for Tesco may be seen in its investments in online grocery platforms, digital logistics systems, and complex data analytics tools that are meant to improve the consumer experience and make operations more efficient. As technology continues to change what customers expect and how services are delivered, digital innovation has become more and more vital for retail businesses (Rigby, 2011). Tesco has tried to update its business model and make it easier for it to compete in a market that is becoming more technology-driven by adding digital retail solutions.
    For refreezing, Tesco make efforts to institutionalise new ways of working may be seen in things like combining digital retail services and expanding its online food business. It is important to make change a part of the daily routines of an organization so that transformation efforts lead to long-term advantages instead of only short-term gains (Todnem By, 2005).
[image: ]
Image 3: ResearchGate, no date
   The ADKAR model created by Hiatt (2006) is another key tool for managing change in an organization. The model shows five important things that need to happen for a change to be successful: awareness, desire, knowledge, ability, and reinforcement. This method says that organisational change can only work if people know why it is happening and have the skills they need to make it happen.
                In big companies like Tesco, communication is very important for explaining why digital innovation and changes to how things are done are needed. Studies indicate that open communication diminishes resistance to change and fosters employee involvement in transformation efforts (Kotter and Schlesinger, 2008).
Desire and knowledge are the second and third parts of the ADKAR structure. Tesco's staff need to learn new technical abilities and get used to new operational procedures when the company adds new digital retail technologies. Companies who spend money on training and developing their employees are more likely to see successful change because their employees feel like they can help with the process (Cameron and Green, 2019).
Ability and reinforcement are the last two parts of the ADKAR paradigm. Ability is the ability of employees to use new skills in their work, and reinforcement is the process of making sure that new behaviours stick by keeping an eye on them, rewarding them, and giving them ongoing assistance. 
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   Lewin's model gives a clear framework for understanding the steps of organisational change, whereas the ADKAR model stresses how important it is for employees to be involved and change their conduct. When used together, these models show that successful change management needs both strategic planning and the development of human resources. 
               Another model is Kotter's eight-step change, wich is more thorough and action-oriented than Lewin and ADKAR. The approach stresses the need to create a feeling of urgency, construct a steering coalition, come up with a clear vision, and make change a part of the culture of the organization (Kotter, 1996). In Tesco's case, it is important to create a sense of urgency because digital disruption is on the rise and there is competition from both inexpensive stores and online platforms.    
               Critics, on the other hand, say that Kotter's model can be too inflexible and take too long, especially in situations where quick decisions need to be made (Appelbaum et al., 2012).
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                 Kotter's model is a more complete and leadership-focused way to handle organisational change than Lewin's structured stages and ADKAR's individual focus.
                  Despite with these problems, the model's organised design gives Tesco a clear plan for how to handle change while making sure that leadership, communication, and employee engagement are all in line.


LEADERSHIP AND ORGANISATIONAL CULTURE IN CHANGE
                  Leadership is very important for making organisational change work, especially in big, complicated companies like Tesco. Different ways of leading affect how change is conveyed, accepted, and kept going in the organization. Transformational leadership is especially important for digital transformation since it focuses on motivating individuals, developing a common vision, and fostering new ideas (Bass and Riggio, 2006); it may assist keep performance standards high and make sure that the goals of the organization are met during times of change.
 Transformational leadership may help Tesco staff accept new technology and digital strategies by encouraging them to accept change instead of fighting it.
   Transactional leadership, which is centred on performance, structure, and rewards, is also vital for making sure that operations run smoothly during times of transition (Northouse, 2019). 
                 Situational leadership also gives leaders more freedom by letting them change their style to fit different situations and the needs of their employees. Hersey, Blanchard, and Johnson (2013) contend that proficient leaders must modify their strategies based on the skills and dedication of their people. In Tesco, where the employees come from many various backgrounds and do many different things, situational leadership can help with change by customising communication and support for distinct groups of employees.
   Organisational culture has a big impact on how well change programs work, together with leadership. Schein's (2010) approach shows that organisational culture works on three levels: objects, values, and underlying assumptions. In Tesco, everything like how employees treat customers and how the store runs show deeper values like efficiency, creating value, and putting the customer first. 
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     Hofstede's cultural dimensions indicate that organisational conduct is influenced by characteristics such as power distance and uncertainty avoidance (Hofstede, Hofstede, and Minkov, 2010). In big companies like Tesco, hierarchical arrangements can make it hard for people to talk to each other, which could slow down the process of making changes. 
[image: ]Image 7: ResearchGate, no date

                     Overall, for change management to work at Tesco, the leadership and the company's culture must be in sync. Leaders must not only implement new methods but also actively cultivate cultural attitudes and behaviours that facilitate change. Cameron and Quinn (2011) say that businesses need to create cultures that are flexible, open to new ideas, and willing to learn. For Tesco, this involves creating a culture that promotes digital transformation while yet being able to run the business efficiently.
     To successfully implement and maintain strategic change, Tesco needs a balanced approach that includes transformational vision, transactional control, and situational flexibility, all of which are supported by an adaptable organisational culture.

PROPOSED STRATEGIC CHANGE MANAGEMENT PLAN
Change Vision and Objectives
            To stay competitive in the UK grocery market, Tesco wants to speed up its digital transformation and improve its ability to sell across all channels. The goal is to provide customers with a smooth and connected experience in both physical stores and online stores. This shows how important online grocery buying and hybrid shopping models are becoming. They have completely changed how stores work in the UK (IGD, 2022).
The main goals are to make internet delivery more efficient, use data analytics to make customer service more personalised, and make operations more flexible. Tesco's ongoing investment in digital infrastructure and online services shows how important these goals are to the company's long-term success in the market (Tesco, 2023). These priorities are in line with changes in the sector as a whole, as retailers need to combine digital and physical channels to keep up with changing customer needs (Edsall et al., 2023).


Stakeholder Analysis
               Managing stakeholders well is necessary for successful change implementation. Employees, customers, suppliers, and senior leadership are Tesco's main stakeholders. All of these groups have an impact on how well transformation projects go.
Employees are very important for running a business, especially when it comes to things like online fulfilment and digital processes in stores. Evidence from UK retail shows that getting employees involved is key to handling changes in technology and lowering resistance (PwC, 2022). Customers are just as essential, especially when it comes to online grocery shopping, where they want convenience, quickness, and personalised services (IGD, 2023).
Suppliers need to become used to supply chains that are more connected to the internet, which means they need to work together better and share data more. Senior management is important for making sure that strategic priorities are in line and that enough money is spent on digital capabilities. Edsall et al. (2023) argue that good stakeholder involvement makes it easier for everyone in the organization to work together and makes it easier to make changes.
Implementation Framework
            Tesco should make its transition in a disciplined and progressive way that puts operational improvements and digital innovation first. Because the UK grocery business is so competitive, quick implementation is necessary to stay ahead of the competition.
A team from several departments, including as operations, logistics, and IT, should work together to make sure everything goes well. Improving online fulfilment processes, increasing click-and-collect services, and making last-mile deliveries more efficient should all be top priorities. Tesco has already doubled its online capacity because of higher demand, which shows how important it is to have scalable digital infrastructure (Tesco, 2023).
In fast-paced retail settings, small changes are often more beneficial than big changes. According to research by Chaturvedi et al. (no date), grocery stores need to be able to adapt and be flexible in their operations to be competitive. 
Communication Plan
            Tesco needs to make sure that its staff know what digital transformation is and how it will help them do their jobs.
Training, regular updates, and ways to give feedback should be the main focus of internal communication. In the UK retail industry, clear communication has been found to make employees more interested in their work and less resistant to change (PwC, 2022).
Tesco should tell people outside the company about changes to its online services and the how customers feel about them. This strengthens its brand position and encourages the use of digital platforms. Clear communication also builds trust with customers and gives you an edge over your competitors.
Financial and Resource Plan
            Digital transformation needs a lot of money, especially for technology and logistics infrastructure. Tesco has already put more money into digital capabilities, such as online platforms and automated processes, because they are strategically important (Tesco, 2023).
To make things more efficient and save costs, it needs to invest in supply chain optimisation and data analytics. Chaturvedi et al.(no date), argue that retailers who put money into digital supply chains do better and are more resilient.
Risk Assessment and Mitigation
                  There are a lot of risks that come with making strategic changes, especially in a complicated retail setting. Resistance from employees is still a big problem, especially when new technology change how things are done at work. Training and engagement programs can help with this.
Technological hazards, such as problems with integrating systems and interruptions to operations, are also quite important. To reduce these risks, Tesco has to use staggered installation and testing. Research on UK retail shows that failures in digital transformation are generally caused by bad integration and not enough planning (PwC, 2022).

Another big risk is about problems in the supply chain, which are especially common in online grocery stores. To make sure that operations continue, it is important to plan ahead and work well with suppliers (IGD, 2022).
Evaluation and KPIs
               Tesco needs to set clear performance indicators in order for the change strategy to work. Some important metrics are the growth of online sales, the speed of delivery, customer happiness, and lower operating costs.
Tesco already employs performance measures to keep an eye on how well its strategy is working, especially in its digital and online activities (Tesco, 2023). By keeping an eye on things all the time, the organization may find areas that need improvement and change its plans accordingly.
According to Chaturvedi et al. (no date), merchants who use data-driven performance evaluation are better able to connect their strategy with their operations. This makes ensuring that change projects lead to results that can be measured and last.
DISCUSSION AND CRITICAL REFLECTION
             This report shos how hard it is for a big retail company like Tesco to handle strategic change, especially when it comes to digital transformation and more competition. One important thing to remember is that successful change doesn't just come from strategy or technology. It also comes from making sure that leadership, organisational culture, and operational capabilities all work together. Models like Lewin, ADKAR, and Kotter are helpful, but how well they function depends on how they are used in a certain organization.
The analyse of the report demonstrates that digital transformation in retail is not just a change in technology; it is also a change in conduct and culture. Tesco's ability to change hinges on how engaged its employees are, how effective its executives are, and how well it can combine its digital and physical operations. This report has one limitation: it relies on secondary data, which may not fully show the issues within the organization or the perspectives of employees.
   Furthermore, the retail environment changes quickly, so strategies need to be flexible and change all the time. This shows how important it is to keep evaluating and changing things instead of just doing it once. The analysis shows that a balanced, evidence-based, and organization-specific strategy is necessary for managing change well in the UK retail sector.



CONCLUSION
                  This report analyse how digital transformation and competition have affected Tesco in the UK retail sector. It shows that the company needs to make some big changes. An review of the external and internal environment shows that changing consumer behaviour, new technologies, and more competition mean that businesses need to keep changing. The review of change management strategies and leadership styles shows that a successful transition depends on getting strategy, people, and the culture of the organization to work together.
The suggested strategic transformation plan gives Tesco an organised and useful way to improve its digital skills and how well it runs its business. Tesco can improve its competitive position and ensure long-term sustainability by focusing on engaging stakeholders, communicating with them, and evaluating performance. 
                The report stresses that good change management is necessary for staying relevant and achieving long-term growth in a retail market that changes quickly.
                Overall, this report highlights the importance of continuous adaptation in a rapidly evolving retail environment. Strategic change should not be viewed as a one-time initiative but as an ongoing process that requires flexibility, learning, and responsiveness to emerging trends. 
                 For Tesco, maintaining competitiveness will depend on its ability to integrate innovation with operational efficiency while remaining customer-focused. Future success will also rely on strengthening organisational resilience and fostering a culture that supports change at all levels. Therefore, sustained leadership commitment and regular performance evaluation will be essential to ensure that strategic objectives are effectively achieved.
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