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Development TESCO and CURRENT PRODUCT
From the beginning of the activity, Tesco was directed towards its customers and always on step ahead of its competition. Many innovative ideas conducted years ago, keeps them in a high position. 
The beginnings of TESCO date back to 1919 and related to the name of Jack Cohen, when he started selling from a stall in East End of London. (WINTERMAN,2013) His idea was to “put affordable food in the reach of everybody” (Tesco, 2019). The Tesco brand has appeared in 1924 when Jack Cohen bought a shipment of tea from a Mr T. E Stockwell. It was a first owned brand by Tesco called Tesco Tea. The initials and letters were combined to TES from Stockwell and CO from Cohen, in 1929 Mr Cohen opened the first shop TESCO store in Burnt Oak, North London.
The brand continued its rise in the 1930, when Mr Cohen bought more land fallowing his expansion plan for TESCO. In 40s and 50s Tesco was the first to introduce sell-service and supermarkets. (Tesco.com 2019) It was the next step to be as close as possible to their customers and their needs, at the same time making TESCO a very revealing and modern company. However, at the same time it created opportunities to expand the offer more range of products and selling a wide range of products owned by its brand. Struggling with competition in the 60s Tesco bought out its competitors. After that supermarkets started to expand rapidly by selling more products in even larger stores. (Tesco.com 2019)
In1963 Tesco started giving stamps at the checkouts called “Green Shield.” For every, one pond spent in the store the customers were rewarded with stamps for their loyalty to the stores, it was a next brilliant marketing step aimed at keeping as many regular shoppers.
Not ceasing to develop in the 1970s, Tesco introduced a new product. They opened uo petrol garages by offering lower price using their own yards and become a larger independent petrol retainer. In the same years they were opened the biggest stores with all necessary products. In the 1980s, the company started a price competition lowering the prices of their products from 3% to 26%, becoming stronger competition for other companies. At the same time to their clients to encourage them to eat healthy by producing high quality products. (WINTERMAN, D.2013) This movement brought them closer to people and become part of society, Actions such as computers in school developed and maintained this image. In the following years, small local Tesco Express stores were created which eliminated others, who couldn’t compete with Tesco’s price.
In the meantime, the organisation has also developed its business introducing electronic products for sale. Actions with a new idea “every little helps” (Tesco, 2019) brought in about 1.3million new customers.
After 95s, there was an Expansion in Europe where a lot of new stores were opened. As a new investor the company was released from tax per 5 years and the cost of opening and keeping stores was very low followed lowest wages, rent cost of land and free taxes. At that time, a loyalty card Tesco club carol was created which brought extra 5 million new customers in just in the first year (Tesco.com, 2019), it is another example to meet the customers’ needs just like expanding the business to financial service offering credit carols and savings accounts.
From 2000s, extended offer by clothing added online shopping, also the club carol has new offers for a double up voucher, in 2010 the idea came into being their” putting the customer at the heart of everything”(WINTERMAN, 2013) and the next years the organisation focused on such inactivity’s as;
· Tesco value
· Tesco mortgages linked to club carol rewards
· 5p plastic bag and ecological reusable bags
· Supporting healthy eating at low prices 
· Support local communities with “green” spaces project.
(Marketing Mix Articles,2016)
Once again Tesco has shown that it is here like always and now for their clients, for society. The current company’s product portfolio included;
· Telephones & Tesco mobile
· Lite insurance & group security
· Tesco bank
· Food
· Electronics
· Clothing
· Financial service
· Pharmacy
· Tesco.com
· Information technology
· Online marketing- grocery, delivery free music download
· Property
It’s a wide range of products that include variety of choice ranging from brand regional produce, type international cuisine and other choices. (Tesco,2019) 








Current problems
Although Tesco is number one on the market do not forget that the threats are everywhere and even the strongest company can lose its position. Both, in previous years when for example, long appeared on the competition market selling household good at lower prices or in 2015 dropped sharply soaring profits or in these present times there appeared on the market large offering competitive companies such as Lidl, Aldi or Asda. Tesco has planned, communicated, monitored and reviewed previous attempts to resolve its problems.
The development history of Tesco and its main assumption all the time point to the fight for the client. The company always has this ability to meet the clients needs. In time of crisis their main policy also focused on the customer, according to Bhasin (2018 para).
In 2015 when the company lost 6.3 billion pounds, CEO Dave Lewis seeking the answer to the question what makes Tesco unique he said; “The customer is our number one priority, we have to remove any reasons for them to shop elsewhere. We have lots of people that shop with us, but they don’t do all their shopping with us. We need to give them all they want on one occasion and we do that by doing more of what makes Tesco unique” (Tesco,2019).
Followed these mains they decided to;
· Competitive products to rival supermarkets
· Decreased average basket price. Lower more stable pricing. Price monitoring scheme ensures customers never lose out on branded shops either.
· Invested more in what differentiates Tesco (F&F, Club carol)
· Differentiating its marketing at (Christmas the supermarket eschewed an emotional campaign of character, played by Ruts Jones and Ben Miller). It was risky, because not everyone finds the same things funny, but they feel that they’ve got a good platform and well continue to build on it.
· Putting a lot into digital and marketing the most of their media- less spending for channel media.(Marketing Mix Articles,2016)










SWOT Analysis- according to Liveplan,
“SWOT stands for Strengths, Weakness, Opportunities, and Threats. Strength and weaknesses are internal to your company that you gave some control over and can change. Opportunities and threats are external things that are going on outside your company, in the larger market” (Liveplan blog,2018)
Tesco SWOT Analysis
S-strengths
1. [bookmark: _Ref7107356]One of the biggest companies on the market
2. A hundred years of experience
3. Continuous development and success
4. Well-known brand with a large offer
5. Open to clients’ needs
6. Good quality of product for a good price
7. Well organised
8. Well trained staff
W-weaknesses
1. Cheap but not a cheaper
2. People are more likely to buy online than spend their time in stores
T-threats
1. Proposed merger of Sainsburys
2. Brexit- international food
3. Competitors
4. Large offers giving them more competitive compresence
O-opportunities
1. Find a gab at the market
2. Prepare for the suppliants
3. Compete with the country’s largest companies
4. Be the biggest and most looked up to company

Swot analyses are popular because of their case of use and flexibility in highlighting where project or business ideas are strong and where they are weak, this allows the business to see the bigger picture and act on how they can make their plans stronger rather than weaker. Tesco is a great example of this with their constant updates to the store.


References=#6
PESTLE ANALYSIS
The purpose of a deeper analysis of Tesco’s situation or the market it is used for the assessment of macro-environment (environment which indirectly affect business decision)
In which the business operates. Managers have to identify changes in macro-environment that influence their business decisions. These can be identified using pestle analysis. Swot analyses are popular because of their ease of use and flexibility in highlighting where project or business ideas are strong and or vulnerable and where there are opportunities to explore Tesco is the best example.
4. PESTLE ANALYSIS
The purpose of a deeper analysis of Tesco’s situation on the market it is good to use bustle analysis. It used for the assessment of macro-environment (environment which indirectly affect business decisions). Managers have to identify changes in macro-environment that influence their business decisions. These can be identified using PESTLE analysis. By understanding these extend environments organization can maximize the opportunities and minimize the opportunities and minimize the threats to the organization. (Morrison,2007)
P-Political
E-Economic
S-Social
T-Technological
E-Environmental
L-Legal
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TESCO PESTEL ANALYSIS
P+L+E= Political and Legal Economic
1) Brexit
After 2 years of referendum absolutely nobody knows anything’s Prolonged uncertain political situation affect the economics of the country. Endless discussions about staying or leaving the European Union and without knowing anything how to UK (if) will leave UE in caused uncertain economic situation and uncertainty about the future legal system in the country. The UK is the subject of jokes, emigrants from Eu going back home and foreign investors refrain from investments. this situation a threat to many, both large and small enterprises. A government may impose a new tax or duty due to which entire revenue generating structures of organizations might change. Political factors include tax policies, fiscal policy, trade tariffs etc. that a government may leave around the fiscal year and it may affect the business environment. Expecting a rise in the inflation rate of economy would affect the way companies price their products and services will affect TESCOS main ‘low price’.
Adding to that, it would affect the purchasing power of a consumer and change demand and supply models for the U.K. economy. Economic factors include inflation, rate, interest rates, foreign rates, economic growth patterns also account for the FDI (foreign direct investment).
Tesco have both external and internal sides could they could change, for example consumer law (act 2010) safety standards (EU HACAP), labour laws (residential, rises for work) barriers to entry and exit border regulations. The stages of depression at this moment of economy it my change to recession.
2) Competitions from Aldi and Lidl- with good quality of food.
Brexit will weaken them too as Tesco, because these companies’ tone from Germany. In addition, despite the risks, they have a much smaller product choice.









STAKEHOLDERS-The definition of stakeholders falla freeman is
“[…] any group or individuals who can by the achievement of an organisation’s objective.” (Freeman,1984)
Tesco mainly operates with the following stakeholders;
Primary stakeholders
1. Customers
2. Suppliers
3. Employees
Secondary stakeholders
1. Local community
2. Government
3. Media
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Stakeholder Analysis Model                                           References=#8 and #10
POWER/INTEREST MATRIX
[bookmark: _Hlk5990545](Adapted) (Menolelow 1991)
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TESCO POWER/INTEREST MATRIX


 LOW                                                      HIGH
	MINIMAL EFFORT
· Council
· Media
	KEEP INFORMEND
· Customers
· Suppliers
· Banks


	KEEP SATISFIED
· Government
· Community
	KEY PLAYERS
· Management
· Staff member
· Customers
· Suppliers
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Conclusion
Tesco is one of the previously unquestionable Master of Building success. It was the first company which understands that the use of loyalty with your consumers. Using the loyalty carol they didn’t only to increase the amount of money people would spend but about their shoppers.
Tesco was the first organisation that provided self-service and supermarkets, you could call Tesco a trend setter to other super markets. they were the first to create supermarkets, the first to introduce low-prices and the selling of own products as well as other companies’ products, they were the first to bring in self-service machines in their stores and later the first to bring in home delivery from supermarkets. As well as many different new things that we see in super markets such as the 3-pound meal deal.
Tesco has always had a good relationship with their customers and always giving them a large variety of goods. The threat of Brexit will affect Tesco and their ability to supply all goods to their customers, however other business may be much more effected by Brexit than Tesco as most of Tesco’s suppliers are from the UK.
The question that we are left with is “Can Tesco hold on to its customers?” from what it currently looks like. Yes, because Tesco keeps refreshing their stock introducing new deals every couple of months or new goods. One thing the also do every now and then (more than their competitors) they refurnish and clean their whole stores to keep hygiene. They also are improving their online services and keep making it easier for customers to use their goods.
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