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[bookmark: _Toc147991082]1. Introduction
TESCO is one of the oldest companies still operating in the retail sector of the United Kingdom's economy, having been founded in 1919. Jack Cohen established it, and he rose from having a stall in London's East End market to having success on a global scale (Wood and Newton, 2006). He is credited with having been the company's founder. An understatement would be made if one were to say that TESCO has been a bystander to the tectonic transformations that have reshaped the retail scene in the United Kingdom over the course of the last century. The history of the company's expansion from mom-and-pop grocery shops to national and international hypermarkets demonstrates the capacity of the company to adapt to the ever-changing retail landscape (Palmer, 2012). On the other hand, the previous few decades have been fraught with extraordinary challenges on account of the rise of e-commerce, the evolution of customer preferences, and the intensification of competition. Alterations in the dynamics of the market are only one piece of the puzzle; other challenges include disruptions in the supply chain, an increase in pressure from stakeholders, and an urgent need to prioritise sustainability (Mason, 2018). This article's goal is to provide readers with a comprehensive economic analysis of TESCO that is both based in the company's rich history and relevant to the difficult challenges the business faces in the present day.

[bookmark: _Toc147991083]2. Profit Maximisation Theory in TESCO's Context
A company's main objective, according to the maximisation of profits theory, should be to maximise profits while minimising losses. This is achieved by determining appropriate levels of production and pricing such that the sum of money earned from the sale of each unit of product is equal to the sum of money invested in its manufacture. Theoretically speaking, a corporation is in the best possible position when its revenue exceeds its costs by the largest conceivable margin.
TESCO's successful use of this idea is a major factor in the company's rise to the top of the UK retail business. TESCO, like other newly created enterprises, had to fight for its niche in the marketplace at first. This necessitated efficient cost management on the side of the company in addition to providing goods at fair rates. Cohen's well-known "pile it high and sell it cheap" approach is an excellent example of this principle in action. A strategy that emphasises volume above profit margins is implied, as is the case with economies of scale (Blythman, 2012).
On the other side, as TESCO grew, so did the difficulty of putting the maximisation of profits concept into effect. TESCO went through a period of profound change in the 1980s and 1990s. During this time, the firm expanded its product line and developed its groundbreaking Clubcard consumer loyalty programme (Simms, 2007). Each and every one of these initiatives was made with the end goal of increasing earnings. Increasing the number of items customers may buy during a single visit was one tactic used to reach this objective. Because of the Clubcard, TESCO was able to better understand its consumers' likes and dislikes, which allowed it to refine its offerings. If your products are better suited to the needs of your target market, you may increase sales and, perhaps, charge more costs for premium or tailored versions of your goods (Mason, 2018).
However, the current ramifications of the hypothesis that seeks to maximise profits for TESCO are more difficult to comprehend. At the turn of the century, problems with e-commerce, increased competition from discounters like Aldi and Lidl, and a more globalised supply chain all emerged. These variables had an effect on TESCO's income and expenses at the same time, but in different ways. For example, in order for TESCO to keep up with the growing competition from online shopping sites, the company had to make significant investments in its digital infrastructure. According to Smithers (2015), although these acquisitions were necessary for the long-term upkeep or growth of revenues, they had a detrimental effect on profits in the immediate term.
In addition to this, TESCO is now confronted with new challenges posed by a more diverse group of stakeholders. Customers, advocacy groups, and even investors in today's market place are beginning to place a greater emphasis on sustainable practises, ethical sourcing, and corporate social responsibility. These aspects cannot be disregarded, despite the fact that doing so would be in direct opposition to the objective of achieving the highest possible short-term profit. Ignoring them may pose a risk to long-term profitability (Hall, 2019), which may be jeopardised as a result of reputational issues, potential boycotts, or regulatory penalties.

[bookmark: _Toc147991084]3. Economic Analysis Informed by TESCO's Journey

[bookmark: _Toc147991085]A Century of Demand Dynamics
Throughout the course of the last century, TESCO has modified its business practises in order to better reflect the shifting economic principle of demand. From the time it was founded in the early 20th century, TESCO capitalised on the growing needs of London's metropolitan population by adapting its product lines to meet the demands of its customers (Davies, 1996). TESCO was able to do this because the population of London's metropolitan area was growing at a rapid rate. As education about health and wellness became more widespread among the general population in the 2000s, there was a discernible shift towards organic and health-oriented products in the marketplace. As a direct response to this, TESCO increased the variety of organic vegetables it offered and launched premium product lines with a particular emphasis on wellness (Smithers, 2015). As a direct result of the demand from customers, the corporation has made investments in environmentally responsible business practises and sustainable sourcing (Hall, 2019).
[bookmark: _Toc147991086]Market Structures and Competitive Challenges
TESCO has been around long enough to witness several distinct shifts in the way that different markets operate. In the beginning, the primary competitors that needed to be overcome were the neighbourhood grocery stores and department stores. In the latter part of the 20th century, supermarkets and hypermarkets like Sainsbury's and Asda began to change the landscape of retail in the United Kingdom. These stores are examples of supermarkets and supermarket chains. During the early 2000s, TESCO was forced to reevaluate their pricing strategy as a result of competition from discount retailers such as Aldi and Lidl (Palmer, 2012).
The proliferation of online shopping has given rise to a whole new level of competition. Amazon and Ocado are just two examples of online supermarkets that are giving traditional stores a run for their money. Recognising the need to adapt, TESCO launched its online platform and is continuously refining it to provide a shopping experience that is hassle-free for its customers through digital transformation (Mason, 2018). TESCO has also recognised the need to adapt its business model.
[bookmark: _Toc147991087]Supply Chain Innovations and Impediments
The efficiency of TESCO's supply chain has directly contributed to the company's growing success over the course of the company's history. When the company was still in its infancy, it placed a strong emphasis on local distributors to ensure that its products were always fresh and to reduce the cost of shipping (Blythman, 2012). However, as the company progressed and expanded into new markets around the world, its supply chain became more globalised. This diversification offered advantages in terms of cost and diversity, but it also presented challenges that needed to be overcome. As a result of recent global events such as political upheavals and the ongoing pandemic, there has been a reevaluation of local sourcing strategies as opposed to global sourcing strategies (Smithers, 2015).
[bookmark: _Toc147991088]Stakeholder Dynamics: Balancing Local and Global Pressures
As TESCO has expanded its reach from a regional player to a global powerhouse, the composition of its various stakeholder groups has undergone a substantial expansion. The decisions made by the company, which used to primarily have an effect on local markets and suppliers, now have repercussions all over the world. Although TESCO's global reach has provided the company with new opportunities in terms of market access and brand recognition, it has also produced a complex web of stakeholder expectations that the company's top management must navigate in order to be successful. It is necessary to take a sophisticated approach when making decisions (Hall, 2019), because problems that resonate with stakeholders in one market might not have the same level of importance in another market.
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[bookmark: _Toc147991090]Reasserting the Customer-Centric Approach
The key to TESCO's unprecedented success has been the company's ability to pay close attention to what its customers want. From its humble beginnings in Jack Cohen's East End market stall all the way up to its current status as a worldwide powerhouse (Davies, 1996), TESCO has always placed a priority on meeting the requirements of its customers. In light of the rapidly shifting retail environment and the increasing competition posed by both online retailers and discount stores, it is essential for TESCO to reestablish this customer-centric strategy as soon as possible. The report recommends making use of technological tools to personalise both in-person and online shopping experiences. By analysing the data collected from its Clubcard members, for instance, TESCO is better able to adapt to the shifting preferences of its customers (Smithers, 2015).

[bookmark: _Toc147991091]Striking a Balance Between Global and Local Supply Chains
TESCO's globalised supply chain has advantages in terms of cost savings and product variety; however, due to recent interruptions, it has also been revealed as a weak point in the system. After reevaluating its history of concentrating on local vendors, TESCO may decide to adopt a 'glocal' strategy to its supply chain (Blythman, 2012). When it comes to perishable goods in particular, this means cultivating closer ties with local suppliers and encouraging increased purchasing from local businesses. This approach would not only fulfil the growing demand for locally produced goods that adhere to environmentally responsible manufacturing practises, but it would also improve the capacity of the economy to withstand the effects of shocks emanating from other parts of the world. (Hall, 2019).

[bookmark: _Toc147991092]Enhancing Digital Capabilities
As a result of more and more people are doing their shopping online, TESCO needs to work on improving its digital capabilities. Although the company has made significant headway in this regard, there is always room for improvement. Investing in user-friendly interfaces, augmented reality shopping experiences, and efficient last-mile delivery systems could provide TESCO with a competitive advantage in this market. The fact that more and more grocery stores are starting to sell their products exclusively online is evidence that this hypothesis is correct (Mason, 2018).

[bookmark: _Toc147991093]Strengthening Sustainability Initiatives
TESCO has always been ahead of its time and has continued to break new ground throughout its history. Now that sustainability is more than just a slogan and more of a commercial necessity, TESCO needs to be at the forefront of the movement. Sustainable retailing is the future, and TESCO needs to be at the forefront of the movement. Procuring products in a manner that is conscientious is only one component of this overarching goal, which also encompasses lowering levels of waste and energy consumption and encouraging community engagement on the part of individuals. Although TESCO's recent pledge to achieve net-zero carbon emissions by 2035 is cause for optimism, the company will be in a better position to remain competitive and secure in the long run if it adopts a holistic approach to sustainability that takes into account all facets of the business (Hall, 2019).

Engaging with a Broader Stakeholder Landscape

As TESCO expands its operations into new countries, it will have more and more interactions with a diverse range of stakeholders, all of whom will have their own unique priorities and requirements. The decisions made by the company have repercussions for a diverse group of parties, ranging from the company's immediate neighbours and workers to more remote shareholders and lobbyists. In a world that is becoming more globalised, TESCO would be wise to take a more proactive approach to the involvement of its stakeholders, possibly guided by the early community engagement programmes that it has established. According to Smithers (2015), shared value initiatives may be propelled by frequent stakeholder engagements, open reporting, and collaboration with non-governmental organisations and community organisations.
As a result of the vast amount of experience it has accumulated over the years, TESCO is in an excellent position to deal with the complexities of the retail market that exists today. TESCO can ensure that it will continue to be relevant and maintain its leadership position in the sector by grounding future initiatives in the lessons it has learned from its history while simultaneously adjusting to meet the requirements of the present. These recommendations, which are founded on the history of the company, will assist it in moving forward in a manner that is resilient, sustainable, and centred on the customer's needs.
[bookmark: _Toc147991094]5. Conclusion
The retail industry as a whole has come a long way over the past century, and one example of this is TESCO's success. It first existed as a single stall in a market, but it has since expanded to the point where it now dominates retail markets all over the world. This achievement was accomplished in spite of intense competition and challenging economic conditions. Its path, which is full of strategic twists and new ideas, may have a lot to teach the general business world as a whole. The ability of TESCO to listen to and anticipate the requirements of its clientele as well as respond nimbly to changing market conditions has been the critical factor in the company's ability to endure for such a long time. The current state of the retail industry presents TESCO with a number of challenges as well as opportunities, including digital disruption, concerns regarding the environment, and a global supply chain that is constantly evolving. TESCO can better prepare for the future by looking back on its long and illustrious history and gaining insight from the lessons that its innovative spirit and openness to change have to offer. The long-term strategy that TESCO has outlined calls for a recommitment to the company's customers, the implementation of a strategic approach to maintaining a balanced supply chain, the enhancement of digital capabilities, the expansion of environmental activities, and the intensive involvement of stakeholder groups. The retail industry is continuously going through revolutionary changes, and the legacy of TESCO serves both as an inspiration and a guide for those working in the industry. The ability of TESCO to combine the knowledge it has gained over the course of its history with the most up-to-date information about the retail industry has contributed to the company's leadership position in the retail industry on a global scale. Because of its long and illustrious history, TESCO is in a strong position to help define the future of retail, despite the fact that there will be many challenges to overcome along the way.
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