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[bookmark: _Toc225521810]Section 1
[bookmark: _Toc225521811]1. Organizational Context and Overview
Established in 1919 by Jack Cohen, Tesco plc started as a small market stall in London, but it has developed into the largest grocery retailer and one of the best retail organizations in the world. Its mission focuses on being of service to its customers in terms of value, quality and convenience and the philosophy of Every Little Helps, which serves as the company’s strategic tagline and reflects its customer-focused culture and philosophy of constant improvement (MatrixBCG, 2025). The vision of the company is to make the life of customers easier by focusing on convenience, affordable prices, digital development, and sustainability, and trying to preserve and extend the leading role among competitors in the UK grocery market (Pestel-analysis, 2025) ⁠. The Tesco business model is built around a large physical store presence with the growing digital and online shopping experience alongside the significantly popular Clubcard loyalty program, which produces customer intelligence information and customized marketing opportunities (Reveal Intelligence, 2025).
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[bookmark: _l08i5jeuz9zs]Figure 1: Key Milestones in Tesco’s History (1919–2025)
The store formats that Tesco has are varied, such as big Tesco Extra hypermarkets and Tesco Express convenience stores, which enable it to meet the needs of various customers in both urban and rural locations (MatrixBCG, 2025)⁠. Its online shopping and fast delivery service, including “Whoosh”, and investments in technology in terms of automation and AI further diversify its revenue streams and operational efficiency (Pestle-analysis, 2025; MatrixBCG, 2025).  As a result, Tesco enjoys scale benefits such as high customer retention rates due to loyalty incentives, better supply-chain logistics, and buyer power with suppliers (Reveal Intelligence, 2025).
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[bookmark: _u0o189u3tmn1]Figure 2: Tesco Store Formats and Service Channels in the UK
The supermarket is in the UK grocery retail environment which is a highly competitive industry with low margins and rising digitalization. The position of Tesco is the most robust compared to other companies; by the beginning of 2025, Tesco controlled about 28.5 percent of the UK grocery market, the company’s highest market share in almost ten years, which indicates customer loyalty and the successful implementation of the strategies ⁠. Value pricing, specific efficiency savings, and product innovation that creates both volume growth and premium category growth have supported this leadership (Reuters, 2025) 
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[bookmark: _ueva1lhgi32h]Figure 3: Market Share of Major UK Grocery Retailers (2025)
The main competitors that Tesco may face are Sainsbury’s, Asda, Morrisons, Aldi and Lidl with their own strategy. Competition at Sainsbury’s is based on the quality and brand differentiation, Asda on price competitiveness, and German low-cost discounters Aldi and Lidl on low-cost private-label and low-cost operations (Reveal Intelligence, 2025) ⁠. 
[bookmark: _Toc225521812]2. External and Internal Environment Analysis
This section provides a critical analysis of the strategic environment of Tesco by analyzing the external macro-environment, industry forces, and organizational resources and capabilities. The discussion shows how the external forces influence strategic decision making and internal capabilities help in creating sustainable competitive advantage.
[bookmark: _Toc225521813]2.1 PESTEL Analysis of the External Environment
· Political Factors: The political factors play an important role in the strategic decisions of Tesco, especially regulations related to food and trade policy in the UK and the complexity of supply chain management in post-Brexit. After Brexit, the imposition of customs, regulatory differences, and labor issues in logistics made operations more expensive, and interrupted the reliability of suppliers (UK Parliament, 2021). To counter that, Tesco has diversified its supplier range, sourced more in the UK, and invested in supply-chain resiliency to minimize friction across borders (Tesco plc, 2023). 
· Economic Factors: One of the most prevailing external pressures on Tesco since 2020 is economic instability. The increasing energy prices, high inflation, and falling real household income have altered the conditions of consumer behavior with price sensitivity and value-based purchasing (ONS, 2023). To respond strategically, Tesco has intensified its cost-leadership aspects, widened price matching programs, and focused on in-house branded products, to maintain sales volume and safeguard margins (Mintel, 2024). 
· Social Factors: Social trends have significantly influenced Tesco strategic orientation in that the consumer expectations have shifted towards ethical sourcing, health and convenience. The consumer awareness on nutrition, sustainability, and corporate ethics in the UK has been on the increase, putting retailers under pressure to provide healthier products and clear supply chains (Euromonitor, 2024). In response, Tesco has revised own-labeled items in an attempt to cut down on sugar and salt, increased vegetarian items, and integrated moral sourcing principles into its purchasing approach (Tesco plc, 2024). 
· Technological Factors: The competitive strategy of Tesco is dominated by technological progress. The intensive investment in data analytics, online platforms, and technologies that the firm has made shows how strategic technology is in improving efficiency and customer interactions (McKinsey, 2022). The Tesco Clubcard loyalty program allows high-order personalization, advanced promotions, and forecast demand, which assists in making data-based decisions in the areas of pricing, inventory, and marketing (Deloitte, 2023).
· Environmental Factors: Green is now both a strategic opportunity and a constraint to Tesco. Compliance with regulations and the demands of stakeholders have increased the obligations to reduce carbon emission levels, minimize waste levels, and engage in sustainable sourcing (DEFRA, 2023). The aspirations of Tesco to realize net-zero emissions in its UK business by 2035 have affected the investment in renewable energy, optimization of its logistics, and the innovation of packaging (Tesco plc, 2024). 
· Legal Factors: The operational and strategic environment of Tesco is largely influenced by legal forces. The competition legislation in the UK proscribes anti-competitive pricing practices, which asserts that Tesco cannot develop aggressive price wars without any regulatory oversight (CMA, 2023). Moreover, the changing labor policies connected to the minimum wages, welfare of workers, and employment rights have added operational expenses to the retail industry (CIPD, 2024). 
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[bookmark: _ug5o7gb8a9xg]Figure 4: PESTEL Analysis of Tesco’s External Environment
[bookmark: _Toc225521814]2.2 Industry Environment and Strategy Issues
The grocery retail sector in the UK is typified by stiff competition, low margins, and low differentiation. Tesco is constantly competing on a price basis, especially with discounters Aldi and Lidl, whose low-cost bases allow them to continue undermining their traditional supermarkets (Euromonitor, 2024). This has been one of the competitive pressures that have compelled Tesco to fight back market share by matching prices and operational efficiency, which has compounded the compression of the margin.
Moreover, the online grocery business and speedy delivery services have reinvented the industry structure, where platforms are becoming increasingly relevant in competition (Mintel, 2024). The size and Omnichannel nature of Tesco is a benefit, whereas capital intensity of digital infrastructure causes strategic risk. All of these issues point to a necessity of Tesco to adopt a hybrid approach that will combine cost leadership with selective differentiation.
Five Forces Analysis of Porter-UK Grocery Retail Industry
Tesco is facing important strategic challenges through the competitive structure of the UK grocery retail industry, which can be demonstrated using Porter’s Five Forces.
[image: ]
[bookmark: _whk4dpaa7x0y]Figure 5: Porter’s Five Forces Applied to UK Grocery Industry
· Competitive Rivalry – High: The level of competitive rivalry in the UK grocery industry is extremely high because of the saturation of the market, the low product differentiation, and the price competition. Tesco is under constant pressure from traditional competitors like Sainsbury’s, Asda, and Morrisons, as well as the rapid growth of low-cost operating models of discount retailers Aldi and Lidl, which increases price competition and reduces profit margins (Euromonitor, 2024). 
· Buyer Power – High: The buyer power is high because consumers have low switching costs and are more sensitive to prices, especially in the cost of living crisis (Mintel, 2024). Presence of price comparison program and multi-retail options allows a consumer to put pressure on prices and promotional policies. The strategic response of Tesco has been to use its ecosystem of the Clubcard to make offers more personal and to build loyalty so that it controls its customer churn and in part controls buyer power.
· Supplier Power – Moderate: In the UK grocery market, the extent of supplier power is moderated by Tesco’s size and the volume of its purchases that allow this company to secure favorable conditions of the contract (Tesco plc, 2023). Nevertheless, Tesco has been limited in its capacity to exercise this power by regulatory needs to monitor its supplier treatment and rise in the cost of inputs, especially in agriculture and energy (CMA, 2023). As a result, Tesco will need to ensure a successful way of balancing cost management and ethical sourcing and long term supplier relationships.
· Threat of New Entrants – Low: This is also because the threat of new entrants is low as they need large amounts of capital, economies of scale, complex supply chains, and brand loyalty maintained by the existing players (Euromonitor, 2024). Such structural obstacles safeguard the market position of Tesco, although the barriers to entry are slightly low in niche markets due to digital platforms.
· Threat of Substitutes- Moderate: The threat of substitution is caused by other food consumption outlets, including convenience stores, online-only retailers, meal-kit systems, and food delivery systems (Mintel, 2024). Although these substitutes do not directly imitate full-service grocery retailing, they put the pressure on Tesco to improve ease, speed, and online services.
Strategic Implication
All the Five Forces analysis points to an industry that is structurally not appealing with margin perennial pressure. The capability of Tesco to maintain competitive advantage lies in its capacity to capitalize on scale efficiencies, customer engagement based on data and selective differentiation to counter the high rivalry and buyer power.
[bookmark: _Toc225521815]2.3 Internal Environment: Resources and Capabilities
The internal environment of Tesco indicates that the company has a solid resource base that supports its competitive position. Brand equity is one of the most significant intangible items, and Tesco is known throughout the UK market as one that is value, reliable, and accessible (Brand Finance, 2024). This is a brand strength that boosts customer loyalty and minimizes switching behavior.
A significant strength of operations is scale and logistics. Tesco has many stores, highly developed distribution facilities, and a built-in supply chain that facilitates the efficiency of costs and the speed of product delivery, which helps it in the physical and online store format (Tesco plc, 2023).
The bargaining power of Tesco is also enhanced by the relationship with suppliers, which gives it an opportunity to bargain, and secure continuity of supplies. Nonetheless, power imbalances are reputational risks that need to be governed by suppliers.
The Clubcard ecosystem has led to data analytics capability, which enables Tesco to use customer data to develop strategic insights to improve price accuracy, demand forecasting, and personalization (Deloitte, 2023).

[bookmark: _Toc225521816]2.4 VRIO Analysis and Competitive Advantage
The resources that Tesco possesses may be considered in accordance with the VRIO model to determine the sustainability of advantage.
· Valuable: Tesco Clubcard data ecosystem has been able to create a lot of strategic value for the company in terms of customer understanding, pricing, and marketing effectiveness.
· Rare: Loyalty programs are common in the industry, however, Tesco has significantly more longitudinal customer data and analytics capacity than most UK market rivals.
· Difficult to copy: It would take a long time, a lot of money, and learning by the organization to replicate Tesco’s data infrastructure, scale, and customer trust and experience.
· Organized: Tesco is organized and culturally adjusted to tap this resource using combined IT systems and analytics teams.
[bookmark: _52y71vgq89me]Table 1: VRIO Analysis of Tesco’s Resources and Capabilities
	Resource
	Valuable
	Rare
	Inimitable
	Organized
	Competitive Advantage

	Clubcard Data
	Yes
	Yes
	Yes
	Yes
	Sustained

	Supply-chain Scale
	Yes
	No
	Yes
	Yes
	Temporary

	Brand Equity
	Yes
	Yes
	No
	Yes
	Temporary


Consequently, the Clubcard data ecosystem becomes a long-lasting competitive edge, which helps Tesco be competitive in terms of retaining its customers and responding to competitive developments. Nevertheless, this benefit depends on the ongoing investment, ethical data management, and adherence to the changing data-protection laws.
[bookmark: _Toc225521817]3. CSR & Sustainability Objectives
One of the core parts of the strategic plan of Tesco is corporate social responsibility (CSR) and sustainability due to the regulatory pressure, expectations of stakeholders, and long-term commercial considerations. The fact that Tesco plans to become net-zero in its UK operations by 2035 is a huge strategic goal that affects the investment choices in renewable energy, optimization of transport and low-carbon store format (Tesco plc, 2024). 
The next outstanding sustainability goal is food waste reduction, and Tesco uses inventory management based on data, giving away surplus food, and partnering with suppliers to reduce waste in its value chain (WRAP, 2023). These measures are strategic in terms of cost effectiveness and image value but have limited impact due to structural inefficiencies in agricultural supply chains which Tesco has little control over. This is a restriction on how the minimization of waste can be converted to a long-term competitive advantage.
Ethical sourcing is another part of the Tesco CSR strategy, especially concerning labor practices, welfare of suppliers, and responsible sourcing. Though Tesco has enhanced governance control and transparency in its supply chain, critics assert that the asymmetric power between large retailers and suppliers poses a threat of eroding ethical undertakings in the times of cost inflation (CMA, 2023). This conflict illustrates the problem of the need to balance ethical sourcing and intense price competition.
Such community support programs as food donation and local employment programs have a positive influence on Tesco social impact and brand trust (Tesco plc, 2023). Nevertheless, the magnitude of these programs makes one question the cost/credibility complex, specifically in a situation where the CSR initiatives can actually be viewed as reputational buffering as opposed to structure altering. 
[bookmark: _Toc225521818]4. Balanced Scorecard: A Balanced Performance View
The Balanced Scorecard (BSC) offers an extensive platform for assessing the strategic performance of Tesco through the incorporation of both financial and non-financial indicators. With the structural pressures of the UK grocery industry, namely low margins, competition, and cost increase, a BSC allows Tesco to balance operational performance to long-term strategic goals instead of only targeting short-term financial performance (Kaplan and Norton, 1992; Deloitte, 2023).
[bookmark: _qgh55fxu306r]Table 2: Tesco Balanced Scorecard Overview
	Perspective
	Goals
	KPIs
	Initiatives

	Financial
	Cost-effectiveness, margin recovery
	ROCE, Cost-to-sales ratio
	Supply-chain optimization, brand growth

	Customer
	Loyalty, value perception
	Clubcard retention, NPS
	Personalized promotions

	Internal Process
	Supply-chain efficiency
	Inventory turnover, cost/unit
	Automation, forecasting, supplier collaboration

	Learning & Growth
	Digital adoption, training
	Engagement score, training spend
	Digital skill development, leadership programs


[bookmark: _Toc225521819]4.1 Financial Perspective
· Goal: Enhance the cost-effectiveness, recover and safeguard the operating margin.
· KPIs: Cost-to-sales ratio, operating margin, and return on capital employed (ROCE).
· Goals: Achieve gradual marginal recovery in the face of inflation pressure; long term reduction of cost based on efficiency programs.
· Strategic Initiatives: Tesco has focused on optimization of supply-chain, growth of its own brand and stringent capital allocation to offset the compression of margins due to price competition and inflation of input costs (Tesco plc, 2023).
Critical Analysis: These initiatives are price matching, though it is a strategy that restricts the potential to expand margin. The financial performance is thus very sensitive on how Tesco can convert the operational efficiencies to the sustainable profitability without compromising the brand value (Mintel, 2024).
[bookmark: _Toc225521820]4.2 Customer Perspective
· Goal: Enhance customer loyalty and strengthening of value perception.
· KPIs: Retention rate of participants in the club card, net promoter score (NPS).
· Goals: To have more customer loyalty and frequency of visits.
· Strategic Ideas: Tesco uses its Clubcard ecosystem to provide personalized promotions, targeted prices, and improved customer experience in the physical and digital channels (Deloitte, 2023).
Critical Evaluation: This is an evidence-based strategy that lowers buyer turnover and helps to counter high buyer power in the industry. But too much dependence on promotional incentives will also lead to customer training on the expectation of discounts, which could negatively affect the pricing power and the profitability in the long term (Euro monitor, 2024).
[bookmark: _Toc225521821]4.3 Internal Business Process Perspective
· Purpose: Improve supply-chain effectiveness, performance, and stability.
· KPIs: On-shelf availability, inventory turnover, cost per unit of supply-chain.
· Goals: Decreased inventories, enhanced accuracy of forecast, reduction of logistics expenses.
· Strategic Initiatives: Tesco has made investment in automation, enhanced forecasting analytics and increased collaboration with suppliers to enhance operational responsiveness, especially after the disruption by Brexit (Tesco plc, 2024).
Critical Analysis: These measures advocate the cost leadership and reliability of the services, which strengthen the competitive stance of Tesco. However, external shocks like labor shortages and regulatory changes constrain the gains achieved in supply-chain efficiency to some extent, making it impossible to have complete managerial control (ONS, 2023).
[bookmark: _Toc225521822]4.4 Learning and Growth Perspective 
· Aim: Become digital, train employees and adopt an adaptable organizational culture.
· KPIs: Score on employee engagement, adoption of digital capabilities, investment of training per employee.
· Goals: Increased operations productivity and greater digital literacy of workforce.
· Strategic Initiatives: Tesco has augmented investment in digital abilities training, leadership, and technology-powered working approaches that will facilitate data-driven decision-making and innovation (CIPD, 2024).
Critical Evaluation: This view lays the basis of all other aspects of the Balanced Scorecard since the key to continuous competitive advantage lies in human capital and organizational learning. The effect of learning investments can however be watered down by increasing labor costs and retention problems unless accompanied by efficient workforce engagement methods.
Overall Assessment
Tesco Balanced Scorecard, on the whole, shows a good strategic alignment of the firm in financial discipline, customer focus, operational efficiency, and long term capability development. The framework emphasizes that the success of Tesco depends on achieving the balance between the short-term pressure of costs and long-term investment in the people, data, and processes. The Balanced Scorecard when well incorporated contributes to the strategic coherence and helps Tesco to stay competitive in a structurally difficult industry.
[bookmark: _Toc225521823]5. Strategic Choices & Implementation
The strategic decisions of Tesco can be regarded as a hybrid business and corporate strategy, which aims at maintaining the competitive edge in the UK grocery retail market and also copes with the risks of structural pressures, digital upheaval, and socio-economic uncertainty.
[bookmark: _Toc225521824]5.1 Business-Level Strategy
At the business level, Tesco is engaged in a combination of cost leadership and differentiation. Cost leadership is also largely realized by matching price with competitors, operational effectiveness and supply-chain optimization, which allows Tesco to stay competitive in the pricing environment with the discount competitors like Aldi and Lidl whose operations are highly efficient and consequently offer a high level of pricing pressure (Euromonitor, 2024). This strategy can be backed by the growth of the brand and the economics of scale, and Tesco can provide products that would be based on values, without further depleting margins (Mintel, 2024).
At the same time, Tesco has been able to differentiate by quality products and service excellence and its diversified range of products. Premium and health-conscious ranges development and investments in technology-based services like personalized Clubcard offers allow Tesco to appeal to multiple customer groups and increase brand loyalty (Deloitte, 2023). This two-prong approach reduces the threats of severe price-driven competition and utilizes the data analytics strengths of the firm and brand equity as the sources of sustainable advantage (Tesco plc, 2023).
[bookmark: _Toc225521825]5.2 Corporate-Level Strategy
On the corporate level, Tesco has a UK-based market strategy and has realized the maturity and scale of the domestic grocery market as its core competitive arena. This concentration helps enterprises to control operations, brand equity, and regulatory standards and invest in digital activities tailored to increase performance and customer experience (Pestel-analysis, 2025).
Tesco has a perfect international exposure control as one of their strategies in the international market to minimize the risks through select markets like Ireland and Eastern Europe, which will overextend the company, but will be able to capture incremental growth opportunities. Digital investment that includes online platforms, automated warehouses, and predictive analytics also ensures the corporate strategy. These programs support business-level differentiation and business-level cost leadership efforts through enhancing customer interaction, minimizing wastefulness, and optimizing inventory control (McKinsey, 2022).
[bookmark: _Toc225521826]5.3 Evaluation of Factors of Implementation
Implementation of these strategies requires a sound change management. Digitization and integration of the Omnichannel transformation of Tesco needs cultural changes, training sessions, and involvement of staff to get them to resist the changes and entrench the new ones (CIPD, 2024). History shows that poor change management may negate the performance of operations and lower the level of employee buy-in especially with over 300,000 employees in the UK.
This is essential because the hybrid approach of Tesco is based on the balance between the cost discipline and innovation and customer-focused service. Having consistency between the leadership directives, store-level practices and digital team’s increases cohesion, aids strategic consistency and helps to reduce the risk of fragmented execution (Kaplan and Norton, 1992).
The execution risks are that margin will be killed by competition, supply chains will be volatile and caused by geopolitical or regulatory developments, and cost will be the financial aspect of maintaining the investments in technology. Additionally, there are privacy and ethical threats associated with strategic over-dependence of data-driven differentiation and strong governance systems are required (Tesco plc, 2024).
All in all, the strategic decisions at Tesco show a complex combination of business- and corporation-level factors, a balance between cost-effectiveness and differentiation, consolidation of the domestic market with a controlled amount of internationalization, and the technological and cultural and operational fit. 
[bookmark: _Toc225521827]6. Strategic Reviewing and Advice
[bookmark: _Toc225521828]6.1 Strategic Analysis: SWOT Analysis
A SWOT analysis is critical and shows the present strategic position of Tesco and gives actionable recommendations.
· Strengths: Tesco has a high-level brand equity and market dominance in the UK, with 28.5 percent market share as of 2025, high customer loyalty by the Clubcard program, and highly effective supply-chain and logistics (Brand Finance, 2024; Tesco plc, 2023). Its hybrid cost leadership and differentiation strategy enables it to compete with the discount retailers and maintain its premium segments at the same time. 
· Weaknesses: Tesco has been experiencing compression in margins as Aldi and Lidl pressurize it with their low prices despite being a bigger company. Excessive dependence on the promotion strategies can decrease the long-term pricing power, whereas the complicated supply chains are susceptible to the labor shortages and post-Brexit disruption (ONS, 2023). Moreover, the CSR activities undertaken by Tesco are ambitious, but, at the same time, risks of greenwashing and unequal implementation exist, which may affect the trust towards the stakeholders (Tesco plc, 2024).
· Opportunities: Increasing demand of healthier, sustainable and plant-based products correlates with the ethical sourcing and sustainability goals of Tesco. Further potential opportunities to expand loyalty and basket size are in expansion of digital or personalized marketing of Clubcard through Clubcard analytics powered by AI. Narrow international growth and supply chain and operations automation also offer opportunities of operational scalability and margin development (McKinsey, 2022).
· Threats: The pricing and differentiation strategy of Tesco has been challenged by intensive competition rivalry especially with the entry of discounters and online groceries only. Buyers are more sensitive to economic strains, such as inflation and crises in the cost of living, and the regulatory landscape in the environmental and labor legislation is becoming more demanding (CMA, 2023).
[bookmark: _Toc225521829]6.2 Ansoff Matrix Reflections
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[bookmark: _wxjfan2c95zq]Figure 6: Strategic Options Using Ansoff Matrix
· Market Penetration: Build on UK market share by developing loyalty programs, intensive promotions, and store line breaks.
· Product Development: Implement sustainable and plant-based as well as low-carbon own-label products, according to the goals of CSR.
· Market Development: Selective and limited international markets: Selective and controlled entry into international markets to minimize risk and maximize on operational expertise.
· Diversification: Not a lot of diversification into technology-enabled services, including AI-based delivery or subscription services, to supplement core grocery operations.
[bookmark: _Toc225521830]6.3 Strategic Recommendations (SMART)
Professional AI Personalization.
· Specific: Extend AI-based Clubcard analytics to offer hyper-personalized offers.
· Measurable: Raise the loyalty engagement by 10 percent in 12 months.
· Achievable: Takes advantage of available data infrastructure and analytics departments.
· Relevant: Reduces the high buyer power and increases differentiation (Deloitte, 2023).
· Time-bound: Next financial year implementation.
[bookmark: _Toc225521831]6.4 Low-Carbon Private Labels
· Specific: Establish a portfolio of own-label goods that are proven to have low-carbon footprint.
· Measurable: Within 24 months, increase sustainable lines to 15% of total revenue in the form of private-labelled products.
· Feasible: Consists with current CSR policy and partnership with suppliers.
· Relevant: Strengthens brand image, deals with environmental regulatory pressure (Tesco plc, 2024).
· Time-bound: Two-year gradual implementation in stores in UK.
[bookmark: _Toc225521832]6.5 Supply-Chain Automation
· Specific: RPA and AI-driven forecasting in all distribution centers.
· Measurable: Within 18 months, decrease logistics cost per unit by 5 percent, and inventory turnover by 10 percent.
· Achievable: Resumes previous digital investment and operational size.
· Relevant: Enhances cost leadership, reduces Brexit-related disruption, and makes it more resilient (McKinsey, 2022).
· Time-bound: Within 18 months.
By integrating AI personalization, sustainable private labels, and supply-chain automation, Tesco can sustain competitive advantage, respond to competitive threats, and reinforce long-term profitability while aligning with CSR and digital transformation objectives.
[bookmark: _Toc225521833]7. Conclusion
Conclusively, this report has critically analyzed the strategic position of Tesco PLC taking into consideration its internal capability and the external environment in which it operates. Based on the strategic management models like the PESTLE, VRIO, SWOT, Balanced Scorecard, and the Ansoff Matrix, the analysis reveals that Tesco has been able to sustain the competitive position in the UK retail industry due to its expansive network of stores, good brand name, well-built supply chain and a growing emphasis on digital retailing. The company however, has a number of strategic challenges such as high competition initiated by the retail stores such as Aldi and Lidl among others, the increase in operation cost and the changing consumer expectations. All these pressures dictate that Tesco always needs to innovate, improve operation effectiveness and the customer value proposition. The competitive edge of Tesco can be maintained by the strategic suggestions in this report, such as investing in digital transformation, sustainability efforts, and innovation that is more customer-focused.


[bookmark: _Toc225521834]Section 2: Reflective Account

Gibbs Reflective Cycle (1988) was used
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[bookmark: _urjbegjzweqm]Figure 7: Application of Gibbs Reflective Cycle in Tesco Strategic Analysis
[bookmark: _Toc225521835]1. Description
This review essay is based on the process of writing a strategic management report on Tesco, including the use of strategic models, data collection and analysis, and incorporation of AI tools in an ethical way. In the project, there was a requirement of the choice of an organization that possesses adequate strategic complexity, analysis of the external and internal environment, CSR, Balanced Scorecard performance, strategic options, and actionable recommendations. 
I selected strategic models such as PESTEL, Porter’s Five Forces, and VRIO to ensure a structured and theory-driven analysis, as these frameworks are widely recognized for evaluating external pressures and internal capabilities. The reason for using multiple models was to avoid a narrow perspective and to develop a comprehensive understanding of Tesco’s strategic position.
The essential steps followed are: (1) the selection of Tesco as an appropriate case study based on the leadership in the UK market and the availability of valuable strategic data; (2) the critical analysis of the external environment through the use of PESTEL and Porters Five Forces; (3) the analysis of the internal resources and capabilities through the use of VRIO; (4) the connections between CSR and sustainability initiatives and strategic results; (5) the construction of a Balanced Scorecard; and (6) the creation of strategic choices, evaluation, and recommendations. There was a need to be very careful in each stage of deciding on what models to use, how to critically interpret data and how to be academic.
[bookmark: _Toc225521836]2. Feelings
To begin with, I was excited and apprehensive. The excitement was due to the chance to analyze a genuine market leader in the United Kingdom and implement advanced frameworks of strategy at level 7. This was challenging because it was hard to synthesize various models, work with recent (2020-2025) data, and make sure that it is critically analyzed and not described. The application of AI tools was both a relief and the warning: relief because the summarization and reference organization saves time, and the warning because of the ethical obligation to not use AI-written material as core analysis to ensure the originality and personal contribution.
Feelings were changed to confidence as the project moved on, especially where trends among Tesco internal capabilities in relation to external pressures were realized. The combination of VRIO insights with Balanced Scorecard metrics and the implementation of CSR considerations contributed to the feeling of accomplishment that was created after developing coherent, theory-informed suggestions that were also practical.
[bookmark: _Toc225521837]3. Evaluation
The strategic models applied were mostly efficient in the structuring of analysis. PESTEL gave an insight into macro-environmental factors and Porter’s Five Forces showed the competitive factors in the UK grocery industry. VRIO provided an understanding of the sustainability of the Tesco competitive advantage especially its Clubcard regime and supply-chain potential. The analysis of the Balanced Scorecard enabled the incorporation of non-financial as well as financial indicators, which helped to carry out holistic assessment.
However, challenges emerged. PESTEL also ran the risk of being descriptive; I had to make each of the factors critically connected with strategic decision-making. There was a discrepancy in the data available on different sources, particularly CSR metrics and financial forecasts, which needed to be carefully triangulated and judged. Also, practicality of the recommendations required theoretically sound and practically viable recommendations could only be achieved through refinement. Nevertheless, the systematic reflection and constant improvement were improved through the systematic approach offered by Gibbs cycle in spite of these challenges.
[bookmark: _Toc225521838]4. Analysis
This project has made critical thinking achieve a lot. The strategic theory informed model selection: PESTEL and Porter’s Five Forces represented environmental pressures, VRIO represented resources that could be used to create a sustained advantage, and Balanced Scorecard related strategy and measurable performance results. The mix of the models promoted the assessment beyond the superficial observations, and it allowed me to question the contradictions between cost leadership and differentiation, digital investment and labor costs, or the ambitions towards sustainability and financial limitations.
The issue of data challenges was also observed as conflicting numbers of market share between the sources or a lack of understanding of operative KPIs, which emphasized the necessity to cross-check various sources and assess their credibility. I learnt to differentiate between descriptive and analytical evidence and synthesize what can be done and not the repetition of information.
The use of AI in learning was also influenced by its ethical aspects. AI helped in summarization of scholarly materials, grammar and readability, and reference organizing. Most importantly, I made sure that all the content, interpretation and evaluation of the analytical process were my creation. This reaffirmed the concept of AI as an assistant tool and not a replacement of critical thinking, which is in line with the academic integrity principles.
The selection of each model was intentional. PESTEL used to understand macro-environmental pressures, while Porter’s Five Forces helped analyze industry competitiveness and profitability constraints. VRIO was applied to evaluate whether Tesco’s resources could generate sustained competitive advantage. I used the Balanced Scorecard to link strategy with measurable performance outcomes, ensuring that my analysis moved beyond theory into practical implications. This approach allowed me to critically connect “what the company faces” with “how the company responds,” which is essential in strategic management.
[bookmark: _Toc225521839]5. Conclusion
In general, the project improved my skills in transferring strategic management theory to the complex organizational environment. I acquired abilities of selecting the right model, critical review, interpretation of data, and the synthesis of insights into the coherent strategic recommendations. Data quality issues and model integration revealed the importance of critical thinking and responsible and reflective academic practice was supported by the use of ethical AI. I also felt confident about how to connect theory to practice and I was able to produce a report that matched the Level-7 requirements, both in terms of depth of analysis and practical applicability.
[bookmark: _Toc225521840]6. Action Plan
To continue on my strategic management competencies:
· Model Application: Exercises Practice combining several strategic models at the same time, making sure that none of them informs conclusions based on description.
· Data Management: Attract higher levels of data triangulation abilities and knowledge of the UK retail industry databases in order to eliminate reliance on secondary data with inconsistencies.
· Critical Analysis: Keep on questioning assumptions, think of alternative views and support recommendation with evidence and theory.
· Ethical Use of AI: Keep AI as an efficiency and clarity system and protect originality and personal insight, have AI support documented where it is needed.
· Reflective Practice: Embark on a practice of structured reflection (Gibbs or Kolb) on future projects to become a better learner, decision-maker and skill developer.
I will practice combining multiple strategic models to improve my ability to generate deeper insights rather than isolated analysis, as this will strengthen my critical thinking and help produce more integrated strategic recommendations in future assignments.
Given this action plan, I would like to improve strategic reasoning, research rigor and reflective capability to be prepared to undertake future organizational analysis tasks and leadership issues in strategic management settings.
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