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Section 1
[bookmark: _Toc223791281]1. Organisational Context and Overview
Tesco is a major retail organisation in the world and the major supermarket chain in the United Kingdom. Tesco was founded in 1919 by a jack Cohen in London as a small market stall which sold groceries (Tescoplc, 2026).
[image: ]
Figure 1: logo representation
(Source: Tescoplc, 2026)
The growth of the company was very fast by strategic acquisitions, internationalization and diversification into various formats of retailing. Tesco has today 5040 stores in various countries, and thousands of customers are served on a weekly basis. Affordability, convenience, and innovation of the operations have contributed to the growth of the organisation in terms of retail (Statista, 2025).
[image: ]
Figure 2: Number of stores worldwide
(Source: Statista, 2025)
The mission of Tesco is to strive to serve its customers better day in, day out. The vision of Tesco is to be the most trusted retailer by delivering good products at competitive prices and good service to its customers. The company has a customer-based business model that combines the physical retail outlet with online platforms like online grocery delivery services, mobile applications. Tesco is a retailer of groceries that has further ventured into other areas of service provision, and these include financial services, telecommunications, and online markets (Stecuła et al., 2024). It has a business model that focuses on cost-efficiency, effective supply chain management, home brand products, and customer intelligence with the help of loyalty programmes.
[bookmark: _Toc223791282]Tesco Competitive advantage in the UK market has a competitive advantage in the UK market due to its status as the most dominant competitor in the UK market as a leading grocery retailer with a high market share in the UK supermarket market. Its strong competitive advantage has been its extensive store network, established structure of the supply chain, data analytics and established brand name (Hu et al., 2025). Besides, Tesco has emphasized its position in the market by investing in digital transformations, sustainability initiatives, and customer loyalty programmes.
Its long history, focus on the customers, and the magnitude of its operations have assisted Tesco in continuing to have a highly competitive presence in the world retail market. But redefining consumer behaviour, unstable economic times, and increasing competition with the low-budget stores. Tesco must continually redefine its strategies so that it can always maintain the leadership position in which it can enjoy long-term, sustainable growth.
2. External and Internal Environment Analysis
This part critically examines the external and internal environment of Tesco to know how the organisation keeps its competitive status in the retail market. The strategic management models, including PESTEL and VRIO, are implemented to analyse the macro-environmental factors and the internal strengths that determine the Tesco strategy and long-term performance.
[bookmark: _Toc223791283]2.1 PESTEL Analysis
The PESTEL analysis talks about the political, economic, social, technological, environmental, and legal issues that impact on organisational strategy. These aspects influence decision-making, organisational performance, and market competitiveness in the case of Tesco to a significant extent (Hysa and Mularczyk, 2024).
[image: What is PESTLE Analysis? Everything you need to know about it title banner]
Figure 3: Pestel Analysis
(Source: Pathak, 2020)
Political factors
Government policies that involve taxation, trade, and food standards have a direct effect on the operation of supermarkets. Regulatory establishments in the United Kingdom influence Tesco in line with its strategic decisions with regard to pricing transparency, consumer protection and healthy competition. There are also the changes of the post-Brexit agreements on trade and supply chains which have also influenced the prices of imports and logistics. This has forced Tesco to change its supply chain strategies and strengthen its relationships with local suppliers to limit the disruption that may occur.
Economic factors
The consumers are price-sensitive, and they require value-for-money products in inflationary times or when the economy is on a downward trend. Supermarkets in the retail industry have subjective competition in terms of price. Retailers such as Tesco are burdened by inflation and the increasing cost of operation, such as transportation, energy, and labour.
Social factors
Tesco is highly affected by dynamic consumer lifestyles and demographics and this has affected the business strategy. The modern customer is more focused on convenience, health and sustainability. The online shopping and the services of home delivery have heightened their demand at a high rate especially after the global pandemic period (Li et al., 2022). This has prompted Tesco to increase its online grocery and enhance its digital shopping platforms. Also, consumers have become healthier, and the demand for organic, plant-based, and ethically produced goods has gone up. Tesco has thus increased its scope of food health and introduced sustainable product lines to meet the expectations of consumers.
Technological factors 
Technological innovation in the retailing industry is a shifting trend. Digital transformation assists supermarkets in improving operational efficiency, customer experience, and data analytics opportunities (Wolniak et al., 2024). Tesco has also invested heavily in such new technologies as automated supply chain management, automated checkout counters, and data-driven marketing initiatives. Customer data is also used by the company in personalising promotions and enhancing customer interactions by using customer data in loyalty programmes such as Tesco Clubcard. Also, predictive analytics and artificial intelligence are used to enable Tesco to optimise inventory and minimise food waste.
Environmental factors 
The retail sector has become highly concerned with sustainability. Companies are expected to diminish the environmental impact and be responsible to the governments, customers, and other stakeholders. Some of the sustainability programs that Tesco has adopted are the reduction of carbon emissions, minimisation of plastic packaging, and ensuring its stores and distribution centres run efficiently in terms of energy consumption (Das et al., 2025). Supply chain decisions are also affected by environmental issues, leading Tesco to use suppliers that are sustainable and ethical. 
Legal Factors 
[bookmark: _Toc223791284]The legal laws affect various operations at Tesco, which include employment law, food safety laws, and consumer protection laws (Todd, and Faour-Klingbeil, 2024). There should be faithfulness to labour standards and food quality requirements to ensure that the trust is supported towards the customers and to prevent risks of legal action. Moreover, the laws on data security and e-commerce influence the Tesco internet shopping business. By following the rules of the law, the company guarantees the stability of its operations and the preservation of its reputation in a competitive environment.
[bookmark: _Toc223791285]2.2 Strategic Challenges and Critical Success Factors.
The supermarket industry is characterised by a lot of competition at Tesco. Cost efficiency and competitive pricing are some of the biggest factors in the retail industry. The competitiveness in terms of prices is needed, as the customers are likely to compare prices of supermarkets (Susanto et al., 2023). Tesco has developed a strong supply chain and positive correlation with its suppliers so that it can manage cost since it offers quality products.
Other success factors are customer loyalty and brand reputation. Tesco supports the loyalty programme that allows keeping the long-term relations with the consumers, as well as frequent customer service (Stecuła et al., 2024). To continue to exist in the market where there are many substitutes, it is important to retain customers and be trusted and satisfied.
Technological innovation and digital transformation are also one of the key success factors. Retailers that are successful in implementing digital technologies will be able to streamline their operations and offer better customer experience through online shopping platforms, mobile apps and tailored marketing strategies.
There are several strategic problems at Tesco. Among the most important ones is the increasing rivalry of the retailer with the discount stores such as Aldi and Lidl that use such a strategy to attract price-sensitive consumers. 
The other difficulty is the rising price of operation regarding supply chains disruption, the price of energy, and labour salaries. These aspects reduce the profitability and need quality cost management measures. Additionally, Tesco must maintain a continuous change in line with the change in consumer behaviour like the increasing popularity of online shopping, sustainable products, and healthier foods.
2.3 Internal Environment: Capabilities, Resources, and Core Competencies.
Tesco uses several internal resources and capabilities to sustain its strategic goals to remain a leader in the market. The network of stores and distribution infrastructure is also one of the core competencies of Tesco. The company has thousands of stores in various formats, which include hypermarkets, supermarkets, and convenience stores. 
Supply chain management is another capability. Tesco has established very effective logistics and inventory management systems, which have guaranteed the availability of products and minimised the operational expenses (Sorooshian et al., 2022). Good connections with suppliers also enable Tesco to negotiate good prices and ensure that there is a constant quality of products.
Another core ability is data analytics and customer insights. Tesco gathers rich customer information through customer loyalty programmes and online channels that enable the company to grasp the buying behaviour and strategise its business to meet the needs of the customer. Tesco can use this ability to enhance customer satisfaction and loyalty.
The brand reputation and leadership Tesco has in the market is also a competitive advantage. The company has gained a great brand recognition through decades of quality services, affordable prices, and the constant quality of its products (Singh et al., 2023). Such a reputation leads to customer confidence and dominance.
[bookmark: _Toc223791286]2.4 VRIO Framework Analysis
The VRIO model assesses the sustainability of competitive advantage of the resources and capabilities of an organisation against four criteria, which include value, rarity, imitability and organisation.



Table 1: VRIO Analysis Table
	Value

	The resources of Tesco that include the supply chain infrastructure, customer data systems, and good brand image are value-creating resources that enhance the efficiency and cost reduction as well as customer experience (Chowdhury, 2025). The abilities allow Tesco to provide competitive prices and convenient services to the customers.


	Rarity

	Certain assets that Tesco has are not very common in the retail sphere. To illustrate, the vast customer information created by means of the Clubcard loyalty programme is informative that cannot be easily duplicated by many of the competitors. This data will enable Tesco to create specific marketing strategies and enhance customer interaction.


	Imitability

	Although some of its resources, including network of stores, are replicable in the long run, broadcasting the system of the integrated supply chain and data analytics of Tesco is a costly and skill-intensive endeavor. Competitors cannot completely imitate the strategic advantages of Tesco due to its combination of the size of its operations, technology, and brand reputation (Wolniak, et al., 2024).


	Organisation

	Tesco uses its resources well due to its organisational structure and management systems. The company has also invested in modern technology, effective logistics processes and highly qualified employees to leverage optimum value out of the capabilities of the company. This is because Tesco can use these organisational factors to mobilise resources successfully to sustain competitive advantage.




[bookmark: _Toc223791287]2.5 Competitive Advantage and Internal Strengths.
The internal strengths of Tesco also play a significant role towards its capacity to sustain a good competitive position in the retail market. This is because effective supply chain management will enable the company to sell at competitive prices and still maintain profitability. Simultaneously, customer insight enabled by data assists Tesco to tailor marketing efforts and enhance customer loyalty.
The huge network of Tesco stores offers the convenience and accessibility of the products to the customers which is a great force in the market. The incorporation of technological advances in the retail process has also improved responsiveness of the company to evolving consumer tastes especially in the increasingly popular online shopping cum groceries market. All these strengths help Tesco maintain competitive advantage amidst the high competition and economic uncertainties. 

[bookmark: _Toc223708808][bookmark: _Toc223791288]
3. CSR and Sustainability Objectives 
Corporate Social Responsibility (CSR), as well as sustainability, has become part of the overall strategic management of Tesco (Ocran, 2023). Tesco has realised the need to work responsibly in a balance between economic performance, social, and environmental responsibilities. The CSR agenda by the company targets minimising environmental effects, the community, and ethical sourcing throughout the supply chain.
The attainment of net-zero carbon emissions in its operations is one of the main sustainability goals that Tesco has for 2035 (Wright and Nyberg, 2024). Tesco has invested in renewable energy, low-carbon logistics, as well as energy-efficient store designs to accomplish this goal (Olarewaju, et al., 2024). The company has introduced electric delivery vehicles as well as energy-efficient refrigeration systems in most of its stores (Terzis and Gotzamani, 2025). Such initiatives also assist in minimising the cost of operation as well as making the environment sustainable.
Reducing food waste and responsible consumption are other important CSR priorities. Tesco has established various efforts to reduce the amount of food waste such as collaboration with charities and food redistribution schemes (Tescoplc, 2024). Excess food from Tesco stores is donated to community organisations which can then be used to assist vulnerable populations. 
Sustainable sourcing and an ethical supply chain is another aspect that Tesco insists on. The firm collaborates with the suppliers in order to promote fair labour practises, responsible sourcing of raw materials, and environmental standards. It has activities on sustainable agriculture and responsible procurement of seafood. Tesco is also involved in community support and social development projects (Tescoplc, 2024). 
[bookmark: _Toc223708809][bookmark: _Toc223791289]4.  Comprehensive and Holistic View of the Organisation (Balanced Scorecard) 
[image: ]
Figure 4: Balanced Scorecard
(Source: Madsen, 2025)
Balanced Scorecard is a strategic performance management tool that was invented by Robert Kaplan and David Norton to assess the performance of an organisation both financially and non-financially. This model helps organisations to bring operational activities to meet strategic goals, through analysis of four main perspectives, namely financial, customer, internal business processes, and learning and growth ‌ (Fabac, 2022). The Balanced Scorecard application to Tesco can give a picture of how the company measures and manages its strategic performance.
[bookmark: _Toc223708810][bookmark: _Toc223791290]4.1 Financial Perspective
The financial perspective emphasises the financial performance of the organisation and how it can build sustainable profitability. In the case of Tesco, the primary financial goals are to enhance the growth in revenues in last year, £69.9bn total revenue has achieved in UK market share sales value is 28.3%, Tesco has launched 1,000 new products, implement competitive pricing policies, and increase the profitability in general. The Tesco company is working in a very competitive retail market wherein cost efficiency is of the essence. Thus, the company is concentrated on efficiency in the supply chain activity and cutting the operating expenses to ensure competitive prices. Tesco has total 18 million app users worldwide (Tesco, 2025). Some of the strategic plans that Tesco uses to attain these goals are increasing products in its own label with the aim of reducing cost, efficiency in its operations and investments in digital retailing to help it carry out online grocery sales.
[bookmark: _Toc223708811][bookmark: _Toc223791291]4.2 Customer Perspective
The customer perspective looks at how Tesco generates value for its customers and the good relationship that the organisation has with its customers. The first priority of Tesco is to improve customer satisfaction through the provision of quality products at fair prices Up to £392 annual saving per customer with clubard prices (Tesco, 2025). The company has come up with different approaches to create customer loyalty and enhance the shopping experience. The main indicators of performance in this dimension are the level of customer satisfaction, customer retention and the increase in loyalty programme membership. Tesco is also concerned with enhancing convenience via its online grocery and home delivery product. 
[bookmark: _Toc223708812][bookmark: _Toc223791292]4.3 Internal Business Process Perspective
The internal business perspective is concerned with enhancing operational effectiveness and proper management of the supply chain. Tesco has a complicated system of distribution, which needs effective logistics, inventory control, and coordination of suppliers. The major goals within this area are to enhance the efficiency of the supply chain, minimise food waste, and increase the availability of products in stores. Some of the performance indicators can be the inventory turnover rates, the efficiency in the delivery and the availability of the products. Tesco has adopted data analytics and digital solutions in order to streamline its supply chain operations. The technologies enable the company to better predict demand by eliminating the shortage of stock, and eventually, the company will be able to increase its operational efficiency and customer satisfaction.
[bookmark: _Toc223708813][bookmark: _Toc223791293]4.4 Learning and Growth Perspective
The learning and growth perspective is concerned with building organisational capabilities, skills and innovation of the employees. Tesco understands that the employees are very important in the delivery of customer value and operational excellence. The areas of interest one can note are employee training programmes, innovation culture promotion, and employee engagement enhancement. Tesco focuses on developing employees and digitisation as a strategy to establish long-term organisational capabilities, which will help it to achieve strategic growth. This view ensures that the organisation constantly revises its operations to suit the dynamic market conditions, to remain in constant competition in the retail sector.
[bookmark: _Toc223708814][bookmark: _Toc223791294]5. Strategic Choices and Implementation 
The strategic decisions are vital in defining how an organisation attains the competitive advantage and growth in the long term. In the case of Tesco, the strategic decisions are arrived at both at business level and corporate level to optimise sustainable performance in the ever competitive retail business.
[bookmark: _Toc223708815][bookmark: _Toc223791295]5.1 Business-Level Strategy
On the business level, Tesco is mainly following the cost leadership strategy, which was coined by Michael Porter. Cost leadership is a strategy that entails attaining a competitive position through low prices of its products compared to its competitors, and still at a satisfactory quality. This strategy is realised by Tesco by the way of economies of scale, effective supply chain management, and effective supplier relationships.
The high purchasing power of the company can also help it to negotiate good prices with the suppliers as a result of which Tesco can offer competitive prices to its customers. Moreover, Tesco has obtained developed logistics and inventory management systems, which allow lowering operational costs. Tesco is able to gain price sensitive customers and remain profitable by keeping its cost at the right level.
[bookmark: _Toc223708816][bookmark: _Toc223791296][bookmark: _Toc223708817]5.2 Corporate-Level Strategy
At the corporate level, Tesco has been undertaking policies that are aimed at diversification, digital growth and enhancement on its main retail business. Diversification will enable Tesco to diversify other than just grocery stores by initiating related services like financial services as well as online stores.
Tesco has also invested its e-commerce activities in order to address the shifting consumer behaviour. The fast development of online food stores has led to Tesco increasing its online infrastructure, upgrading in its delivery services, and increasing online products. These programmes make the company stay competitive in a more digitalized retailing environment.
Tesco has concentrated on its stronghold in their major markets especially in the United Kingdom, where the company has a healthy market share. Investment in store modernisation and supply chain has served Tesco in increasing operational efficiency, as well as improving the overall customer experience.
[bookmark: _Toc223791297]5.3 Strategic Change and Implementation
Operational change is likely to be needed in strategic implementation. Over the past years, Tesco has experienced strategic change in a bid to enhance performance on their operations and ensure that customers regain confidence in the company (Tescoplc, 2023). Implementation of strategies usually calls on major changes in operations and organisation so that new strategies are effectively implemented. At Tesco, a number of strategic modifications have been pursued in the last ten years in order to enhance the performance of the operations and restore customer confidence. The changes enabled the company to concentrate on core products, eliminate unwarranted operational complexity as well as enhance profitability.
Tesco has put a lot of money in digital transformation and technology-powered activities, such as the growth of online grocery, data-driven decision-making, and enhancement of logistic systems (Globaldata, 2024). Other customer-oriented approaches that helped the company to reinforce its customer-focused strategy include loyalty programmes and improved quality of service. These strategic changes can be successful since they are supported through efficient leadership, training of the employees and better operation processes. In general, Tesco has been able to remain competitive in the dynamic retail sector due to its emphasis on cost-efficiency, the use of digital innovation, and customer value.
[bookmark: _Toc223708818]

[bookmark: _Toc223791298]6. Strategic Evaluation and Recommendations
The strategic analysis is necessary to determine how effective the current strategy of an organisation is and to find the points of improvement. SWOT analysis and the Ansoff Matrix give some useful understanding of the strategic position held by Tesco and how it can expand further.
[bookmark: _Toc223708819][bookmark: _Toc223791299]6.1 SWOT Analysis

Figure 5: SWOT analysis
(Source: By Author)
The SWOT analysis is an assessment of the strengths of an organisation, its weaknesses, opportunities, and threats (Wang, et al., 2025).
Strengths: Tesco has several competencies that give it a competitive advantage. These are good brand names, a large chain of stores, and well established supply chain structure. The Tesco Clubcard loyalty programme is also giving the company important customer data that it can use to target marketing and improve customer relationships (Wolniak, et al., 2024).
Weaknesses: The company is in a very competitive retail environment where the profit margins are relatively very low. Tesco can be highly reliant on the UK market, which can lead to exposure to economic shocks and regulatory changes in the region.
Opportunities: There are several opportunities available to Tesco to improve its strategic capabilities. This is another extension of online grocery shopping, and this is a great opportunity that Tesco can use to further its online store. The increased consumer demand for sustainable and ethically sourced products presents Tesco with an opportunity to use its sustainability efforts to differentiate itself.
Threats: Some of the external threats facing Tesco include stiff competition from the discount retailers. Another risk to the profitability and market share of the company is the increasing inflation, disruption of the supply chains, and evolving consumer behaviour.
[bookmark: _Toc223708820][bookmark: _Toc223791300]6.2 Ansoff Matrix Analysis 
[image: ]
Figure 2: Ansoff Matrix Analysis
(Source: Chaudhuri, 2024)
Ansoff Matrix is a tool of strategic planning that is employed to determine the opportunities of growth in regards to the available and potential markets as well as products. To Tesco, the matrix identifies some of the strategic directions that the company can embrace to stay competitive in the retail industry. Compared to the market penetration, Tesco targets the growth of its market share in the current markets using competitive pricing, loyalty programmes and enhanced customer experience (Azan and Karimah, 2022). Tesco can be able to maximise promotions and customise the offers to sell more to the current customers by analysing consumer data and purchasing trends.
Tesco regularly develops new branded products and healthier foods in response to evolving customer demands (Wolniak, et al., 2024). The development of sustainable and organic product lines is also correlated with the increase of awareness of consumers concerning environmental and health matters. In terms of market development, Tesco has increased the online retailing services and delivery services to cover new target customers and geographical locations. Online markets and the use of the grey literature can assist Tesco in penetrating the market of online shoppers. Tesco has diversified into financial services and other complementary services beyond the usual retail business which have generated other sources of revenue and enhanced the growth prospects in the long term.
[bookmark: _Toc223708821][bookmark: _Toc223791301]6.3 Strategic Recommendations 
· Tesco can have the digital transformation, sustainability efforts, and customer-differentiated innovation. The company can also invest in cutting-edge data analytics and artificial intelligence to enhance demand prediction, supply chain efficiency and targeted marketing. 
· Tesco continue its sustainability projects through minimising the carbon emissions, maximising the use of renewable energy in the stores and distribution centres, and encouraging the use of green packaging. 
· its e-commerce and omnichannel retailing skills. Customer convenience and satisfaction can be enhanced through better infrastructure in the delivery process, increased click and collect services and better mobile applications.
· Tesco needs to invest in employee development and organisational innovation in order to facilitate strategic implementation. 
· The recommendation for Tesco has also strengthen the digital transformation, sustainability, e-commerce and employee’s capability that support long-term profit. By investing into data analytics and artificial intelligence which can improve the demand and efficiency and enhance the reputation by meeting the customer needs. The omnichannel service can also help in increasing the customers and develop the employee skills. 
[bookmark: _Toc223791302]Section 2 
[bookmark: _Toc223791303]Reflective Statement using Gibbs Reflective Cycle

Figure 6: Gibbs Reflective Cycle
(Source: By Author)
[bookmark: _Toc223791304]Description
In the process of preparing this strategic management report, I have been able to analyse the strategic position of Tesco under various strategic management frameworks. In the assignment, I needed to thoroughly analyse the external and internal environment of the organisation, sustainability goals and strategic decisions, as well as the overall performance. In order to accomplish this, I used theoretical frameworks/ models including PESTEL Analysis, VRIO framework, Balanced Scorecard, SWOT analysis, and the Ansoff Matrix.
The report has started with the background of Tesco, its organisational background, mission, vision and business model. The next step I did was to analyse the external environment through the PESTEL framework to comprehend the impact of political, economic, social, technological, environmental and legal environments on the operations of Tesco. After this, I evaluated the internal capabilities of Tesco using the VRIO framework in order to assess its competitive advantages. The report has also examined the corporate social responsibility and sustainability initiatives by Tesco, especially its objectives concerning the reduction of carbon emission and the encouragement of ethical sourcing.
Moreover, I evaluated the strategic performance of the organisation using the Balanced Scorecard method and explained business-level and corporate-level strategies of Tesco. Lastly, I made a SWOT assessment and an Ansoff Matrix assessment and gave a recommendation like the digital transformation, sustainability actions, and enhancement of e-commerce and employee development.
[bookmark: _Toc223791305]Feelings
Initially, I was pushed to the limit at the start of the assignment since the process of analysing a big multinational company like Tesco demanded a good grasp of strategic management concepts and business real-life practises. I was rather confused on how best I could use theoretical frameworks in a real organisation and how I would incorporate the literature in the analysis.
Nevertheless, through the research and analysis, I gained more confidence in using these frameworks as I continued the research. The research on Tesco strategies allowed me to realise the application of theoretical models of strategic management in business decision-making. The topic was also more interesting to me since Tesco is a renowned organisation with a strong presence in the retail industry.
[bookmark: _Toc223791306]Evaluation
In general, the experience of fulfilling this assignment was positive and helpful in my learning. The application of various strategic frameworks in order to examine Tesco in various viewpoints was one of the primary strengths of my work. This has enabled me to have a holistic view of the competitive position and strategic direction in the organisation.
The other strength was that academic sources and real-world data were used to back the analysis. This enhanced the report credibility and made me realise the relevance of evidence based strategic assessment. However, certain difficulties were present, as well. The difficulty to arrange a great deal of information into a structured and coherent report was one of the main challenges. Integration of various frameworks and connecting them with organisational practises is often complicated and is mandatory in strategic analysis. Also, critical thinking was necessary in order to know the links between external factors, internal capabilities, and strategic choices.
[bookmark: _Toc223791307]Analysis
The strategic management is of importance as demonstrated in this assignment in ensuring that organisations keep their competitive edge in a volatile business world. The case of Tesco taught me the way in which external factors like economic conditions, change in technology, and consumer behaviour affect organisational strategies.
Indicatively, the PESTEL analysis revealed that the pricing strategies of Tesco can be influenced by economic inflation and competition by the discount retailers. In the same manner, the VRIO framework allowed me to appreciate the role of internal resources including efficiency in supply chain and customer data analytics in maintaining a competitive advantage.
The other major learning of the assignment was the increasing relevance of sustainability and corporate social responsibility in the contemporary business practises. The case of Tesco and the efforts to decrease carbon emissions, limit food waste, and improve ethical sourcing demonstrates the manner in which organisations consider sustainability in their long-term strategic planning.
The Balanced Scorecard also made me realise that organisations are able to measure performance in various dimensions and not necessarily in terms of financial results. It is a strategy that emphasises customer satisfaction, internal operations and employee development as the key in attaining sustainable growth. The assignment allowed filling the gap between theoretical strategic management concepts and their real-world implementation in a real organisation.







[bookmark: _Toc223791308]Conclusion
Finally, this assignment helped me to gain a much better insight into strategic management and organisational analysis. I have learned useful information concerning the application of various frameworks like PESTEL, VRIO, SWOT, and the Balanced Scorecard to analyse the strategy of an organisation and its performance.
It is also thanks to the analysis of Tesco that I learned how large multinational organisations react to the challenges of the outside world and leverage the internal capabilities to sustain the competitive advantage. In addition, the assignment improved my research, critical thinking and academic writing skills. Even though the process took a lot of effort and time, the process was a valuable learning experience and made my capacity to analyse intricate business situations and make strategic proposals stronger.
[bookmark: _Toc223791309]Action Plan
In the prospective academic activity and career advancement, I will enhance my research and strategic analysis skills. Among the critical areas of improvement could be the creation of greater critical analysis when applying the theoretical concepts into the real business scenarios. I am also trying to master my time management skills in doing big assignments. Having research and writing activities planned in a more efficient way will enable me to plan the information better and have a more structured analysis.
I will also grow my insights into digital transformation, sustainability policies, and global business conditions since these are becoming key areas of contemporary strategic management. Overall, the given assignment has assisted me in acquiring valuable analytical and reflective skills that will aid my future studies and work in the field of business and management.
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