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Element 1: Business Idea, Products/Services, Objectives, and USP
Introduction
Tesco PLC is one of the largest retail organizations in the United Kingdom and a leading global food retailer. Founded in 1919 by Jack Cohen, who started selling groceries from a market stall in East London, Tesco has grown significantly over the past century. It now operates thousands of stores across the UK and Ireland, serving millions of customers weekly. (Tesco PLC, 2024a).
Tesco's success stems from its strong understanding of customer needs and adaptability to retail changes. The company emphasizes quality products, competitive prices, and convenient shopping through both physical stores and online platforms. Tesco’s mission is to serve customers, communities, and the planet better every day, reflecting its dedication to customer satisfaction and sustainable business practices. (Tesco PLC, 2024b).
Business Idea
The core business idea of Tesco is to operate as a multichannel retail organisation that provides customers with a massive range of products and services through both physical and digital platforms. The company aims to position itself as a “one-stop shop” where customers can access groceries, household goods, clothing, financial services, and mobile services under one brand.
A major part of Tesco’s strategy is its omnichannel approach, which integrates in-store shopping, online ordering, home delivery, and Click & Collect services. This approach reflects modern consumer expectations for flexibility and convenience. According to Kotler, Armstrong and Opresnik (2021), successful retailers increasingly rely on integrated channels to enhance customer experience and increase retention.
In addition, Tesco uses data-driven decision-making through its Clubcard loyalty programme. This system allows the company to collect and analyse customer purchasing behaviour, which improves stock control, targeted promotions, and personalised marketing strategies (Business Model Analyst, 2026). As a result, Tesco strengthens customer loyalty while improving operational efficiency.

Products and Services
Tesco offers a diverse product portfolio tailored to various customer needs, including:
· Fresh fruit and vegetables
· Meat, dairy and bakery products
· Frozen and packaged foods
· Household goods
· Health and beauty products
· Clothing through the F&F brand
· Electrical and seasonal products
In addition to retail products, Tesco provides several services, including:
· Tesco Online Grocery Shopping
· Click and Collect services
· Tesco Mobile
· Tesco Bank
· Booker Wholesale services
The company’s broad product range allows it to appeal to customers from different income levels and lifestyles while maintaining its position as a one-stop shopping destination (Tesco PLC, 2024a).
Business Objectives
Short-Term Objectives
Tesco’s short-term objectives focus on maintaining customer satisfaction and strengthening its market position. These objectives include:
· Increasing customer loyalty through the Clubcard programme.
· Improving online shopping and delivery services.
· Maintaining competitive pricing strategies.
· Enhancing customer service quality.
· Increasing sales revenue and market share.
These objectives support Tesco’s aim of remaining competitive within the highly dynamic UK grocery market (Tesco PLC, 2024c).
Long-Term Objectives
The company’s long-term objectives include:
· Achieving sustainable business growth.
· Expanding digital transformation initiatives.
· Reducing carbon emissions and environmental impact.
· Increasing shareholder value.
· Improving operational efficiency and supply chain performance.
These goals demonstrate Tesco’s commitment to balancing profitability with social and environmental responsibility (Tesco PLC, 2024b).
Unique Selling Proposition (USP)
Tesco’s unique selling proposition lies in its ability to combine affordability, convenience, and product variety at scale. Unlike many competitors, Tesco offers a full-service retail ecosystem that includes groceries, clothing, financial services, and digital services within a single brand experience.
One of Tesco’s strongest competitive advantages is its Clubcard loyalty programme, which provides personalised discounts and rewards based on customer shopping behaviour. This system enables Tesco to build strong customer relationships while improving marketing efficiency and sales performance (Business Model Analyst, 2026).
In addition, Tesco’s extensive store network and advanced supply chain infrastructure ensure high product availability and convenience for customers across the UK. As highlighted by Kotler et al. (2021), retailers that integrate data analytics with strong distribution networks are more likely to achieve long-term competitive advantage.
Overall, Tesco’s USP is built on three core elements:
· Low and competitive pricing
· High convenience through multiple shopping channels
· Wide product and service variety


Element 2: Business Environment and Competitor Analysis
Tesco PLC operates in the highly competitive UK grocery retail sector, which is influenced by changing consumer behaviour, economic conditions, and increasing price competition. The supermarket industry is characterised by thin profit margins, high operating costs, and strong rivalry between major retailers. As a result, Tesco must continuously adapt its strategy to maintain its market leadership position (Johnson, Scholes, and Whittington, 2020).
The UK grocery market has become more competitive because of discount retailers' rapid growth and shifting consumer expectations about price, convenience, and sustainability. Tesco's capacity to effectively respond to these external forces is critical for its long-term success.

SWOT Analysis
Strengths
Tesco's dominance in the UK grocery business, with the biggest market share among rivals, is one of its key advantages (Kantar, 2025). Tesco can maintain competitive pricing for customers and negotiate better prices with suppliers thanks to its strong market position and economies of scale.
Another key strength is its strong brand reputation and customer loyalty. Tesco has built trust over many decades by offering consistent product availability and reliable service. The Clubcard loyalty programme further strengthens customer retention by offering personalised discounts and rewards.
Tesco also benefits from a highly efficient supply chain and distribution network, which ensures product availability across thousands of stores. Its investment in digital infrastructure and online grocery services also strengthens its omnichannel capabilities (Tesco PLC, 2024a).
Weaknesses
Despite its strong position, Tesco has several weaknesses. One major issue is its heavy reliance on the UK market, which makes the company vulnerable to domestic economic changes such as inflation and reduced consumer spending.
Another weakness is the low-profit margin structure of the grocery industry, which limits profitability even for large retailers. Tesco must constantly balance cost control with competitive pricing.
In addition, the company has previously faced criticism regarding supplier relationships and pricing strategies, which can negatively affect brand perception in certain market segments (Business Model Analyst, 2026).
Opportunities
Tesco has several significant opportunities for future growth. The continued growth of online shopping presents a major opportunity to expand its digital retail operations. More consumers are now choosing home delivery and Click & Collect services, which increases demand for Tesco’s online platforms (Statista, 2025).
Another opportunity lies in the use of advanced technology such as artificial intelligence and data analytics. These technologies can improve inventory management, demand forecasting, and personalised marketing strategies, increasing operational efficiency.
Sustainability also presents a major growth opportunity. Consumers are increasingly interested in environmentally friendly products, ethical sourcing, and reduced plastic usage. Tesco can strengthen its brand reputation by investing further in sustainable practices and green supply chains (Tesco PLC, 2024b).

Threats
Tesco's competitiveness is impacted by several external concerns. The biggest danger is fierce competition from bargain stores like Aldi and Lidl, who keep gaining market share by using low prices (BBC News, 2025).
Economic factors such as inflation, rising energy costs, and cost-of-living pressures also reduce consumer spending power and increase operational costs for Tesco.
In addition, supply chain disruptions caused by global events can impact product availability and increase coordination costs. Changes in government regulations, taxation, and environmental policies also pose ongoing risks to profitability.

Competitor Analysis
Tesco operates in a highly competitive market with several major competitors.
Sainsbury’s
Sainsbury’s is one of Tesco’s main competitors and competes through product quality, customer service, and premium product offerings. While Tesco has a larger market share, Sainsbury’s remains a strong competitor within the UK retail sector (Kantar, 2025).
Asda
Asda Stores Ltd competes primarily on price and value. Asda’s strategy focuses on affordability, making it attractive to budget-conscious consumers. This creates direct competition with Tesco’s value product ranges.
Aldi
Aldi has experienced substantial growth by offering low prices and simplified store operations. The retailer appeals to consumers seeking value for money and has gained market share in recent years (BBC News, 2025).
Lidl
Lidl follows a similar discount retail strategy and continues to expand its presence across the UK. Its competitive pricing model represents an ongoing challenge for established supermarket chains (The Independent, 2026).
Despite fierce competition, Tesco maintains a competitive advantage through its brand reputation, customer loyalty programme, and extensive distribution network.

Element 3: 4Ps, Market Segmentation and Marketing Strategies
Tesco’s marketing strategy is designed to maintain customer loyalty, attract new customers, and strengthen its brand position. The company uses a combination of traditional marketing methods and digital marketing tools, supported by data from its Clubcard loyalty programme. This data-driven approach allows Tesco to better understand customer behaviour and deliver personalised offers, improving overall customer satisfaction and retention (Business Model Analyst, 2026).
Market Segmentation
Market segmentation refers to dividing a broad customer market into smaller groups based on shared characteristics. Tesco uses segmentation to ensure that its products and marketing strategies meet the needs of different customer groups effectively (Kotler, Armstrong, and Opresnik, 2021).
Demographic Segmentation
Tesco targets a wide demographic range, including:
· Families with children
· Young professionals
· Students
· Elderly customers
· Low-income and middle-income households
This broad targeting strategy allows Tesco to serve a considerable proportion of the UK population. Families represent a key customer group due to their high and regular grocery spending.


Geographic Segmentation
Tesco operates across urban, suburban, and rural areas. It uses different store formats depending on location:
· Tesco Express for city centres and high streets
· Tesco Superstore for suburban areas
· Tesco Extra for large retail parks
This geographic flexibility allows Tesco to adapt to different customer needs and shopping patterns.
Behavioural Segmentation
Tesco uses behavioural segmentation based on customer shopping habits. The Clubcard loyalty programme plays a significant role in collecting behavioural data such as:
· Purchase frequency
· Spending levels
· Product preferences
· Seasonal buying patterns
This data allows Tesco to create targeted promotions and improve customer engagement.
Psychographic Segmentation
Tesco also targets customers based on lifestyle and values, including:
· Health-conscious consumers
· Budget-focused shoppers
· Ethical and sustainability-conscious customers
· Convenience-oriented shoppers
This segmentation helps Tesco tailor product ranges such as organic food, value products, and premium Tesco Finest items.
Target Customers
Tesco’s primary target market consists of middle-income consumers seeking quality products at competitive prices. However, the company also targets budget-conscious customers through value-focused products and premium consumers through the Tesco Finest product range.
This broad targeting strategy enables Tesco to maximise market coverage and attract a diverse customer base.
Marketing Mix (4Ps)
Product
Tesco offers an extensive product portfolio that includes groceries, clothing, financial services, mobile services, and household products.
The company provides different product ranges to satisfy varying customer needs:
· Tesco Finest (Premium)
· Tesco Own Brand (Mid-range)
· Value-focused product lines
This product strategy enables Tesco to serve multiple market segments effectively (Baines, Fill and Rosengren, 2022).
Price
Tesco uses a competitive pricing strategy to remain attractive in a highly price-sensitive market. Key pricing strategies include:
· Clubcard discount pricing
· Promotional offers and seasonal discounts
· Price matching with discount retailers such as Aldi
· Everyday low pricing strategies on essential goods
According to Kotler et al. (2021), competitive pricing is essential in markets with strong rivalry and low product differentiation, such as grocery retailing.
Place
Tesco uses an omnichannel distribution strategy, ensuring customers can access products in multiple ways:
· Physical stores (Express, Superstore, Extra)
· Online grocery shopping platform
· Mobile app ordering system
· Click & collect and home delivery services
This wide distribution network increases convenience and ensures Tesco remains accessible to customers across the UK.

Promotion
Tesco uses integrated promotional strategies to strengthen brand awareness and customer engagement. These include:
· Television advertising campaigns
· Social media marketing (Facebook, Instagram, YouTube)
· Email marketing and personalised promotions
· Mobile app notifications
· Clubcard reward promotions
The Clubcard system is particularly important because it enables personalised promotions based on customer data, increasing the effectiveness of marketing campaigns (Business Model Analyst, 2026).
Online Marketing Strategies
Tesco has invested significantly in digital marketing and online retailing.
The company’s website and mobile application allow customers to browse products, place orders, and access personalised Clubcard offers. Social media platforms such as Facebook, Instagram and YouTube are used to communicate with customers and promote products.
The Clubcard programme plays a significant role in Tesco’s digital marketing strategy by providing customer insights that support personalised promotions and targeted advertising (Business Model Analyst, 2026).
Evaluation of Marketing Effectiveness
Tesco’s marketing strategy is highly effective because it integrates traditional retail marketing with advanced digital analytics. One of its strongest advantages is the Clubcard loyalty programme, which provides detailed customer insights and enables personalised marketing at scale.
Additionally, Tesco’s omnichannel strategy ensures customers can shop in a way that suits their lifestyle, increasing convenience and satisfaction. This is particularly important in the modern retail environment, where customers expect flexibility and speed.
However, Tesco faces challenges in maintaining competitiveness due to aggressive pricing strategies from discount retailers such as Aldi and Lidl. To remain competitive, Tesco must continue investing in value pricing and digital innovation.
Overall, Tesco’s marketing strategy is strong because it combines segmentation, pricing strategies, and digital transformation to create a customer-focused retail experience.

Element 4: Financial Planning
Financial planning is a crucial part of any large organisation as it ensures that resources are managed effectively to support long-term growth and stability. For a large multinational retailer such as Tesco PLC, financial planning involves budgeting, investment decisions, cost control, and revenue forecasting.
Tesco operates in a low margin but high-volume industry, meaning that effective economic management is essential to maintain profitability. The company must balance competitive pricing with rising operational costs, including wages, organization, and energy expenses (Tesco PLC, 2024c).
Growth from Start-Up to Current Position
Tesco’s financial growth demonstrates a strong and consistent expansion strategy. The company began as a small market stall in 1919 and gradually reinvested profits to expand operations. Over time, Tesco evolved into one of the largest retailers in Europe through organic growth and strategic acquisitions.
Key milestones in Tesco’s financial development include:
· Expansion into supermarket retailing in the mid-20th century
· Introduction of large-scale store formats such as Tesco Superstore and Tesco Extra
· Launch of the Clubcard loyalty programme, improving customer retention and sales
· Expansion into online grocery services
· Acquisition of Booker Group to strengthen wholesale operations
These developments significantly increased Tesco’s revenue streams and strengthened its financial position (Tesco PLC, 2024a).
Sources of Finance
Tesco has used a combination of internal and external funding sources throughout its growth:
· Initial capital investment from founder Jack Cohen
· Retained earnings, which are profits reinvested back into the business
· Bank loans and credit facilities to support expansion and operational needs
· Equity financing through public shareholders after listing on the stock market
This diversified funding structure has allowed Tesco to maintain financial stability while funding large-scale expansion projects.
Current Financial Position
According to Tesco’s annual reports, the company generates billions of pounds in annual revenue and continues to maintain a strong position within the UK retail market (Tesco PLC, 2024c).
Its strong financial position is supported by:
· Large customer base and consistent demand for essential goods
· Strong market share in the UK grocery sector
· Diversified income streams (retail, banking, mobile services, wholesale)
· Efficient supply chain and cost management systems
However, Tesco also faces financial pressures. Inflation, rising supplier costs, and increased labour expenses have reduced profit margins across the retail sector. In addition, competition from discount retailers such as Aldi and Lidl has placed pressure on pricing strategies, limiting opportunities for price increases (BBC News, 2025).
Despite these challenges, Tesco continues to invest heavily in:
· Digital transformation and automation
· Supply chain optimisation
· Sustainability initiatives to reduce long-term environmental costs
These investments are intended to improve efficiency and ensure long-term financial sustainability.
Financial Strategy and Sustainability
Tesco’s financial strategy focuses on maintaining a balance between profitability and long-term investment. The company prioritises cost control while continuing to invest in growth areas such as online retail and data analytics.
Sustainability is also becoming an important part of financial planning. Tesco has committed to reducing carbon emissions and improving environmental performance, which may reduce long-term regulatory and operational costs (Tesco PLC, 2024b).
According to Johnson, Scholes and Whittington (2020), organisations that align financial planning with strategic sustainability goals are more likely to achieve long-term competitive advantage.

Conclusion
Tesco remains one of the most successful retailers in the United Kingdom due to its strong customer focus, effective marketing strategies, and ability to adapt to changing market conditions. The company benefits from market leadership, strong brand recognition, and an extensive distribution network.
Although Tesco faces ongoing financial challenges such as inflation and strong market competition, its diversified revenue streams, strong market share, and continuous investment in innovation support long-term financial stability. By focusing on efficiency, sustainability, and digital transformation, Tesco is well positioned to maintain its financial strength in the future.
Despite challenges such as increasing competition and economic uncertainty, Tesco’s commitment to innovation, sustainability and customer satisfaction positions it well for future success. Through continued investment in technology, digital services and operational efficiency, Tesco is likely to maintain its competitive advantage and achieve long-term growth.
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