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[bookmark: __RefHeading___Toc817_145053426]Introduction
Business operations nowadays entail the formulation and implementation of strategies that allow organisations to sustain their competitive advantage. This report intends to undertake a detailed strategic analysis of Tesco PLC, commonly referred to as Tesco, a British multinational grocery and general merchandise retailing company with its headquarters in Cheshunt, United Kingdom, which is listed on the London Stock Exchange. Taking into consideration the Tesco case, the practical application of the framework of analysis will be aimed at establishing the extent of the company’s success in comprehensively developing and efficiently applying corporate and business strategies to build foundational competitive advantages. Reading through this report, the reader will be informed on Tesco Corp’s current state, future direction, and strategic emergent selection and implementation sourcing from the real-life case of Tesco.
[bookmark: __RefHeading___Toc819_145053426]Company Background
Henry (2021) writes that Tesco is among the world’s largest retailing companies, established in 1919 by Jack Cohen. Tesco was originally a small market stall in London; however, it is now a global retail chain based in Welwyn Garden City, Hertfordshire, England. This firm operates in the food retailing industry but has expanded into other industries, such as financial, mobile telecommunication, and online selling. All these segments of the business are grouped under several formats, which include supermarkets, hypermarkets, and convenience stores that satisfy the various needs of the customers.

[bookmark: __RefHeading___Toc821_145053426][bookmark: __RefHeading___Toc823_145053426]Identifying Key Business and Corporate Strategies
Tesco's success is due to its business and corporate strategies. This paper will examine these strategies by applying Porter’s generic strategies and Ansoff’s matrix.
[bookmark: __RefHeading___Toc825_145053426]Porter's Generic Strategies
Taking into account its strategic orientation, it is possible to suggest that Tesco mainly operates under the cost leadership business model, which implies the company’s efforts to offer products at lower prices compared to rivals while keeping up the quality. This is evident in their “Every Little Helps” campaign, which focuses on wallet relief. However, Tesco also uses elements of differentiation, especially in addressing the needs of several customer segments through products like Tesco Finest.
[bookmark: __RefHeading___Toc827_145053426]Ansoff Matrix
Tesco has employed various growth strategies in line with Ansoff’s Matrix, which have aimed to consolidate and diversify its market. In the aspect of market coverage, Tesco gives its full effort to expand its market share within its already existing markets; one such example is The Clubcard, which retains its customers and at the same time provokes them to spend more (Moura, 2021). The idea of market development as one of the business growth strategies is also present; for instance, the company has started selling beer in new locations—Central Europe and Asia—but has recently downsized its international operations in favour of the key markets (Woods, 2022). In product portfolio development, Tesco continually innovates its products and services, its own branding ranges, and financial services via Tesco Bank (Henry, 2021). Another management strategy common to Tesco is the process of diversification, as seen in its expansion into related sectors such as internet selling services, financial services, and mobile telecommunication services (Moura, 2021). Secured from such a broad perspective, this strategy has allowed Tesco to react flexibly to shifts in market and consumer preferences and to rely on its strengths to keep growing and make competitors’ strategies less effective. All these strategies are adequate for developing the existing organisational operations and looking for additional income and market share.
[bookmark: __RefHeading___Toc829_145053426]Analysing Resources and Capabilities
A value chain analysis and VRIO framework will be used to evaluate Tesco's resource allocation and capabilities.
[bookmark: __RefHeading___Toc831_145053426]Value Chain Analysis
There is evidence that Tesco has effectively managed its value chain to support its cost leadership strategy. Regarding inbound logistics, Tesco also optimised supply chain processes, for instance, adopting Just in Time rules to reduce costs and ensure the products’ freshness (Chkanikova and Sroute, 2021). For operations, the company has leveraged new technology to improve store operations, like self-checkout and digital shelf labels (Chkanikova and Sroute, 2021). As for the outbound logistics, the location of each store and the warehouses is excellent, fulfilling both physical stores and online stores (Woods, 2022). In marketing and its follow-up and sales, the Tesco Clubcard works like a marketing communications tool by offering relevant customer information for marketing communication activity promotions (Moura, 2021). Last is in service; the company ought to ensure that adequate training on customer service is provided and has put in place measures to enhance the shopping experience (Ajibola, 2022). All these strategic optimisations help Tesco cut costs while maintaining service quality, thus strengthening the company’s cost advantage in the retail industry.

[bookmark: __RefHeading___Toc833_145053426]VRIO Analysis
Tesco’s advantages include a favourable brand image, a large number of stores, and consumer databases. The company’s size in the UK market and its sophisticated big data processing solutions are more limited among competitors. In addition, the full replication of Tesco’s integrated ecosystem of retailing closed financial services, and a loyalty scheme trio is not easy to achieve, as claimed (Henry, 2021). Moreover, some of the resources the company employs are as follows: Besides, these resources form a significant part of Tesco’s strengths, and the firm has well-organised its operations to exploit such resources in the optimal realisation of strategic goals.
[bookmark: __RefHeading___Toc835_145053426]Evaluating Strategy in Action
To assess the effectiveness of Tesco's strategy implementation, the SAF (Suitability, Acceptability, and Feasibility) framework will be used.
[bookmark: __RefHeading___Toc837_145053426]Suitability
Tesco's strategies are appropriately matched with its organisational position and the external environment. Thus, the value and convenience concept serves the company’s focus on consumer wants, especially in the worst economic climates when the main concern is saving money. Also, Tesco’s goal to improve its digital capacities is equally reasonable, given the continuous shift to e-commerce at the moment (Moura, 2021). It really means that Tesco’s decision to invest in digital transformation covers it with a suitable attitude to cover the shifting needs of the clients who skip the brick-and-mortar stores in favour of online and multichannel experiences. It also contributes to the company’s pledge to deliver value and helps maintain the competitive edge for a firm functioning in a world that is rapidly shifting towards digital retailing. In summary, this paper has demonstrated how Tesco’s strategic direction in these key areas enables it to operate effectively within changing market conditions and consumer preferences to secure its position in the retail industry.
[bookmark: __RefHeading___Toc839_145053426]Acceptability
The strategies often devised by Tesco have received social acceptance from the major stakeholders. In the past, shareholders have enjoyed sustainable returns, as evidenced by the company's current performance and strategy. It also results in the availability of cheaper prices and better services, making the shopping experience for customers better. Employees have also benefited from the efforts made through employee-friendly activities, inclusive of improved remuneration and extensive training (Woods, 2022). Such activities demonstrate Tesco’s awareness of the fact that it is possible to favour various stakeholders while striving for the company’s competitive advantage. Thus, Tesco has tended to the interests of its shareholders, customers, and employees and has succeeded in maintaining a good rapport with its key stakeholders as well as its status in the field of retailing.
[bookmark: __RefHeading___Toc841_145053426]Feasibility
The capability to implement strategies: Tesco has revealed the capability to deploy various strategies through well-managed financial capital, people’s talents, and technology to successfully complete various endeavours. This was due to the strong and broad infrastructure in the company, which enhanced its strategic directions aimed at the firm's growth and effective operations. However, some international expansion efforts have been difficult, enabling military strategists to pull out of some areas (Henry, 2021). Such challenges prove that the process of going international is full of obstacles and stresses the need for a thorough analysis of the environment in which organisations operate and the application of suitable management methods. Nevertheless, Tesco’s overall strategic outcomes are still robust, which speaks to the company’s ability to address and manage dynamically changing business contexts.
[bookmark: __RefHeading___Toc843_145053426]Evidence of Successful Strategy Implementation
Over the years, the firm has effectively built its online grocery sales and ranked among the biggest online grocers in the UK (Moura, 2021). The firm has successfully created different store formats to ensure it fulfils the numerous shoppers’ trips, from hypermarkets to convenience stores (Henry, 2021). Also, Tesco’s private label has increased its market share notably, enabling both cost advantage and differentiation strategies, as written by (Chkanikova and Sroufe, 2021). With those strategic undertakings, Tesco has bolstered its market standing and boosted its capacity to address differentiated customer requirements in order to sustain its competitive edge in the retail industry.
[bookmark: __RefHeading___Toc845_145053426]Challenges Faced
Tesco has experienced noteworthy failures in its growth strategy, including internationalisation and corporate governance. The expansion strategy to the US market with Fresh & Easy was a failure and highly unprofitable, making it a market invasion failure, as highlighted by Krummel (2022). Overall, this could be seen as a failure, which shows that Tesco faced numerous challenges in moving to the United States and changing its operational model. Also, in 2014, the group admitted that it had failed to submit the proper accounts for several years due to the inflation of profits and engaged in an accounting scandal, which negatively affected Tesco’s reputation and financial results (Woods, 2022). This gave rise to some corruption cases that exposed the susceptibilities of Tesco’s internal control system and pulled down investor confidence. Despite these problems, Tesco has embarked on efforts to counter such issues as part of its measures to enhance its governance, besides strengthening its strategic markets. These examples demonstrate how difficult it can be for a business to go abroad and why the Far Account constructions play a vital role in preserving a company’s good standing and financial stability.


[bookmark: __RefHeading___Toc847_145053426]Evaluating Sustainability Efforts
Sustainability has become a growing part of Tesco’s organisational strategic planning due to its incorporation into business management plans and meeting stakeholders’ demands. Some important sustainability focuses present are the stated goals of achieving net zero carbon status by 2050 and undertaking several actions to lessen the carbon footprint of operations (MacIntosh, Maclean, and Robinson, 2023). There are also measurable goals, such as sustainable sourcing of some core products like fish and seafood, where the firm aims to source all of them sustainably by certain years (Chkanikova and Sroufe, 2021). Regarding the waste management policy, the following have been put in place to address the issue of food waste: collaborations with food banks and charities (Jones, Wynn, and Comfort, 2020). Furthermore, the company’s goal is to ensure that all packaging material is reusable and recyclable in the shortest time possible, with an aspiration of 2025 (Benghezal and Izadi, 2022). One example of Tesco’s active involvement in community activities is the Community Food Connection scheme kicked off by the company for donating food in the correct cycle to the needy. Such endeavours show that Tesco is geared towards a sustainability approach through its readiness to tackle environmental and social issues.

[bookmark: __RefHeading___Toc849_145053426]Alignment with Corporate Strategy
Sustainability has been incorporated into strategic management by Tesco, as the company best knows that sustainability can be instrumental in reducing costs and enhancing differentiation. In this regard, Tesco integrates energy efficiency processes into its operation to support the firm’s cost leadership goals because cutting energy costs will also translate to a decreased operation cost, as stated by Mohanty (2022). All these efforts help in reducing costs while at the same time helping the company gain a competitive advantage by being environmentally sensitive. Also, sourcing sustainably is another crucial element of Tesco’s development; it contributes to product differentiation. The company has grand goals for sourcing the products sustainably, for instance, attaining 100% sustainably sourced fish and seafood. They engage in it to offer their consumers a unique value proposition, as they additionally care about the environment.
Also, it is noteworthy that the company has connected its sustainability objectives with the UN Sustainable Development Goals, primarily UN SDG 12, which is associated with consumption and production responsibility. This alignment shows that Tesco is really serious about the global sustainability agenda and fits with a larger pattern of the firm’s participation in meeting major environmental and social objectives (Jones, Wynn, and Comfort, 2020). When incorporated into organisational processes, such principles improve Tesco’s operations and image while contributing to the worldwide fight against climate change. This strategy shows how sustainability can be a leading factor in business performance and a distinctive instrument.

[bookmark: __RefHeading___Toc851_145053426]

Conclusion
Tesco has shown appropriate strategic management competence by ensuring that the business and corporate strategies meet the firm’s resources and capabilities. These strategies can be classified as cost leadership or cost focus accompanied by various measures of differentiation; therefore, the company has been able to build a competitive advantage in a highly competitive retail segment. The effectiveness of strategy implementation in Tesco is seen through its market share leadership in the UK, successful trapping of the online market, and variety in store formats. However, problems in US growth and such barriers as the accounting scandal indicate that the strategic change is to be a never-ending process.
One of the most significant positive changes here is that the company demonstrates greater concern about sustainable development, which corresponds to current trends and customers’ preferences on a global level. Based on this, sustainability has been made a part of Tesco’s strategic direction, and this would help the company adapt to prevailing conditions in the long run. Moving forward, the company can benefit from investing in stronger digital competencies for the goods to improve the omnichannel operation and build sustainability deeper into the company’s functions and networks. Emphasis on innovation on the private labels will help in the company’s cost leadership as well as its differentiation. Also, opportunities in the international markets should be analysed, and a keen eye should be kept on certain markets not to repeat past mistakes. Proposed advancements in the firm’s data analysis function will improve individualization and organisational effectiveness. With the help of strategic flexibility and proper resource positioning, it is possible for Tesco to effectively adapt to the changes and continue escaping the critical rivalry in the retail industry.
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