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[bookmark: _Toc102153837]1. A brief introduction to Tesco
Tesco, a retail company located in Welwyn Garden City, Hertfordshire, originally began as a small stall in a market in East End in 1919, run by Jack Cohen. The first product sold by Tesco was branded tea a decade later. Cohen was responsible for building the first-ever food warehouse in Edmonton and over the next three years or so, he began expanding his business, pushing past the suburbia of London and into the neighbouring counties. During the Second World War, Cohen entered the service and fed many in the army, becoming the first self-serving company in Great Britain once the war ended. Upon travelling to America, he ventured into the stock exchange market. 1955 onwards, Tesco bought 500 stores. The first supermarket by Tesco was opened in the year 1958. Only meat, cheese and butter were sold in the beginning. Tesco was then partnered with the Burnards Stores Ltd, both being famed for their low costs  (Fredman, 2022, pp.166-173). 212 stores of the Irwin company were bought in 1960 and the alliance chose to add clothing and other household goods to their collection. The passing of Jack Cohen led to the conglomerate moving on to the petrol pumps and into the domain of fuel in general (Bonfrer, Bonfrer and Dhar, 2022).
The products sold by Tesco are clothing, books, monetary services, software, hardware, electronic devices, toys, furniture, canned food, and internet services. Tesco’s subsidiaries are the Tesco Bank allied with the Royal Bank of Scotland, Florence and Fred supermarkets, Tesco Mobile, Tesco Metro, Tesco Home and Wear, Tesco Homeplus, Dobbies Garden Centre, Harris and Hoole coffee shop chain, and Euphorium Bakery (Krummel, 2022, pp.1-19).  Internationally, Tesco has expanded its territory in Hungary, the Czech Republic, Slovakia, Thailand, Turkey, and China. Tesco has maintained its image as one of the best retailers due to its keen attention to quality and demographic demands since it stores spicy curry paste for London-based Indian customers for special holidays.


[bookmark: _Toc102153838]2. Analysis of the market structure of Tesco
The market structure of Tesco is believed to be a monopoly by the public. However, proceedings of a court of law endeavoured to prove Tesco’s monopolistic nature, but failed to do so. Tesco is a supermarket that rules over the retail market, with several other competitors. Four thousand shops around the world are branches of Tesco and around half of them are situated in the United Kingdom, its other subsidiaries not taken into account. Other supermarkets contest against Tesco, such as Sainsbury and Morrisons, but both of their shares are very less; 16.3% and 11.5% respectively. 
Tesco itself labels its market structure to be oligopolistic for two reasons:
1. It is not the only supermarket in England.
2. Although it holds most of the shares in this domain, it has competitors.
Tesco is, hence, considered to be an oligopoly because:
1. Tesco, Morrison’s, Sainsbury’s, and ASDA are interdependent on each other with respect to the services or features provided.
2. The kinked demand graph displays the change in demand at greater and lower costs with a certain degree of elasticity. Therefore, in an oligopoly, the costs are fairly inflexible. Companies that heighten their prices while the others do not will end up losing customers since companies are not incentivised to alterations in prices as shown in the graph  (Konishi, Imamura and Pan, 2022).
3. The shares held by Tesco are around 67% and for a company to be labelled as an oligopoly, the concentration ratio, that is; the ratio of the size of a business with respect to the industry as a whole; ought to be more than 50%. 
4. Tesco is incapable of acting on its own due to the dependence of other, smaller companies on it. The actions of the firms dependent on Tesco greatly affect its performance, the phenomenon called ‘prisoner’ dilemma’ (Wang and Wang, 2021),. Prisoner’s dilemma comes into play when other companies behave based on their imagination of how the other contesters may act. The outcome is predicted without the full knowledge of the other party (Bortolomiol, Lurkin and Bierlaire, 2021, pp.1-23).
5. The already-present competitors in the supermarket industry are reputable enough to prevent smaller firms to enter the market. The barriers set up are rather high.
6. The relationship between the members who run the supermarket and the suppliers may be poor and unpleasant in an oligopolistic market structure. Reduction of costs for themselves, they might resort to exploitation of the suppliers, their goods being forced to be discounted. 
7. The oligopoly of supermarkets is shown in the fact that they have more freedom when it comes to giving out offers to customers in the form of quality goods, discounts on newer products, and long hours of operation. Actions such as these are carried out to create brand loyalty among buyers (Häckner and Herzing, 2022, p.110352)
8. A feature of an oligopolistic structure is not setting a fixed price on products, unlike a monopoly.
9. Collusion, in which all competitors endeavour to keep the costs the same, points to a lack of price competition (Kunizaki, Nakamura and Kakita, 2022, pp.47-58).
  10. The firm that leads all others sets a benchmark on the price of a product. The smaller ones are entitled to follow that standard or even go below it to put a stop to losing their clients. 
11. There is a severe rigidity in prices since oligopoly is not a perfectly competitive market structure.
12. However, due to the lack of proper competition, the average and overall price of goods fall.
[bookmark: _Toc102153839]3. Various kinds of market structure
There are various kinds of market structures which are applied to measuring the marketing behaviour of the business (Aigner, 2015). It differentiates the firms in the contemporary business world. It influences the market structure, which falls under the category and is effectively described in the competitive environment. Market structure conveniently understands the diversity of market structure. Therefore, a few of the market structures will be presented below with practical illustration:
Tesco is one of the leading retail businesses present in the UK. It focuses on providing effective services to the consumers by understanding their demand for food products. 
[bookmark: _Toc102153840]Monopoly market
Monopoly market is defined as the process of a single market effectively dominating the entire market situation. It has been measured in some of the cases that businesses present in the economy follow unfair practices to maintain their position in the competitive market situation. It affects the other present business for retaining the adequate space in the market situation.
Tesco, present in the competitive market believed to be a monopoly. It is a large retail business organisation, and thus, it dominates the other retail entities. The sellers of Tesco are able to attract consumers (Winterman, 2018). Tesco, being one of the largest supermarkets and has the power to dominate the other competitors in the market situation. It has intensive competitors, which gives cut-throat competition. For illustration, Marks & Spencer is named to be a big brand in the competitive environment of the UK. Therefore, it can be said that Tesco gets competition from Marks & Spencer. The dominating power of Tesco is higher than Marks & Spencer's with strategic marketing. With numerous numbers of stores in the UK, it has gained a lot of consumers and being widespread of the mentioned retail organisation, the dominating power is mainly high and lucrative in nature. 
[bookmark: _Toc102153841]Oligopoly market 
The Oligopoly market structure is defined as the systematic process where there are few sellers in with buyers in the competitive market (Aigner, 2015). The previous structure of Tesco was Oligopoly in nature. Presence of other competitive retail organisations, the market structure of Tesco was Oligopoly in nature. Due to the presence of Marks & Spencer, Morrisons, and some of the other competitive markets, the business structure of Tesco was Oligopoly. Tesco is the third-largest retail organisation which is listed after Walmart. Therefore, it can be said that Tesco is facing the issue of Oligopoly in the market and is unable to dominate the market situation. 
[bookmark: _Toc102153842]Historical Market Structure of Tesco 
Tesco is a leading brand in terms of retail business organisation and fulfilling the demand of the consumers. The market share of Tesco in the year 2017 was 27.6%, whereas it has recently, in the year 2021, increased to 57.89 billion GBP (Andreyeva, Long and Brownell, 2010). It can be said that the consumers are highly satisfied with the rendered services from the retail market of Tesco. Recently, within the time span of time, Tesco's market share has increased, being one of the largest shares in the economy. 
[bookmark: _Toc102153843]Number of Tesco stores 
Tesco has specifically focused on expanding the business by launching numerous numbers of stores in the competitive market. There are 2,784 stores present in the competitive market serving the consumers. Analysing the number of stores present in the economy, it states that the mentioned retail organisation has the potential to manage the business effectively and efficiently in the competitive market. According to a statistical report, about 85% of the market is occupied by the market structure. Therefore, it can be evaluated that a large number of stores in the economy helps the business to develop and create an Oligopoly market structure with the presence of another competitive market.
[bookmark: _Toc102153844]4. The nature of the industry for operating the firm 
Tesco is a massive retail market in the economy considered and able to create more opportunities in the market situation. Dominating the market space in the economy for a huge retail organisation like Tesco will not give other retail businesses the scope to flourish in the market situation. Being Monopoly in the competitive market will not be able to make the situation a favourable situation. Hence, in the case of an Oligopoly situation, with few suppliers in the economy, the buyers in the economic situation (Bagwell, 2005). Therefore, in this kind of situation, some of the firms present in the market dominate the competitive market. It can be said that consumers in the economy will be able to get the option of availing of the services from the retail organisation. Moreover, the situation of a perfectly competitive market occurs when many sellers are present along with the same number of buyers. A perfectly competitive market is engaged in serving the consumers with identical products, and the profit margin is low. 
[bookmark: _Toc102153845]The suitable market structure for Tesco 
The suitable structure for Tesco in case of market structure which can be adapted in the economy is Oligopoly. Hence, in the case of Oligopoly, the retail organisation with other businesses will be able to serve the consumers. The situation of Oligopoly can be more suitable. For being the third-largest retail organisation and able to serve the consumers. 
Advantages of oligopoly market
1. There is various kind of Oligopoly market that it is able to adapt the marketing strategy to manage the rising demand of the consumers. 
2. The market structure of an oligopoly can provide relevant and authentic information to the consumers and show the correct direction. 
3. The level of competition is quite advanced and friendly as compared to a monopoly or perfectly competitive market situation (Baker, 2003). For illustration, Tesco applying the method of oligopoly will focus on serving the consumers with healthy competition in the economic environment. 
4. Stability in terms of pricing is more suitable than other market structures. For instance, in a perfectly competitive market, the price cannot be can raised. Whereas the market situation of Monopoly generates practices unfair methods for keeping in a stable position. Therefore, the method of oligopoly is more stable for managing the business more effectively. 
[bookmark: _Toc102153846]Government intervention in the economy 
Government intervention in the economic situation can be identified as the process through which the government takes the initiative to control the market situation (Ellickson, 2013). Government intervention sometimes proves to be fruitful in the economy for discussing the need of the consumers. It can be said that the intervention of the government makes helps in developing the economy. 
[bookmark: _Toc102153847]Requirement for government intervention in the market structure 
The government intervention supports conducting the economic process with the support of fair practices. Businesses have to follow the method of the legal process and conduct the business effectively. The government will imply action to control the inflation for the consumers in the economy. Therefore, there are various ways in which government intervention can be helpful for the market structure:
Government promoting market mechanism:
The method of market mechanism is stated as the method of free-market, or market mechanism will be able to manage the structure of competitive market effectively (Foot and Gomez, 2006). With the process of the market mechanism, the seller has the freedom to enter and exit the market situation. Therefore, it can be evaluated the retail organisation of Tesco has the power to set up as many stores as they want and mitigate the demand of the consumers. The government will show their efforts for managing the business more effectively with the support of the business organisation in the marketing strategies in the economy. 
Controlling the legal process:
There are many business firms in the economy. Specifically, the monopolies give their possibility effort to maintain their position in the working environment. Therefore, in such cases, the government has to take the initiative to control the spread of monopolistic situations in the economic environment (Griffith, 2003). Hence, in such cases, the contribution of the government is highly required for managing the business firm. For illustration, with government intervention, Tesco will be able to operate legally in the competitive market. 
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