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[bookmark: _Toc172903523]Introduction
Strategic management and sustainability are the major factors to become successful in a changing business environment with competitiveness (Shamavu, 2023). This report is focused on one of the leading British retail companies, Tesco PLC, examining strategic choices, resources, and capabilities while discussing sustainability initiatives. The report seeks to undertake an overall assessment of Tesco’s business and corporate strategies, the ‘fit’ between its resources and capabilities, and strategies to explore the impact of sustainability on its competitive positioning. This report discusses, in detail, the Ansoff Matrix, followed by Porter’s Generic Strategies, and finally, the VRIO framework to derive insights into how Tesco is maintaining market leadership as well as competitive advantage (Parniangtong, 2018). It will also recommend further strategic directions that can be taken in the future, emphasising the need for further innovation while applying sustainability principles. By so doing, it intends to offer an addition to a deeper understanding of the strategic management processes underlying Tesco’s success.
[bookmark: _Toc172903524]Company Overview
Tesco PLC was founded by Jack Cohen in London back in 1919 and is one of the world’s largest retail companies, dealing mainly in grocery and general merchandise. It has key business segments with important market positions, such as Tesco operating through multiple segments: UK & ROI, Central Europe, and Asia. It holds the leading market position in the UK, commanding a big share of the grocery market. Tesco has delivered a very strong financial performance in the last few years, with group revenues reaching £57.8 billion in 2023. An overhaul of operations, coupled with a significantly enhanced digital presence, contributed to the growth in profit margins and shareholder value.
[bookmark: _Toc172903525]Strategic Choice Analysis
[bookmark: _Toc172903526]Corporate Strategies
Identification and Description of Corporate Strategies: Tesco PLC has adopted various corporate strategies in the fight against sustaining market leadership and driving growth (Gasmi, 2021). These strategies reduce diversification, increasing market penetration, and international expansion. In the adoption of this strategy, Tesco has managed to venture into other businesses such as banking (Tesco Bank) and mobile networks (Tesco Mobile). Their penetrative strategies targeted increased sales through existing markets with the adoption of Clubcard loyalty schemes and the establishment of convenience stores.
Frameworks for Analysis: Tesco’s diversification in the Ansoff Matrix is an example of movement into new products and markets to diffuse risk but at the same time attack for new opportunities (Zugay and Zakaria, 2023). The market penetration strategy in the Ansoff Matrix ensures an increased share of existing markets with current products. Corporate Strategy Typologies refer to this as conglomerate diversification and intensive growth strategies respectively.
Justification for the Pursuit of These Strategies with Evidence: Diversification might be justified as a way of reducing the risks of competition conducted on all fronts in the retail market (Berkhout, 2021). Tesco entered the banking and telecommunication sectors, which provided additional revenue streams and more financial stability to the company. This has proved fruitful for Tesco Bank, as evident by its steady growth into an important contributor of revenue streams for the company. Other market penetration strategies include the introduction of the Clubcard program, which has helped to ensure customer loyalty, leading to repeat purchases (Rajan Shah et al., 2022). To this end, Tesco’s loyalty programs have increased the rate of customer retention; this is an illustration to show that, indeed, some efficiency exists in the applied strategies.
[bookmark: _Toc172903527]Business Strategies
Identification and Description of Business Strategies: If one takes a critical look, business strategies in Tesco focus on cost leadership and differentiation only (Smith, 2023). Tesco achieves cost leadership through economies of scale wherein it charges competitive prices to the customers with no compromise on profitability. Differentiation is by high-quality private-label products and customer service that offers a superior shopping experience to customers.
Use of Strategic Frameworks: Porter’s Generic Strategies framework classifies Tesco’s approach as a combination of cost leadership and differentiation (Blokdyk, 2018). Cost leadership, on the one hand, deals with the minimisation of operational costs to offer low prices, while differentiation, on the other hand, seeks to create a unique value proposition that separates one entity from others. 
Evidence Supporting the Adoption of These Strategies: To supplement this cost leadership strategy, Tesco ensures comprehensive supply chain optimisation and procurement efficiencies that enable it to charge lower than many of its competitors (Scheele, 2014). For instance, Tesco invested heavily in sophisticated logistics and technology to streamline operations that cut down on costs, thereby enabling competitive or lower pricing. Some differentiation can be witnessed in Tesco’s private-label products which can deliver quality comparable to premium brands at a lower price. A core example of this strategy is the success of Tesco with its Tesco Finest and Tesco Value ranges. Further, increased attention to customer service through the adoption of the "Every Little Helps" philosophy has also enhanced brand loyalty, which additionally enhanced customer satisfaction for Tesco. These strategies thereby go on to strengthen the ability of company Tesco to hold market supremacy along with consistency in financial performance. 
[bookmark: _Toc172903528]Resources and Capabilities Analysis
The key resources and capabilities of Tesco come from an expanded supply chain network, a valuable brand name, intensified IT infrastructure, and a strong workforce (Newaj and Asif, 2020). Other valuable assets of Tesco are financial strength and customer loyalty programs.
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Value: Tesco enjoys high value from the point of its advanced information infrastructure through operational effectiveness and great customer experience. The giant network chain ensures cost efficiency and on-time availability of products.
Rarity: Another thing is that the scale of Tesco’s operations and the integrated supply chain is rare among rivals. The vast implications of data analytics afforded through the Clubcard program are also a source of rare competitive advantage (Larbi et al., 2024).
Imitability: Tesco’s financial muscle and brand equity are mostly inimitable, but imitation can be done with some particular resources that Tesco has, like IT systems and supply chain models that may result in some alteration of major cost-bearing features.
Organisation: Tesco is well organised to avail its resources well in intake. The strategic alignment of the company with the organisational structure puts its resources and capabilities into use.
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The resources and capacity of Tesco are focused on strategies of cost leadership and differentiation (Scheele, 2014). Strategic directions toward cost leadership are supported by state-of-the-art IT infrastructure and supply chain network in reducing the level of operational expenses such that it will be able to at least compete with others in price. The differentiation will be supported through the branding strength and customer loyalty programs to be able to sustain the customers within its fold.
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The successful introduction of the Clubcard - with advanced analytics on data - increased customer engagement and sales to new levels at Tesco. Apart from the Clubcard instance, Tesco has also invested money into supply chain innovations that should bring improvements in scheduling equity and inventory management, consequently reducing its costs (Farr, 2023). As indicated from company reports, the constant innovation on the private-label products attests to the use of the brand reputation and quality control capability, respectively, about its differentiation strategy. These are examples of how Tesco’s resources and capabilities are matched to its business objectives as well as its competitive advantage.
[bookmark: _Toc172903532]Strategy in Action
Evaluation of the Implementation of Business and Corporate Strategies: Tesco has been able to quite efficiently deliver its business and corporate strategies through a balanced mix of cost leadership and differentiation (Scheele, 2014). On one hand, it has spent on an extensive supply chain infrastructure and technology to keep its operational costs at low costs and hence ensure competitive pricing. On the other hand, product quality and customer service have formed the basis of differentiated shopping experiences.
Success Indicators and Metrics: For Tesco, some key success indicators would include revenue growth, market share, customer satisfaction scores, and profitability. Same-store sales, growth customer loyalty measured through Clubcard membership and usage, and operational efficiency, such as cost-to-sales ratio, are some of the metrics that would be important in assessing the success of these strategies (Ekanem, 2021).
Competitive Advantages Achieved: Proper implementation of strategies has enabled Tesco to realise several competitive advantages (Parniangtong, 2018). Its cost leadership strategy has managed low prices, gaining different customers who are very sensitive to price changes and growing its market share. Differentiation has strengthened customer loyalty and enhanced brand perception through private-label products and by providing distinctive customer service.
Evidence from Case Studies, Market Performance, and Competitor Analysis: The success of Tesco’s strategies has already been underlined in different case studies. For instance, its differential strategy is proved as the "Tesco Finest" range has proved to be a hit. Its market performance data will also reveal the fact that it is always ahead of most of its competitors in terms of revenue and market share. Robin’s analysis goes on to admit that strategic investments made by Tesco in technology and supply chain give it significant advantages over rivals like Sainsbury’s and Asda. For example, the online grocery platform of Tesco has been one of robust growth as it capitalises on the increasing trend of online shopping. This is very important to maintaining its market leadership (Ryans et al., 2010). These successes are further attested to in Tesco’s annual reports. But also in this regard, the company reported significant increases in online sales and customer retention rates due to perfectly seamless digital and physical retail experiences. Moreover, there are financial metrics such as improved profit margins and high cash flow, testifying to how proper cost leadership strategies can be implemented. Bottom line: Tesco’s strategic initiatives translated into palpable competitive advantages, further solidifying it as a market leader within the retailing sector (Parniangtong, 2018).
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Efforts in Sustainability and Environmental Responsibility: It has further made numerous commitments to sustainability and environmental improvement measures that reduce its carbon footprint and depict sustainable behavior. The group has set an aspiring target of reaching net-zero carbon emissions by 2050, and the purchase of 100% of its electricity from renewable sources. Another critical area Tesco is involved in is the reduction of food waste and the promotion of recycling. This is done through initiatives such as the Community Food Connection program that helps redistribute surplus food to people.
Impact on Competitive Positioning: These sustainability initiatives of Tesco have had a positive effect on its competitive position through both brand reputation enhancement and consumer preference for companies that seem to be more environmentally responsible (Chris Fill and Roper, 2012). These not only help in attracting environmentally conscious customers but also in differentiating the company from its rivals who might not be giving strong emphasis on sustainability as an integral part of their operations.
Evaluation Using Frameworks Like Triple Bottom Line (TBL): It is always possible to evaluate Tesco’s initiatives against the parameters provided by the Triple Bottom Line framework (Szekely and Dossa, 2017). Socially, Tesco’s programs support local communities through food redistribution and other charitable activities. Environmentally, business commitment toward reduced emissions and waste indicates care for the long-term preservation of natural resources. Economically, all of these will add to financial sustainability in the long term by expenses.
Examples of Sustainable Practices and Their Outcomes: One of them was the most significant: Tesco’s "Little Helps Plan," which articulates a sustainability strategy across many areas, from climate change to reducing waste and helping the communities in which Tesco works. Under this plan, it says that Tesco has reduced its carbon emissions by 41% since 2016. Its shift toward renewable energy sources has also saved them costs and enhanced operational productivity (Jenkins and Ekanayake, 2024). The reduction of food waste initiative has not only reduced the amount of refuse produced but has further fed vulnerable communities, more so improving Tesco’s social impact. It is because of these sustainable practices that Tesco has been able to enhance its competitive edge through a positive brand image, realise the needs of the eco-conscious consumer, and achieve operational efficiencies in contribution to overall business success (Windsor, 2023).
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Potential Future Strategic Directions for the Company: Its strategic direction in the future needs to be organised around further developing its digital presence, improving sustainability practices, and entering new markets. A focus on digital transformation will help Tesco continue leading the changing retail world. A deeper level of integration of sustainability into operations will match global trends and consumer expectations (Gregory and Pearlstein, 2017). Besides, the search for growth opportunities in emerging markets is very significant.
Options Available and Their Implications:
Digital Transformation: Incorporate high-end technologies such as AI and machine learning for advanced inventory management, personalised customer experiences, and improved efficiency in the supply chain. This might relate to an increase in operational efficiency and customer satisfaction but requires a huge upfront investment and continual adaptation to new technologies (Braccini et al., 2024).
Sustainability Enhancements: Commitment to sustainability programs around reduced plastic usage, energy efficiency, and increased percentage of sustainably sourced products serves the reputation of the business and thus helps with regulatory requirements at probably an increasing short-term operational cost.
Market Expansion: This involves entering new emerging markets like Asia and Africa, which have a huge growth potential (Gregory and Pearlstein, 2017). It diversifies the stream of revenue and reduces dependencies on the UK market, but risks associated with local market dynamics and regulatory environments are stirred in.
Recommendations for Enhancing Sustainability Practices: Sustainable packaging and reduction of single-use plastics are areas in which Tesco should continue to innovate. Closer collaboration with suppliers to ensure ethical and sustainable sourcing will enhance its reputation even further as a responsible retailer (Gasmi, 2021). More robust measures on in-store and logistics energy efficiency can help drive down costs and the related environmental impact. Finally, more consumer education through both in-store and digital channels on sustainability practices will boost customer engagement.
Strategic Actions for Developing Future Competitive Advantages:
Leveraging Data Analytics: Apply advanced data analytics to the insights that could be realised in customer behavior, inventory optimisation, and personalisation of marketing efforts (Vandeput, 2020).
Enhancing Omnichannel Capabilities: Online and offline channel integration for a seamless customer journey, with click-and-collect services and same-day delivery. 
Innovating Product Offerings: Stocking more health-oriented and sustainably sourced products to adapt to changing consumer preferences (Gasmi, 2021).
Fostering Strategic Partnerships: Documented process on alliance formation including technology companies, sustainable suppliers, and small businesses to help drive innovation and expand market reach. 
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The strategic orientation of Tesco PLC can be found in properly aligned corporate and business strategy, resources, and capabilities to help earn continuous competitive advantage and market leadership (Smith, 2023). Strategies such as cost leadership, differentiation, and sustainability have been useful in the competitive retail setting. From the analysis of its strategy working sooner than others was a reason that it had focused on advanced IT infrastructure, efficient supply chain management, and sustainability. The implication of different frameworks on the strategies of Tesco has identified the strengths and the lacuna. With a constant process of innovation and changing market dynamics, digital transformation and sustainability are going to be critical factors for further growth in Tesco. Provided the strategic direction, if harnessed properly, Tesco would be able to assure market leadership, long-term financial sustenance, and positive environmental and social impacts.
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The next section comprehensively evaluates Tesco’s strategic positioning and environment by using key strategic analytical tools: SWOT, PESTEL, and Porter’s Five Forces. The results of the detailed analyses of these tools are placed in the appendices, while key findings are summarised below.
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Strengths:
Strong Brand Reputation: Tesco has grown as one of the most recognised retail brands in the UK, with a very loyal customer base.
Extensive Supply Chain: Effective management of logistics and supply helps Tesco reduce costs while making products available throughout.
Diverse product range: Tesco offers customers a wide range of products and services, from groceries to financial services.
Weaknesses:
Dependence on the UK Market: Tesco derives a huge part of its revenues from the UK and hence is exposed to local fluctuations.
Complex Organisational Structure: Running such a vast and diversified organisation may lead to inefficiency and slow decision-making.
Opportunities:
Expansion in Emerging Markets: Huge potential lies in the markets of developing nations like Asia and Africa.
Digital Transformation: If technology is promoted at the business investment level, then customer experience and operational efficiency will be enhanced.
Sustainability Initiatives: Increasing demand for sustainable products presents opportunities for differentiation.
Threats:
Intense Competition: The retail market is overly competitive, pressured by traditional players and e-commerce firms such as Amazon.
Economic Uncertainty: Brexit and global economic fluctuations can impact consumer spending and supply chain operations.
Regulatory Challenges: Stricter sustainability, data protection, and labor laws may increase operation costs.
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Appendix B: PESTEL Analysis
Political:
Regulatory Environment: Strict regulation prevails in the United Kingdom and European Union, specifically concerning food safety and environmental standards.
Brexit Impact: There may be an impact on the supply chain, and also its general cost by the uncertainty in trade agreements and tariffs.
Economic:
Consumer Spending: Economic downturns reduce consumer spending on non-essential items.
Exchange Rates: These may impact profitability where there are international operations.
Social:
Changing Consumer Preferences: Increasing demand for organically and sustainably produced goods.
Demographic Shifts: The UK’s aging population and an increase in the middle class of emerging markets.
Technological:
Digital Innovation: Advances in e-commerce, artificial intelligence, and big data analytics will foster operational efficiency and customer engagement.
Cybersecurity Risks: With the increasing threat of cyber attacks, stringent measures in IT security are needed.
Environmental:
Sustainability Pressures: Rising expectations of carbon footprint reduction and managing waste.
Climate Change: Agricultural Supply Chains, Availability of Products.
Legal:
Compliance Requirements: Adherence to various local and international laws, including labor, environmental, and data protection regulations.
[bookmark: _Toc172903540]Appendix C: Porter’s Five Forces Analysis
Competitive Rivalry:
High: Competition from the retail sector can be considered high considering it has major participants such as Sainsbury’s and Asda, not forgetting the online retailers which include Amazon.
Threat of New Entrants:
Moderate: High capital requirements and established brand loyalties make it hard but not impossible for new entrants.
Bargaining Power of Suppliers:
Low to Moderate: Tesco’s scale benefits it with better terms with suppliers, but there are risks associated with dependence on specific suppliers.
Bargaining Power of Buyers:
High: Many choices available to the consumer make the price very sensitive and customer service key.
Threat of Substitutes:
Moderate: While there are online shopping and other discount store competitors, Tesco offers product variety and ease that makes it competitive against such alternatives.
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