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[bookmark: _Toc511506295]Introduction:
Business is an ever-continuous process which always deals with various types of plans and strategy with the passage of time. There is no hard and fast plan for any business organization whether it is established or struggling in the market competition.  In this report, there will be an integrated plan development based on Tesco that is inaugurated by Jack Cohen in 1919. The firm is running its operations successfully throughout the world but there are many challenges for this firm as well. There will be a proposed plan defining the objectives, aim, mission, vision and strategic analysis on Tesco in accordance with the market situation. SWOT analysis and Porter’s five forces model will be also discussed to find out the further business plan. The focus will be to find out some tools and techniques as the further plan in the with the analysis of the underlying business strategy and environment.
[bookmark: _Toc511506296]
The company profile: 
Tesco is a renowned grocery shop in the United Kingdom incorporated in 1932. The term ‘Tesco' was derived from Cohen's tea provider used on tea. This British multinational company is third largest retailer globally by profit margin and ninth largest retail firm in term of revenue. This grocery market leader in the UK has market share amounting 28.4% of this specific industry. This public limited retailing company has products in supermarket, hypermarket and superstore in England having different branches in more than 14 countries in Asia and Europe. Tesco plc is a listed firm in London Stock Exchange constituting FTSE hundred index (Holbeche, 2013). 
[bookmark: _Toc511506297]Goals and objectives of Tesco:
Goal indicates aim, hope and target of an organization. On the other hand, objectives are the activities to be taken to get through the line of the goal. To be a globally recognized company by developing the core business in the United Kingdom is the main goal and objective of Tesco Plc. The auxiliary goal and objectives are to make sure equal recognition in non-food and food items to create retailing having Tesco plc personal finance, Tesco.com, Telecoms and taking care of the society in the larger sense (Brannen., Moore & Mughan, 2013).
[bookmark: _Toc511506298]Mission and vision statement of Tesco:
The mission of a company indicates what the business is and vision of a company implies what the firm wants to be. The vision statement of the retailing firm, Tesco is making sure most comfortable and acceptable business environment with the cooperation of the consumers whom Tesco provides goods and services, the business groups where Tesco plc operates, loyal colleagues and the owner of Tesco Plc. In accordance with this simple vision, Tesco plc has a simple mission that the firm would deal with what would be the best for stakeholders (Brannen., Moore & Mughan, 2013). In the perspectives of mission and vision statement, it is obvious that Tesco believes in working with all the available parties and treat every other the way the firm wants to be treated itself. 
[bookmark: _Toc511506299]Core competencies:
Core competencies are some such unique capabilities which have the competitive advantage and in which sector the underlying firm perform better than other else. Tesco has a strong zone in understanding its customer requirements. The club card scheme is such reward system of Tesco which helps the marketing department to understand the targeted customers (Holbeche, 2013). Using the information collected on the system, Tesco can make required changes in the favour of the customer. This might be the reason for creating value for the consumers over the competitors.

[bookmark: _Toc511506300]Developing a new product:
Tesco plc has many food items popular in the UK such as fresh food, bakery, food cupboard, frozen food, drinks, baby food and specially health and beauty item as well as other non-food items. This project will focus on developing new product by creating brand development and that is Cream tea. As a food item, cream tea is very popular in UK market. This is such as prospective market that has huge probability of making reasonable profit within short period of time both in UK market and the Asian region later. Yorkshire, Twinings, PG tips, Clipper, Tatley, Tea pigs are some popular tea item in the UK market (Ndungu, 2011). Comparing the market situation in the country, it can be said cream tea can be a prospective brand item for Tesco plc.

[bookmark: _Toc511506301]SWOT analysis for Cream Tea:
Strengths of Tesco: strengths are covered up in its huge profitability and production network. Each way to store idea is the power that has empowered Tesco to reach past client's desire. While the diseconomy of scale is severely influencing the business, little or expansive, Tesco keeps up relentless development and supply surprisingly better than previously. The club cards system of Tesco will help to develop the Cream tea item without much promotional activities through lower cost of marketing designing and launching product (Holbeche, 2013).
Weaknesses of Tesco: Being global giant store, Tesco some of the time offers products at the most reduced value that outcome more loss to fulfil clients of all rank, Tesco's mass measure of credits is additionally extraordinary worry for the organization. In some cases, to let down the value, Tesco includes in an awful deal with the providers which causes nonconformance to the clients' request and fulfilment and by and large items wind up out of stock for time being. Dependence upon the UK market and debt reduction are other two weaknesses for Tesco plc which may hamper new item as Cream Tea (Erickson, Magee, Roussel & Saad, 2012). 
Opportunities of Tesco plc: The fundamental business of Tesco plc that is more likely network based now may take promotional activities as special item of Tesco plc grocery. No other basic supply shops in the UK offer huge open door that Tesco can give. Tesco's web-based shopping surpasses the rest of the competitors regarding frequency and swiftness of providing services and facilities. Along these lines Tesco chance to prosper its wings in the market has been an awesome risk for Sainsbury, Asda etc. Indeed, even the local independent companies are going to be no longer in action in the UK market (Erickson, Magee, Roussel & Saad, 2012).  The development of Tesco's hypermarket organize in the UK implies that there are desires of seeing its 13% offer of retail deals climb forcefully finished the following couple of years. Health and beauty approaches, skincare retailing and above opportunities will be supportive for Cream Tea in the UK market.
Threats of Tesco plc: Tesco has transformed its treat into opportunities by making sound methodology of controlling food cost.  The market of tea item is highly competitive and challenging when it comes as product development. On the other hand, Tesco feels solid contention from Sainsbury and Asda as they have approached with the great low cost at times offer much better quality (Dawson, Larke & Mukoyama, 2006).

[bookmark: _Toc511506302]Porter’s five forces model for Tesco plc:
The threat of substitute items and services: The risk of substitute is normally viewed as low for sustenance items and normal to higher for non-food items. There are several substitutes for Cream team but if the item can be developed as a brand item, threat will reduce a lot. Moreover, the threat for non-foods product like cloth and electronic accessories is genuinely higher. 
The threat of new competitors: A great deal of analysis and time is required to build up the brand name and position of Cream tea in the food item market in the UK. Consequently, there isn't more threat of new competitors in this field (Ireland et al, 2010). 

Existing Competitive Rivalry: The competition is too high in the food item management. There are a few opponents like Asda, Sainsbury, Morrison's and Waitrose. The opposition depends on costs of the items for the most part. Thus, suitable discounts at correct time could help the organization to deal with this circumstance. 
Bargaining Power of Buyers: the power of buyers in this aspect is high as the consumers could without much of a stretch change starting with one item then onto the next as there isn't much contrast in the costs of the item (Erickson, Magee, Roussel & Saad, 2012). 
Bargaining Power of Suppliers: the power of the supplier is comparatively lower as they would prefer not to lose their agreements with these huge stores, generally would be left with little purchasers of sustenance and basic need (Brannen et al, 2013).

[bookmark: _Toc511506303]PESTLE analysis on Cream Tea of Tesco plc:
Tesco plc provides many services to create suitable business environment such as insurance, banking, hardware services, finance, mobile and as many as they can do to create better understanding among this multinational retailing business (Dawson, Larke & Mukoyama, 2006).
Political factors: stability of the country, legislation acts, tax rates, government policy and other political aspects are favorable for food item in UK especially for Cream tea. The diversity of workforce and creating employment are other two positive aspect in this regard.
Economic factors: this factor is little bit challenging by the scale of profitability and favorable by the scale of customer satisfaction as Tesco spends a lot to ensure customer satisfaction though it has a positive sign for the future running cause.
Social factors: British society believes in changing social trends, customs, choices for the betterment of the society and going ahead again and again. Tesco has implemented this opportunities in non-food item and now is the time to do so in new food item like Cream tea.
Technological factors: online shopping and self-service checkout system are two convenient way of advancement in technology for Tesco plc. To serve the customer best, R&D department is creating new technologies day by day.
Environmental factors: in compliance with political pressure and social business trend, Tesco has targeted to reduce carbon footprint as much as 50% within 2020. Besides wastes of stores have reduced a lot in recent time. Cream Tea no way hampers these environmental aspects. 
Legislative factors: the existing legislation and government policies may negatively affect the business environment for Cream tea like the FRC given code of practice in 2004 but it is expected to be favorable for Cream tea if health and nutrition factors are strictly followed (Dawson, Larke & Mukoyama, 2006).
PESTLE analysis on Cream Tea provides positive sign and no business environment is negative considering present situation and market position of Tesco plc.

[bookmark: _Toc511506304]Market development plan:
With the excessive requirement of increasing revenue from Cream Tea, Tesco may serve as major growth enhancer by entering the market of Japan and China. The reason behind it is the acceptance of Tesco retailing in other markets in Asia. Moreover, Tesco plc may go for international alliances with the local business firm in Asia. Join ventures or partnership can be the easiest way to place a strong position in that Asian region. Any innovative food item will be famous radically in the Asian market which is proven by many European companies prevailing right now. Moreover, developing a product is quite easier in today’s perspective but it is tougher to make sure the product in customer hand. So proper marketing mix is mandatory for Cream Tea. Being first in the market as entrant should not be main motive of Tesco rather by ensuring three major criteria as acceptability, feasibility and sustainability may make sure final success for Tesco plc in the larger sense (Teece, 2010).
[bookmark: _Toc511506305]Product development and diversification:
To get the new customer, nowadays it is mandatory to make some changes in the product line and production features. The first thing Tesco can do is developing the Cream Tea product and services though they have a focus on the issue of creating and entering the new market in this economic scale. Diversification can be another way to meet the demand for new products and features in later period. As per Ansoff's matrix, new items are brought in the market for existing markets and the strategy needs to be determined and considered by managing the body of the Tesco Plc. Research and development should work with the marketing department in product designing and be developing to create value for the customers to get value in return from the customers (Teece, 2010).

[bookmark: _Toc511506306]
Conclusion:
Finally, it can be said in case of Tesco market in the UK is well recognized but they should not be overwhelmed with this success only because there are many competitors in the world if they think their firm globally. The strategy they have taken for UK market is not well enough for other prospective markets in the Asian regions. A crucial thing to remember that, no strategy will survive for never-ending time duration. So, complying with the different customs, choices and demands, Tesco plc should take an integrated plan their marketing and managerial motive what is exactly reflected in the above discussion in regard of different strategy and situation of Tesco plc. 
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