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[bookmark: _Toc153566089]Introduction 
This project examines the primary business and corporate strategies that British multinational grocery and general merchandise retailer Tesco uses. The first section will provide An overview of Tesco, followed by an explanation of the company's leading corporate and business strategies in its operations. Strategic analysis tools such as SWOT, PESTEL, Industry Five Forces Models or other external scanning tools will be used to understand Tesco’s business environment better. Towards the end, there will be an analysis of Tesco's sustainability efforts followed by a conclusion summarising the report's key findings, emphasising the company's strategic choices, implementation and effectiveness in the market.
[bookmark: _Toc153566090]Company background 
	Tesco is the leading supermarket chain in Britain. The company is headquartered in Welwyn Garden City, Hertfordshire, England and was founded in 1919 by Jack Cohen. Besides the UK, Tesco has stores in the Republic of Ireland, Czech Republic, Slovakia and Hungary (Tesco, 2023). Tesco controls 28% of the grocery market in the UK and is ranked among the top five retailers in the world by revenue. In addition to groceries, Tesco has diversified its product offerings to include electronics, furniture, books, clothing, software, toys and general merchandise. They also have Tesco Bank, Tesco Mobile, and a subsidiary called Booker offering wholesale business. In the early 2000s, Tesco acquired T&S Stores and the Booker Group to dominate the UK retail market. Lately, Tesco has shown outstanding commitment to adopting digital tools and technology to help it develop a solid online presence and adapt to customer needs. 
[bookmark: _Toc153566091]Identification of Tesco’s essential business and corporate strategies 
Tesco's success has been primarily shaped by two fundamental processes: its emphasis on e-commerce and digital transformation and its customer-centric approach. 
[bookmark: _Toc153566092]Customer-Centric Approach
Tesco's Clubcard Loyalty Program and Customer Segmentation Framework
Tesco's customer-focused strategy is supported by a thorough comprehension of the preferences and behaviours of its customers. In 2022, shoppers across the UK ranked Tesco’s Clubcard as the best supermarket loyalty scheme (Gonçalves & Foster-Collins, 2022). They praised Tesco's joining fee, free delivery, exclusive discounts, and coupons. Tesco has tailored its product offerings and marketing strategies by effectively utilising customer segmentation. Through customer segmentation and purchase behaviour analysis, the business can tailor promotions, use product placement best, and improve the overall shopping experience (Humby et al., 2008). Tesco's customer-centric approach is based mainly on the Tesco Clubcard loyalty program, which has existed since 1995 and has more than 20 million users (Tesco, 2023). The idea behind this program is to reward devoted customers while collecting valuable information about their shopping preferences. Tesco's data-driven strategy helps them anticipate demand, spot trends, and tailor promotions. The knowledge acquired helps with well-informed decision-making in various business functions, such as targeted marketing. 
[bookmark: _Toc153566093]E-commerce and Digital Transformation
As the external environment changes, Tesco is responding with a commitment to digital transformation and e-commerce. This concept is examined through the PESTEL factors analysis (Political and Economic, Social, Technological, Environmental, and Legal factors) (Perera, 2017). 
a) Political factors – Political issues such as a rise in taxes and greater regulation are better monitored and fulfilled by adopting technology to increase efficiency. 
b) Economic Factors: Tesco's e-commerce strategy heavily relies on economic factors. The convenience of online shopping, particularly in times of financial instability or world crises, makes it a valuable tool for maintaining revenue streams and ensuring business continuity.
c) Social- Tesco's customers are becoming more sensitive to healthy foods and living. Technology helps monitor trends, manage the supply chain better, deliver fresh products and keep conversing with the customers. 
d) Technological Factors: Tesco's digital transformation is mainly driven by the quick development of technology. To meet customer expectations, the company has developed the Tesco Clubcard App, an Online shopping app, the Tesco Pay+ App, the Tesco Scan as you Shop app, a recipe app and many more (Tesco, 2023). 
e) Environmental factors: to reduce Tesco's effect on the environment, it keeps communicating with and engaging the customers and other stakeholders to reduce its carbon footprint. 
f) Legal factors- Compliance with taxation and consumer rights regulations benefit from Tesco's technology adoption. 
Industry Five Forces Model 
	Porter's five forces can help analyse the impacts of a business strategy (Perera, 2020). 
Suppliers powers: The transition to e-commerce affects suppliers' bargaining power. Tesco negotiates advantageous terms with suppliers and maintains a dependable supply chain to support its online operations. Tesco manages supplier relationships strategically.
The threat of new entrants is high because many companies can adopt the popular e-commerce model, which is trendy, relatively more accessible, and profitable. 
Buyers' powers: Customers have more negotiating power as they choose online shopping more and more. Tesco uses promotions, personalised experiences, and online platforms to create value to offset buyer bargaining power's impact and maintain customer loyalty.
Danger of Substitute Products: Traditional brick-and-mortar retail may be replaced by e-commerce. Tesco has taken a calculated risk by investing in online services and platforms that are easy to use to establish itself as a top option in digital retail.
Competitive Rivalry Intensity: Innovation is required in the retail industry due to the fierce competition. Tesco's dedication to digital transformation allows it to stand out, improve customer satisfaction, and keep a competitive advantage.
[bookmark: _Toc153566094]Identification of Tesco’s resources and capabilities 
Tesco's ability to successfully execute its digital transformation strategies and customer-centric approach is inextricably linked to its extensive resources and competencies. 
[bookmark: _Toc153566095]Resources and capabilities to achieve a customer-centric strategy
Its enormous physical store network is one crucial asset supporting Tesco's customer-focused approach. As of 2023, Tesco has 4859 stores worldwide, with 2,856 in the UK alone since it is the primary market (statistics, 2023). Tesco can serve a wide range of customers thanks to the stores' accessibility, which promotes a feeling of closeness and convenience. 
Tesco Clubcard is a valuable resource that can be used to gather customer information. Personalised marketing and promotions are based on Tesco's ability to obtain insights into individual preferences, shopping habits, and trends through its extensive database. Tesco needs a reliable and effective supply chain as one of its most important resources. It guarantees a steady flow of goods, allowing the business to react quickly to the needs and preferences of its customers.
Tesco's customer-centric strategy is significantly strengthened by its proficiency in data analytics. According to Loshin and Reifer (2013), the business can analyse large volumes of consumer data to spot trends, predict patterns, and adjust marketing plans and promotions. Tesco can establish and preserve solid customer relationships thanks to its CRM capabilities, which are made possible by the Clubcard program. Tesco can improve customer loyalty by tailoring shopping experiences based on individual preferences.
[bookmark: _Toc153566096]Resources and capabilities to achieve its Digital Transformation and E-commerce Strategy 
Tesco's technological infrastructure, encompassing mobile applications, online platforms, and e-commerce capabilities, is indispensable. This infrastructure supports the company's efforts in e-commerce and digital transformation.
Customers find Tesco's well-known brand a reliable source of credibility and trust. Tesco's digital channels use this brand reputation to reassure online customers. They have about 1.7 million followers on Facebook, 660,000 on X and 165.000 on YouTube, making them significant connections with customers (Stroud, 2023).
Tesco's current distribution network and supply chain were designed for traditional retail but can be modified for online sales. Using this resource gives you a logistical edge when completing orders placed online. Tesco's online presence is mainly dependent on its digital marketing capabilities. The business communicates with customers virtually and runs promotions and advertisements through digital channels.
One of the most important strengths is the ability to efficiently function in e-commerce, including online transactions, order fulfilment, and delivery logistics (Botha et al., 2008). Tesco's experience in e-commerce guarantees a seamless online shopping experience for its customers. Tesco carefully coordinates its digital transformation plan with its brand image, e-commerce know-how, and technology infrastructure. The company maintains a consistent and efficient online presence that aligns with changing consumer preferences by capitalising on its well-known brand, investing in solid online platforms, and streamlining its supply chain for e-commerce.
[bookmark: _Toc153566097]Evaluation of Tesco’s success in implementing selected business and corporate strategies 
Tesco has demonstrated strategic success by effectively leveraging its strengths, addressing its weaknesses, seizing opportunities, and reducing threats. SWOT analysis can effectively evaluate an organisation's success when implementing business and corporate strategies (Namugenyia et al., 2019). 
[bookmark: _Toc153566098]Leveraging on strengths 
Customer-centric approach: Tesco's strength is its focus on its customers' needs, exemplified by the Tesco Clubcard loyalty program. Organisations can use data analytics to personalise promotions, improve customer experiences, and encourage loyalty (Satish & Yusof, 2017). For instance, tailored offers made possible by Clubcard data increase revenue while retaining customers. Tesco's competitive advantage stems from its customer-centric approach, which establishes a positive feedback loop between customer satisfaction and business success.
Tesco's dominance in the market results from its vast store network and effective supply chain. The in-store shopping experience is improved by the capacity to ensure product availability, offer a large selection, and quickly replenish shelves (Bowlby, 2022). Tesco's supply chain expertise also contributes to its digital transformation by making integrating its offline and online operations easier.
Tesco's solid online platforms and e-commerce capabilities demonstrate its prowess in the digital space. The company revealed its adaptability by responding to the spike in online shopping during the COVID-19 pandemic (Rigby, 2022). Tesco responded to consumer demands and strengthened its position in the expanding e-commerce industry by quickly expanding its online delivery services.
[bookmark: _Toc153566099]Addressing Weaknesses
Over-reliance on the UK Market: despite the company's continued dominance in the UK retail market, Tesco's attempts to expand internationally have encountered difficulties. The company has been addressing this shortcoming by expanding into new markets and diversifying its holdings. For example, Tesco's 2018 acquisition of Booker Group broadened its revenue streams and increased its presence in the wholesale market.
Operational Difficulties in Global Expansion: Tesco faced operational difficulties in markets such as the US and Japan, which prompted the company to make strategic pull-outs (Wood, 2011). Nonetheless, the business gained essential knowledge from these endeavours and used that knowledge to run profitable businesses in other areas, like Southeast Asia.
Data Security Issues: Tesco has taken the initiative to address data security issues due to the growing reliance on customer data. The company makes significant investments in cybersecurity measures to protect client information and reduce potential threats to its reputation and customers' trust (Tesco, 2021).
[bookmark: _Toc153566100]Seizing the Opportunities
Worldwide Market Expansion: Tesco is still taking advantage of chances to grow its global market. Tesco's presence in the wholesale market was bolstered, and its product range expanded upon purchasing the British wholesaler Booker Group.
Technological Development and the Growth of E-Commerce: Tesco welcomes new technological developments to improve its e-commerce capabilities continuously. The company's allocation of resources towards digital platforms and online services aligns with the increasing inclination towards e-commerce, guaranteeing its sustained prominence in the dynamic retail domain.
[bookmark: _Toc153566101]Mitigating Threats
Tesco uses tactics like cost leadership, differentiation through private-label products, and continuous innovation in response to fierce competition. To set Tesco apart from rivals, for example, launching its own-brand products like "Tesco Finest" adds a distinctive value proposition.
Tesco's ability to offer value-driven propositions demonstrates its resilience during economic downturns. The company proactively offers discounts, promotions, and cost-effective product options to maintain customer loyalty during uncertain economic times.
Tesco's ability to adjust to regulatory shifts is critical to its success. The organisation actively participates in changing regulations, guaranteeing adherence and frequently going above and beyond what is needed. In addition to reducing regulatory risks, this strategic approach establishes Tesco as a trustworthy and moral business.
[bookmark: _Toc153566102]Evaluation of how Tesco has become more competitive amidst sustainability and the environment 
Tesco has proactively embraced environmental consciousness and sustainability, showcasing a dedication to ethical business practices that both support global ecological goals and increase the company's competitiveness in the market. 
Sustainable Supply Chain Management and Product Sourcing: Tesco guarantees that the products on its shelves adhere to strict environmental and social standards by forming partnerships with suppliers who share its commitment to ethical and sustainable practices. This strategy fits with the business's dedication to sustainability and appeals to a growing segment of environmentally aware customers (Sanchez-Flores, 2020). Tesco's efforts in this area help to differentiate its products in the market, which gives it a competitive advantage.
Reducing Carbon Footprint: Tesco has shown a commitment to reducing its environmental effects, as evidenced by moves toward renewable energy sources like wind and solar power and energy-efficient lighting in stores (Tesco, 2021). Tesco's proactive efforts to reduce its carbon footprint align with sustainability objectives and establish the company as a consumer-friendly option that takes environmental responsibility seriously (Tesco, 2021). This makes Tesco more competitive as it fits the growing trend of consumers, favouring companies that actively support environmental conservation.
Circular Economy and Waste Reduction Practices: Tesco has implemented initiatives to promote a circular economy and minimise waste. Some initiatives include reducing the use of single-use plastics, introducing recyclable packaging, and minimising food waste (Tesco, 2023). Tesco gains a competitive advantage and contributes to a sustainable future by adopting circular economy practices. 
Community and Stakeholder Engagement: The business actively participates in community initiatives, donates to environmental charities, and interacts with clients to spread knowledge about sustainable business practices. This all-encompassing strategy improves Tesco's reputation and cultivates a good rapport with all parties involved, including customers who care about the environment (Sanchez-Flores, 2020). This interaction increases the company's customer base's trust and loyalty, boosting its competitiveness.
Innovation and Technology: Tesco integrates innovative technology into supply chains and retail spaces to optimise energy use and minimise waste. Tesco's dedication to remaining at the forefront of sustainability-related technological advancements guarantees operational effectiveness. It establishes the business as a pioneer in adopting sustainable practices, increasing its competitiveness even more.
Corporate Transparency and Reporting: Tesco highly values transparency about its sustainability efforts and advancements. Tesco's environmental impact and strategy efficacy can be evaluated by stakeholders and customers thanks to the release of comprehensive sustainability reports (Tesco, 2023). Being open and honest about its sustainability journey helps Tesco gain credibility and trust—two critical advantages that help it compete in a market where customers increasingly seek accountability and authenticity.
[bookmark: _Toc153566103]Choices available for Tesco’s strategic direction in the future
International Growth and Diversification: Tesco can diversify its geographical presence by pursuing opportunities for further global expansion, especially in emerging markets. Here, it is advised to incorporate sustainable practices into new markets to make sure Tesco's growth complies with regional environmental regulations (Bowlby, 2022).
Digital Transformation and Technology Integration: Tesco's future success depends on its investments in digital transformation and the integration of cutting-edge technologies. It is advised to explore advanced technologies like blockchain to improve supply chain transparency and implement sustainable technology solutions, like energy-efficient systems in retail spaces (Rigby, 2022). Tesco can choose to enhance Private Label and Differentiation: Using exclusive goods and services to enhance Tesco's private label and set it apart is a wise move (Satish & Yusof, 2017). It is advised to incorporate sustainability into personal label goods by giving eco-friendly packaging and sourcing top priority. By doing this, Tesco can develop a USP that appeals to customers who prioritise eco-conscious decisions.
Tesco's strategic positioning is enhanced by its adoption of circular economy initiatives, which aim to reduce waste and optimise resource efficiency. It is advised to increase efforts to decrease single-use plastics, add more recyclable packaging, and actively involve consumers in recycling initiatives (Tesco, 2021). In doing so, Tesco advances environmental objectives and crafts an engaging story for customers who care about sustainability.
Cooperation and Joint Ventures: Increasing cooperation and partnerships with vendors, non-governmental organisations, and local communities is an important strategic decision. It is advised to establish close relationships with suppliers to establish sustainability standards, work with non-governmental organisations to improve sustainability knowledge, and interact with local communities to promote shared responsibility (Humby et al., 2008). Thanks to this all-encompassing approach, Tesco will contribute to a sustainable ecosystem and cultivate positive relationships with stakeholders.
Workplace Engagement and Long-Term Sustainable Practices: Tesco's implementation of sustainable workforce practises, and a focus on employee engagement is consistent with a responsible business model. It is advised to fund sustainability-related employee training programs, put green workplace policies into place, and give employees the authority to support eco-friendly projects (Sanchez-Flores, 2020). A sense of shared responsibility is fostered when employees are involved in the sustainability journey.
Innovation in Sustainable Products and Services: Developing new sustainable products and services through active innovation pursuit is a proactive approach. It is advised to support research and development initiatives to produce cutting-edge, environmentally responsible goods that satisfy shifting consumer demands (Wood, 2011). Tesco sets itself apart in the market and meets customer expectations by continuing to lead in sustainable innovations.
Tesco's strategic decisions for the future offer a path toward long-term success. Tesco can meet the demands of consumers who care about the environment and social justice by making decisions that align with sustainability principles (Gonçalves & Foster-Collins, 2022). This will also give them a competitive edge in the changing retail market. By implementing the suggested tactics, Tesco can establish itself as a pioneer in environmentally friendly retail operations and strengthen its sustainable business model.

[bookmark: _Toc153566104][bookmark: _Hlk153565756]Appendix 
1. TESCO SWOT ANALYSIS 
	
	

	Strengths 
· Efficiency of the Supply Chain Long-Term Store Network with a Focus on the Customer
· Digital Shift and E-Commerce Proficiencies
· Strong Brand Reputation

	Weaknesses 
· Over-reliance on the UK Market
· Operational Difficulties in International Growth
· Data Security Issues 


	Opportunities 
· International Market Growth
· Technological Progress
· Sustainability of E-Commerce Growth Proactive Measures

	Threats 
· Severe Rivalry
· Economic Uncertainties
· Modifications to Regulations
· Breakdowns in Technology














2. Tesco PESTEL 
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