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[bookmark: _Toc163829383]Introduction: 
Strategic planning and the subsequent execution turn out to be a critical factor in the world of business at any level. In the new era of business dynamics the need for a firmly targeted strategic plan is underlined. As a roadmap, it facilitates companies to run through maze-like terrains and allows them to cope with the fluctuations of the environment efficiently (Dharyanti, Jati, & Pramukarso, 2019). Therefore, it is important to have a plan which is a well-designed and done appropriately. Without that, realising organisational goals and sustaining a competitive edge becomes virtually impossible. Elbanna et al. (2016) suggested that the most convenient situation for the attainment of public service goals is the creation of a link among strategic planning and its implementation, that can be considered as a general assumption of different spheres of life.

The main aim of this report is to perform strategic review of the business operations of Tesco PLC, one of the largest multinational retailing organisation of the United Kingdom which is listed on the London stock exchange, by using a comprehensive analysis of different strategic decisions adopted by the top management of the company. This review will touch upon the company's strategic choices and evaluate the performance of these strategies highlighting that this has been done through the strategies in action of Tesco Plc.

The report is structured as follows: Based on the background of Tesco Plc, the business and corporate strategies that have been implemented would be identified and analysed by applying tools such as Porter’s Generic Strategies and the Ansoff Matrix. Furthermore, the study will scrutinise Tesco’s resources and capabilities, debating the fit of them with the company’s positions through the Value Chain and VRIO analysis. The efficiency of implementing the strategy will be appraised considering the SAF method of measurement which helps to establish the degree of effectiveness of Tesco's strategic management.  
In this way, the report goes on to portray an in-depth analytical evaluation, which is aimed at providing a broad spectrum of observations about steering committees of Tesco Plc, as well as their implementation and the consequences, thus providing valuable feedback to the management of retail enterprises.

[bookmark: _Toc163829384]Company Background
Tesco Plc has been witnessed as the embodiment of the strategic planning dynamics in the retail sector. An accomplished businessman, Jack Cohen (founder of Tesco) started from a single market stall in London and today, is one of the worldwide biggest retailers. Tesco delivers its products and services in many countries and carries a great range of products as well. The story of Tesco depicts key strategic milestones that have contributed to its development and expansion, reflecting its adaptability and creative nature rather than its latter state (Gan & Yan, 2023).

A historical milestone in Tesco's strategic progress was the opening of chain stores instead of a market, hence the customers' experience was totally transformed in the UK (Gan & Yan, 2023). The Clubcard, that was introduced in 1995, was the strategy that further embellished Tesco's genius strategic schemes through club card data use so that they could improve shopping experience and customer loyalty (Johnson, Robertson, Cooper, Dickinson, & Jones, 2018).

Along with foreign investments, international expansion strategy also played a very important role in the strategic development of Tesco, but with not necessarily clear results though. The company's penetrating into South Korea, China and India as the emerging market indicates its aim to reach the global level of retailer (Kar, Bansal, & Mishra, 2021; Tian, 2021). The departure from South Korea has been a strategic disinvestment, which responded to complex market dynamics (Coe, Lee, & Wood, 2017), but the moves into China and India are manifestations of Tesco's adaptability and constant search for growth windows, despite their difficulties (Tian, 2021; Wood, Coe, & Wrigley, 2016).

Tesco, despite dealing with the financial performance problems and nature issues, has continued on the path of the business strategy of correcting the basic problems and repositioning itself of the competitive retailing environment (Haddock-Millar & Rigby, 2015). The fact that a strategic analysis was made of Tesco’s operation, showing its exit and entry strategies in the different markets, shows us the complexity of the global retail operation (Wood, Wrigley, & Coe, 2017).
[bookmark: _Toc163829385]Main Body 
[bookmark: _Toc163829386]Identifying Key Business and Corporate Strategies (Strategic Choice)
[bookmark: _Toc163829387]The strategic strategy of Tesco Plc in the highly competitive retail industry is basically executing with precision and implementations. Besides, Tesco's location strategies that are centred on the Porters Generic Strategies are key aspects of its market positioning plan. The ability to maintain the position of overall cost leader as well as building the innovative processes, Tesco is able to retain wide customer base and to keep to the top of the market and is highly competitive towards other rivals (Gan and Yan, 2023).
Porter's Generic Strategies
[bookmark: _Toc163829388]Tesco Plc' hybrid strategy, which merges both cost leadership and differentiation, delineates the way they pursue both cost leadership and differentiation. As a result, this positioning approach not only strengthens Tesco's competitive nature but also builds a range of value propositions in different customer segments: 
Cost Leadership
Tesco has succeeded in taking advantages out of its scale to offer customers accessible products at affordable prices, one of its most important cost leadership strategies. Enhancing its supply chain and technology funds which supports its operational efficiency, this means that Tesco can be well positioned in have the preferred places for a number of the demography (Gan & Yan, 2023).
The fact that Tesco practices cost leadership strategy can easily be seen through the application of scale and technology in cost cutting and then using the affordability to sell competitive products for the broad demographic. Gan and Yan (2023) mention that Tesco gained better efficiency by entirely investing in the supply chain technology, which had allowed them to minimise the costs and to simplify the operations. These reductions in costs are then handed over to buyers through the deduction of prices which insures it's position as a market leader in the cost front. The company's ability to provide low cost is of utmost importance because it is an essential factor in attracting and holding customers who have strong price sensitivity, and thus it helps in sustaining its market share in a competitive retail that is slammed with strong competition.


Differentiation
Along with the cost leadership, Tesco has also diversified its offerings in differentiating strategies and in which customer are a main focus of it, including product offerings and customer services. Introducing the special product ranges and also the digital platform shopping experience improvement shows Tesco to be separating itself away from its competitors. The consequence has thus not only expanded Tesco`s value position but also facilitated customer loyalty and brand equity (Jhan, Robertson, Cooper, Dickinson, & Jones, 2018).
At the same time, Tesco has adopted differentiation strategy by emphasizing on customer care and exclusive product varieties. Johnson, Robertson, Cooper, Dickinson, and Jones (2018) emphasize the attempts of Tesco to improve the shopping process with the help of digital channels, which personalize client’s journey. It helps promote Tesco from its closer competitors as well as enhances customer engagement and loyalty. Moreover, the launch of product lines that are unique is targeted at a section of consumers with a high taste, who value quality and distinctness as against price, which in a broader sense means, no longer just competition on price, but based on product differentiation.
Integration of Hybrid Strategy
These strategies integrated enable Tesco to draw a variety of customers, from the budget-oriented ones to those who look for unique products or those who want a better shopping experience. The approach is especially successful in the fiercely competitive retail industry where organizations have to make a choice between either cost leadership or differentiation. This ability of Tesco to operate the two strategies at the same time has been the main reason of its success.
In addition, Gan and Yan (2023) financial analysis emphasizes that this tandem concept enables Tesco to have competitive pricing and most importantly, it fosters innovation and customer-oriented services as a result of which the company enjoys brand loyalty and equity in the long term. This equilibrium of cost effectiveness and varied offering’s ability Tesco to respond quickly to changing market dynamics and customer preferences.
In conclusion, Tesco’s strategic use of implementation of both Porter’s cost leadership and differentiation strategies, backed with a significant investment in technology and customer experience innovations, denotes a retail hybrid strategy success. Such a strategy has made Tesco to remain a heavyweight in the market as well as an adaptive entity that ensures the competitiveness and relevance of Tesco in the changing retail landscape.
Ansoff Matrix
· [bookmark: _Toc163829389]Market Penetration: Tesco’s market entry procedure entails deepening the market share under its control by promoting competitive pricing, upgrading store formats and demonstrating high standards of customer service. This approach has been top most important and useful in those times when it was consolidating its market presence as well as fending off competition (Sharah Fatricia, R., 2017). 
The strategies used by Tesco have brought about a deep level of penetration in the existing market and also generated market further expansion. When considering price competition, store format improvements and high quality customer service are important as these help to maintain and grow its market share. Per Sharah Fatricia, R. (2017), these tactics have been of particular importance during periods of a serious competition and market consolidation. Great shopping experience and low prices have made it possible for Tesco to remain in the market against the rivals.
· Product Development: Innovation of Tesco has a long history in product development. Powered by the development of new lines of products which in turn had boosted the creation of its own brand labels, this has enabled the company to satisfy loyal and emerging clients (Sharah Fatricia R., 2017).
The innovation of Tesco in product development can be seen through the diversification of product lines that cater to a wide customer segment. The establishment of its complete brand labels, which are recognized for both quality and value, is a major part of this strategy. This method per Sharah Fatricia, R. (2017) has not only helped to keep the loyal customers but also attracted new, therefore giving Tesco adoption as a means of product differentiation.
· Market Development: Tesco’s' market development strategy was launched by its penetration into foreign markets. Though mixed outcomes, the strategic moves on the markets represented by China and India show the Tesco's brand strategy for spread into the geographies and the market development. In fact, hypothetically, some of the specific strategies inherent in every area have addressed the market conditions differently even though not having everything smooth (Kar, Bansal& Mishra, 2021; Tian, 2021).
In terms of China and India, Tesco’s strategic intent can be observed through its foray into new geographical markets. However, even though such movements meet with difficulties, they demonstrate an initiative of Tesco to spread its brand worldwide. Tesco’s strategy tailoring was not always successful, which illustrates the complexity of adapting and understanding local consumer behaviours and market dynamics as Kar, Bansal, & Mishra (2021) and Tian (2021) explain.
· Diversification: Tesco hasn’t only gone after morphing across geographic areas but also by venturing into new business area like banking (Tesco Bank) and telecommunications. As for this diversification strategy, it let the Tesco reduce the risk of disruption to this volatile retail market and branch out to other sources of revenue (Johnson, Robertson, Cooper, Dickinson, & Jones, 2018).
Diversification is another critical method applied by Tesco, extending from the basic retail activity to bank and telecommunication amongst other areas. The launching of Tesco Bank and the investments in telecom services are some of the examples of Tesco’s strategic intent to diminish dependency on core retail activities and investigate new avenues of revenue. These ventures enable Tesco to make use of its large customer base and its strong brand equity in the new sectors and thus, the effect is the minimisation of risks of retail sector volatility. Johnson et al. (2018) also observes this.
The application of the Ansoff Matrix in Tesco strategy analysis results in mixed approach to growth and stability. The strategic initiatives of Tesco in varied domains reflect the company’s flexibility and proactive management in dealing with the vagaries of the retail market. Every strategy, whether penetrate the market, innovative through product development, stretch to new market, or diversify the business model, has a rationale and orient to long-term growth and customer engagement. Such strategic diversity enables Tesco to both control threats and exploit areas of new business, thus retaining its lead in the competitive environment.
Analysing Resources and Capabilities (Alignment with Strategy)
[bookmark: _Toc163829390]Tesco Plc’s strategic skill base is reinforced by its strong palette of resources and capabilities which are meticulously aligned with the business strategic positioning and competitive landscape. This positioning will support the aim of acquisition of market leadership or of providing the company with any competitive advantages which would be sustainable. Such alignment is now of the utmost importance for its market leadership as well as to retain its edge thereby assuring the organisation’s sustainable competitive advantages.
Overview of Tesco's Key Resources and Capabilities
[bookmark: _Toc163829391]Tesco competencies and capabilities cover the wide variety of issues either with its large and effective supermarket network and logistics services or its innovative digital platforms and data analytic tools. The company's brand name that has been built over the years and employees especially in the areas of customer service are the two key resources (Gan, Y. R., & Yan, 2023). Such assets operate in correlation with Tesco's financial resources allowing for strategic investments into technology and market growth.
Value Chain Analysis
The Value Chain analysis for Tesco Plc encompasses several key activities:
1. Inbound Logistics: The adapting investment of Tesco in supply chain optimisation which includes modern logistics and warehousing supply help in the smooth flow of goods from suppliers to shops. Knowing this aspect is mandatory when it comes to controlling the stock level and product availability, both of them being directly connected with the on-time delivery rate and the costs to run the business (Gan and Yan, 2023).
Supply chain optimization investment of Tesco is the basic for its operational efficiency. By the use of modern logistics and warehousing, Tesco ensures that goods reach stores from suppliers with ease which is vital to stock levels and product availability. According to Gan and Yan (2023), this focuses on strategy enables on-time delivery while, at the same time, accomplish cost reduction by reduction of waste and unnecessary spending. Thus, the firm can offer a very competitive pricing policy, high-availability both of which are the core drivers of customer satisfaction and loyal clientele.
2. Operations: The operations of Tesco are a compound of size and speed, which allows it to fulfil the customers with a wide spectrum of needs and simultaneously possesses a high degree of efficiency. The process of achieving operational excellence for a company is reflected in its stores’ layouts, product assortments’ strategies and its inventory management methods.
The Tesco’s operational activity is distinctive in terms of its size and speed which are the two factors create a kind of working environment in which all the company’s customers’ needs are supposed to be satisfied. At the Tesco store, the floor plan, products demonstration and novel inventories' system are specialized to lead more shoppers to purchase and decrease the stockouts. These operational competencies allow Tesco to ensure the consistency of the purchasing experience. Once this is achieved, the customers will have a base to build their confidence and trust which will, in turn, create the return of the customers.
3. Outbound Logistics: The logistics sector of the company is concerned with the dispatch of the goods to the buyers and the comprehension of the e-commerce in itself. Tesco’s on-time delivery services that are backed by its efficient distribution network illustrates a brand that strives to make customers shopping convenient (Gan & Yan, 2023).
The outbound logistics competency of Tesco, especially if related to e-commerce, emphasizes their customer convenience focus. Gan and Yan (2023) point out that Tesco’s effective distribution system is an important support for its on-time delivery service which is a critical success factor for online retail. This trust in meeting internet purchase orders improves consumer satisfaction and assists Tesco in being a reliable retailer in the physical and digital marketplace as well.
4. Marketing and Sales: It is obvious that through the thorough use of data analytics from Tesco's existing Clubcard scheme, a highly targeted marketing plan can be developed in addition to the continued provision of a personalised shopping experience to existing customers. As this data-centric approach of marketing does not only engage customers but also influences customer purchase decisions by aligning product offerings with individual needs (Johnson, Robertson, Cooper, Dickinson, & Jones, 2018).
Integrating data analytics from Tesco’s Clubcard program with its marketing strategies enables the retailer to design very focused promotions and to offer individualized shopping experiences (Johnson, Robertson, Cooper, Dickinson, & Jones, 2018). This information-driven strategy, as a consequence, empowers Tesco to individualize its products for the needs of each customer by the virtue of which the platform succeeds in improving its client engagement and converting more sales. The technical way of using customer data does not only create the loyalties but as well helps Tesco to foresee the main tendencies and make the right options.
5. Service: That after-sales customer assistant and refund policy are the features of provision of services and the decisive tools of consumers’ appraisal of Tesco’s position among a spectrum of pricing. Investing in customer service across all platforms, even in stores, keeps the brand's image and customer loyalty very firm.
Consequently, Tesco’s environment of customer care, providing with all necessary support and sound return policies, strengthens its market position and brand image. Providing the positive post-purchase experience, Tesco gains customer loyalty and increases the overall satisfaction, important elements in a competitive retail environment where the service quality can be the brand’s differentiator.
6. Technology Development: Automation is rather a vital strategic advantage of Tesco which was aimed to improve the company's efficiency and regain the market share at the same time. From e-commerce to mobile phone app and AI integration, Tesco is innovating to ensure that shopping is always easy for customers, and that also operation is not a burden to them.
Tesco’s technology-oriented strategic investment, in the form of e-commerce platforms, mobile applications and AI integration, endeavours to make shopping experiences and operational processes more efficient (Gan & Yan, 2023). Through the evolution of technology customers are enabled do their shopping conveniently and also the company gets its workers more efficient, the company is able to respond to the market changes faster thereby retaining the competitive edge.
7. Procurement: The partnership with its suppliers that Tesco is into provides assurance that products are not only low cost and of great quality but also ecologically worthwhile. Such collaborations with the suppliers, Alecu-Haddock & Rigby (2015) argued, shows that Tesco’s concern is ethical and environmental.
Ethical and sustainable procurement practices of Tesco guarantee the procuring of top-notch, cheap, and eco-friendly products (Alecu-Haddock & Rigby, 2015). Such partnerships with suppliers in keeping of these practices attest to the Tesco’s CSR effort that is very appealing to the environmentally conscious consumers of now and as such, they only add value to the Tesco brand, making it more marketable.
[bookmark: _Toc163829392]Value System Analysis
Not restricting to the Value System, Tesco can be investigated externally with relations with its suppliers, partners, and the general public:
1. Supplier Collaboration: Among supplementary practices, Tesco contracts the farmers to secure the product quality as well as sustainability. Among those is the diversification of the program in order to mitigate the negative impact on the environment as well as strengthening the ethical foundations of the company all along its supply chain.
2. Partnerships: Through its associations with tech companies to banks and insurers, Tesco widens its portfolio to include more service options and business operations looks tougher. This cooperation not only provides prospects for the Tesco customers to grow their solution base but also amplifies its product range. Use our AI to write for you about any assigned topic.
3. Community Engagement: Tesco’s responsibility may be viewed as not merely what it is, but also through the socially responsible strategies which have been adopted by the company. Through integrating its standards of operations with those by the society, Tesco brands itself as trustworthy and, therefore, stronger.
[bookmark: _Toc163829393]VRIO Analysis
VRIO framework is a useful method to, firstly, establish which of Tesco assets and capabilities give competitive advantage not only in the short term, but also in a long term:
· Value: Tesco's data analytics capabilities imparted from its Clubcard program serves as a powerful tool since these give insights into customers’ behaviours which in turn allows the company to tailor marketing and product development.
· Rarity: With massive and smartly placed network of physical stores and robust online platforms, Tesco presents an omnichannel shopping experience that hardly can be met by rivals.
· Imitability: Tesco’s the supply chain and logistics operations on a gigantic scale with some, though not all, the operations already optimised is tremendous factor in rendering imitation impossible.
· [bookmark: _Toc163829394]Organisation: Either the organisational structure and culture of Tesco, which always prioritises innovation and customer centricity, or its resources and capabilities are well matched with strategic objectives through the strategical use.
VRIO Analysis Table for Tesco Plc
	Resource/Capability
	Value
	Rarity
	Imitability
	Organization
	Competitive Advantage Level

	Tangible Resources
	
	
	
	
	

	1. Physical Store Network
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	2. Supply Chain & Logistics
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	3. Inventory Management Systems
	Yes
	No
	No
	Yes
	Competitive Parity

	4. Modern Warehousing Facilities
	Yes
	No
	No
	Yes
	Competitive Parity

	5. E-commerce Platforms
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	6. Fleet of Delivery Vehicles
	Yes
	No
	No
	Yes
	Competitive Parity

	Intangible Resources
	
	
	
	
	

	1. Brand Reputation
	Yes
	Yes
	No
	Yes
	Sustainable Competitive Advantage

	2. Customer Loyalty (Clubcard Program)
	Yes
	Yes
	No
	Yes
	Sustainable Competitive Advantage

	3. Data Analytics Capabilities
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	4. Organizational Culture Focused on Innovation
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive Advantage

	5. Supplier Relationships
	Yes
	No
	No
	Yes
	Competitive Parity

	6. Proprietary Technology (AI, Mobile Apps)
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive Advantage



Analysis Summary
Tangible Resources:
· Physical Store Network and E-commerce Platforms: The physical store network of Tesco, which is both big and well-located is complimented by strong digital platforms, which makes it hard for the competitors to replicate an omnichannel experience. Gan & Yan (2023) clarify that organizational support increases their efficiency, delivering short-term competitive advantage.
· Supply Chain & Logistics: These systems are advanced and scale-based thereby Tesco to achieve operational efficiencies, which are difficult to be copied by the newcomers, giving them temporary competitive edge.
· Inventory Management and Warehousing: However, they are not unique in industry and are competitively parity in terms of efficiency and cost control.
· Fleet of Delivery Vehicles: Essential to the operational excellence but alike with what others large retailers possess.
Intangible Resources:
· Brand Reputation and Customer Loyalty: Shoppers will perceive Tesco’s brand with high trust and reliability. Moreover, its Clubcard scheme will drive the customer’s loyalty over time. The two of them are scarce, and their value goes beyond imitation due to the market penetration and data capacity which is difficult to achieve. Therefore the competitive advantage is a relatively sustainable asset.
· Data Analytics Capabilities: Enables Tesco to respond to consumer behaviour in such a way that its marketing strategies are effective, giving it a temporary competitive advantage because such capabilities are increasingly becoming commonplace in the sector.
· Organizational Culture and Proprietary Technology: The innovation culture of Tesco and investment in high technology sells like AI and mobile apps are two rare and non-imitable conditions that can be a source of sustainable advantages as they are integrated into company’s strategy and operations.
The VRIO analysis demonstrates that the intangible assets of Tesco – brand value, customer loyalty, organizational culture, and proprietary technology, in particular, – serve as the main sources of sustainable competitive advantage. While the physical resources of it led to large and temporary advantages because of the quickly changes and competitive respondence retail business.
Evaluating Strategy in Action  
SAF Framework
Suitability: For Tesco, the main objective is to give a customer a better experience and to develop online tools such as adding a simple and convenient service for an online shopper. This blend with the consumer’s requirements is future-scheduling the retail sector and it is influenced by four trends, namely data-driven decisions, customisation, convenience, and experience. It averts the shortcomings of offline shopping by the foundations of online shopping platforms, in addition to the logistics and supply chain capabilities which makes Tesco suitable to the e-commerce period (Gan & Yan, 2023).
Acceptability: It becomes apparent that the Tesco plans are useful by taking a glance at the views of the stakeholders with focus on customers and the investors. Tesco's achievement in sustainability, environmental, and community engagement has underscored its corporate image becoming more favourable to its target market groups. Nonetheless, the corporation's finance performance which has made impression to some investors through the world, challenges such as declining profits in some markets have fuelled concerns among them (Haddock-Millar & Rigby, 2015).
Feasibility: Tesco’s resourcefulness and competence are depicted through it financial strength, in turn, the company will invest in technology and market growth which important supporting strategy. Nevertheless, many of their overseas efforts have proven to be more successful than others in the South Korea, Chinese and Indian markets that are known to pose complex challenges for re-adapting to international markets (Coe, Lee & Wood, 2017; Kar, Bansal & Mishra, 2021; Tian, 2021).
Case Studies/Examples
· Success: Digital Transformation and Customer Experience Enhancement - Tesco's Digital Initiatives for customers offer them a simplified and personalised shopping experience. The breakthrough of Tesco’s online food ordering into the very core of people’s daily activities illustrates the power of digital strategies in fulfilling the needs of their target audience and generating revenue (Johnson, Robertson, Cooper, Dickinson, & Jones, 2018).

· Challenge: International Expansion Tesco's departure from the South Korean market is just a hint of how tough it is to conduct operations on an international level, and the ongoing challenges in the Chinese and Indian markets prove the point. Although the appetising standpoint of stepping into the charted zone of these markets made sense tactically, the operational difficulties sown in the thorny paths to success together with the direct effect of competitive pressures on the performance of the company couldn’t be denied. The fact that the giant company has decided to leave South Korea shows the difficulties of its adapting to local market’s unique features, and customer needs (Coe, Lee, & Wood, 2017; Kar, Bansal, & Mishra, 2021; Tian, 2021).
[bookmark: _Toc163829395]Evaluating Sustainability Efforts 
Analysis of Tesco's Sustainability Reports and Policies
Tesco is selective in its sustainability approach, and it dedicates specific sustainability communications to the company's annual reports where it outlines its strategies for waste reduction, carbon emission, and water usage, as well as its community sourcing and engagement initiatives. The most highlight aspect of which is Tesco's pledge to be a net-zero carbon company by the year 2050. This shows the company's leadership on the very important environmental issue of climate change-which serves not only environmental goals but also the consumer and investor expectations of corporate sustainability (Gan & Yan, 2023).
Moreover, Tesco reflects its concern on the sustainable sourcing behaviour by setting the policies for people welfare in supply chain in mind and environment footprint. Thus, the company is not approaching sustainability as another add-on but instead is weaving it into the fabric of its operations and source of profitability (Haddock-Millar & Rigby, 2015).
Analysis of Tesco's Sustainability Reports and Policies (2022 and 2023)
1. Carbon Emission Reductions and Energy Efficiency:1. Carbon Emission Reductions and Energy Efficiency
The 2023 annual report of Tesco made an important pledge on its transformation to a net-zero carbon company by 2050. This is an ambitious goal interfacing renewables solutions through all its operations. Take the 2023 report when there are allocations in renewable power energy systems and energy-efficient store designs providing the company with the opportunity to have a reduced carbon footprint and also save money in the long run through energy conservation. By demonstrating this smart accomplishment of joint benefits, Tesco depicts their strategic approach of aligning sustainability performance with a cost saving factor which is fundamental in helping company to maintain low prices of their products (Tesco Plc, 2023).
2. Waste Reduction and Water Usage:2. Waste Reduction and Water Usage
The 2022 annual report provides the strategies implemented by Tesco in reducing waste, especially plastic and food waste. The commitment of Tesco to eliminate non-recyclable plastics and reduce waste volumes in general helps in operational efficiencies and compliance with regulatory standards thus, improving customer trust as well as the brand of the company. Further, by adopting water recycling systems within its stores and the supply chain, Tesco is insisting on ensuring the optimization of water usage that is one of the characteristics of the prior group of initiatives that were mentioned before.
3. Sustainable Sourcing and Community Engagement:3. Sustainable Sourcing and Community Engagement
Sustainability of sourcing in Tesco is particularly focused on ethical behaviour in the supply chain. Furthermore, in the 2023 report, the local supplier and farm partnerships are highlighted to promote sustainable farming practices leading to supreme quality and sustainability of the products. Most of the above cited practices are consistent with the strategic objectives of Tesco to support the community and make the customer satisfied with its products, that being ethically sourced and environmentally friendly (Tesco Plc, 2023).

[bookmark: _Toc163829396]Examination of Tesco's Sustainability Goals and Their Alignment with Corporate Strategy
Sustainability is one of the areas that Tesco’s pays much attention to, and it is seen mainly through the lens of health, community, and conservation as the main domains of impact. For example, as Tesco hairlines its goal as to lead in the market by offering the value to customers not only by the price and convenience but also by the quality and sustainability of their products (Johnson, Robertson, Cooper, Dickinson, & Jones, 2018).
The retailer's efforts in the usage of energy efficient machinery and renewable energy sources within its stores and operations illustrate a strategic integration between sustainability and efficiency of operation as they are the same thing. Tesco not only reduces the use of energy that helps in reducing its carbon footprint, but also inverts into cost savings that help it to compete in the market by selling goods at a lower price (Gan & Yan, 2023).
Besides that, the social projects of Tesco, like donated food and help given to local producers, can be, in fact, called a good PR or a good organisation reputation and brand image. It represents the fact that sustainability and corporate social responsibility should be included in making customers trust you and build loyalty for your company, so you wield long-term strategic power (Haddock-Millar & Rigby, 2015).
Corporate Strategy Integration:
Sustainability objectives of Tesco are embedded in the company's overall corporate strategy but more explicitly in health, conservation and community support. The pursuit of both the competitive cost and environmentally sustainable products seems consistent with the growing consumer requirements in the area of ethical and environmentally friendly products. Sustainability is introduced into many elements of the company making it part of Tesco’s identity. Thus an alignment is seen in that element as products and services are promoted with attributes to engage customers and for loyalty and finally, sustainability giving the source of competitive advantage.




Operational Efficiency and Market Competitiveness: 
Through adoption of energy efficient technologies and reducing wastes Tesco does not only reduce its environmental effects but also utilizes cost saving that support its low price strategy. In a retail setting, such practices have strategic importance since margins are small and competition is fierce. These savings translate to Tesco’s ability to keep competitive prices with all related requirements such as quality and corporate social responsibilities in place.
Brand Reputation and Customer Trust: 
The annual reports emphasize CSR and Sustainability as core brand identity values of Tesco. Opportunities such as food donation and development of local producers strengthen the favourable image of Tesco as a socially responsible company. This is followed by better customer trust and loyalty which are indispensable in retailing for long-term success.
[bookmark: _Toc163829397]Conclusion
This Tesco Plc strategic analysis revealed the diversity and subtlety of various strategic choices, implementation success, and the obstacles encountered by it in the evert more volatile retail market. The analysis has revealed Tesco's dedication towards innovation, customer satisfaction and sustainability which are the key elements that drives its corporate and business strategies.
The strategic decisions which Tesco has favoured by using Porter's Generic Strategies and directing the company forward as per Ansoff Matrix spotlight the company's responsiveness and future orientation. Tesco was indeed able to retain its market leadership by blending in cost competitiveness with differentiation, hence capturing diverse customer preferences. Also, its investments into the new markets and a unique category demonstrate its desire to grow and become diverse. The end-result of it has been success in one market and failure in another (Kar, Bansal, & Mishra, 2021; Tian, 2021).
Nevertheless, the strategic path of Tesco Plc underlines the multifaceted approach which involves the synchronicity of operational efficiency, strong market positioning, and sustainability. In spite of having challenges especially when it comes to its international expansion, Tesco is well grounded on its core strategies which are supported by the three main pillars one being innovation, the other is customer centric and the last one being the environmental responsibility. This review-elicited deductions emphasize not only Tesco's strategic intelligence but also reflect that strategic solutions develop dynamically and are dependent on external factors globally in the retail sector. 
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