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[bookmark: _Toc192792845]Executive Summary
The market in which Tesco operates is one of the largest and most recognised and it is a highly competitive and dynamic one. Tesco has a presence in the United Kingdom, Europe and parts of Asia and is also known as the chief of a huge proportion of products including groceries, clothing and financial services. Change is the rule here in the retail sector, given the influence the latest technology has the change in consumer tastes and the change in economic conditions. Therefore, in this context, Tesco is continuously improving its strategic approach to stay the market leader and, consequently, to maintain sustainable growth.
This report offers a thorough strategic analysis of Tesco based on an assessment of its external and internal factors, the current strategic positioning and future strategic options. In assessing Tesco’s market environment, and then competitive standing and internal capabilities, current key business analysis frameworks are applied, namely PESTLE analysis, Porter’s Five Forces, SWOT analysis, and the Resource-Based View (RBV). The use of these frameworks allows one to identify the factors that have contributed to Tesco’s success and those that need improvement through strategic means.
Currently, Tesco’s strategy is mainly concentrated in three major areas.
Tesco’s Cost Leadership – it operates at scales large enough to sustainably lower its per-unit production costs by as much as 20 per cent relative to major department stores.
Tesco has invested in Digital Transformation – Online shopping, and AI-driven supply chain management including data analytics to deliver better experiences to the customers and improve operational efficiency.
Sustainability – Creating sustainable initiatives has always been of prime importance for Tesco, with consumers becoming increasingly aware of environmental issues as well as ethical matters, the company attempts to reduce its carbon footprint, minimise food waste and adopt eco-friendly packaging.
As a result of the strategic efforts, Tesco has numerous challenges to overcome. Brexit and global economic uncertainties have disrupted the supply chain with an impact on product availability and costs. Consumer spending patterns tend to be influenced by rising inflation and cost of living crises, which necessitate price sensitivity concerns. Additionally, competitive pressure from discount retailers, e-commerce giants such as Amazon, and specialised grocery delivery services are also pushing Tesco into the market.
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Introduction
[bookmark: _Toc192792847]Overview of Strategic Capability and Its Importance
Long-term success is achieved by an organisation Tesco when it can effectively use its resources, competencies and competitive advantages which are what is referred to as organisational strategic capability as per Ellitan (2021). This consists of a company’s financial strength, operational efficiency, market positioning, technological advancements and its ability to alter course to changing business environment. As per Roy (2024), Strategic capability is almost a must for a global retail giant like Tesco, as it seeks to keep its leadership in the market where there is huge competition, changing consumer behaviour, and ever-changing industry trends.
In today’s fast-paced environment, retail businesses need to constantly redefine their business models to stay relevant as well as competitive (Anderssen et al., 2021). The constantly evolving competitive sector with Tesco means that these external factors of the economic environment, technological innovation, regulatory change and the change of consumer taste have a significant influence on the business performance. Tesco can apply its strategic capabilities to optimise supply chain management, better engage customers, and better innovation as per Permutable  (2024). The long-term success and resilience of the company in the market will depend on the company’s ability to integrate digital transformation, sustainability and cost leadership into its strategic approach.
[bookmark: _Toc192792848]Brief Background on Tesco
As per Tescoplc (2025), Jack Cohen founded Tesco in 1919 as a small grocery stall in London. It has now become one of the world’s biggest and most famous chains of supermarkets with operations in the UK, Ireland, Central Europe and Asia. Tesco provides services in hypermarkets, supermarkets and convenience stores for customers of different categories as per IIDE (2025). By being a diversified business entity, the company has expanded beyond traditional grocery retailing into online shopping, financial services (Tesco Bank) and wholesale distribution.
As per Tesco's business model, it has been established to deliver quality products at competitive prices while providing customers with constantly better experience. As for supply chain management the company, has adopted advanced techniques and innovations in the digital domain to increase efficiency and sustainability. Although Tesco is successful, it is faced with major challenges including rising competition from the discounters Aldi and Lidl, and the rise in economic and operational costs as per eightception (2024). Therefore, Tesco’s future growth relies on strategic agility and innovation.
[bookmark: _Toc192792849]Purpose of the Report and Key Objectives
The report intends to apply several business analysis frameworks in analysing and evaluating Tesco’s strategic position. The assessment will result in an analysis of Tesco’s strengths, weaknesses, opportunities and threats with strategic recommendations developing for future growth.
Key Objectives of the Report:
· Assessing Tesco’s external and internal environment: Each of Tesco’s external and internal environments will be analysed first to examine factors such as macro environment PESTLE analysis and micro environment discusses findings from Porter’s Forces.
· Evaluating Tesco’s current strategic initiatives: Examines Tesco’s current strategic initiatives (Tesco cost leadership strategy, digital transformation and sustainability programs) as per Shuang (2024).
· Identifying challenges and opportunities: Including the potential risks, industry trends and as well as emerging opportunities for Tesco.
· Patterns of sustainable growth and competitive advantage:  Provide strategic boundaries for the development of innovation in AI-based retail, new market expansion as well as sustainability initiatives.
The purpose of this strategic evaluation is to give actionable insights for Tesco that can help the company reposition itself in the market, push innovation and maintain long-term profitability in an increasingly complex environment.


[bookmark: _Toc192792850]Strategic Analysis of Tesco
[bookmark: _Toc192792851]External Environment Analysis (Macro & Micro Factors)
The business of Tesco is in a highly dynamic retail environment surrounded by many macroeconomic and microeconomic factors. A PESTLE analysis is made to assess these external influences on Tesco's operations and it is found that political, economic, social, technological, legal and environmental are the factors affecting Tesco’s operation as per Pereira (2023). 
[bookmark: _Toc192792852]PESTLE Analysis of Tesco
	Factor
	Impact on Tesco

	Political
	· Brexit effect on supply chain (turned the supply chain inefficient with increased export costs and possible stock gap) as per Aquilante (2022). 
· Tesco has to check on operational strategies for compliance in its supply chain to comply with stricter food safety laws and sustainability laws of the government.

	Economic
	· Inflation and cost of living crisis: Rising inflation will reduce disposable income and also affect consumer spending patterns and result in the demand for cheaper products as per Jpmorgan (2025). 
· The cost of goods: Tesco buys a lot of its products and therefore there is the added issue of fluctuating exchange rates impacting the cost of goods and pricing strategies.


	Social
	· Demand for healthier and organic food is on the increase: People want organic and fresher food to eat, so Tesco has to expand its range of organic and fresh food supplies as per Kadence (2024).
· Rise of online grocery shopping: The COVID outbreak led to digital shopping trends, forcing Tesco to boost its e-commerce capabilities to cater to the rise of online grocery shopping as per Utama and Mui (2022).


	Technological
	· AI-powered checkout systems and self-service kiosks: Tesco embraces automation and AI to develop improved customer experience and reduce labour charges as per McMillan (2024). 
· Growth of mobile shopping apps and e-commerce: Tesco’s mobile app and online platforms are becoming vital growth drivers in mobile shopping apps and e-commerce as per Meng (2024).



	Legal
	· Tesco as a retailer deals with thousands of customer data which has to be protected from legal penalties with the help of GDPR compliance. 
· Changes in minimum wage policies and labour laws are the factors that affect Tesco's workforce management and cost structure from UK employment laws.




	Environmental
	· Carbon footprint reduction commitment: Tesco is focused on renewable energy and sustainable logistics, to fulfil environmental ambition as per Chapman (2024). 
· Sustainable packaging and waste reduction initiatives: The company has been known to be taking eco-friendly packaging solutions as well as food waste reduction initiatives in sync with consumer demand to make its packaging eco-friendly and align with regulatory norms as per Versino et al., (2023).







[bookmark: _Toc192792853]Key Insights from PESTLE Analysis
As shown by the PESTLE analysis Tesco has to face many external challenges and opportunities which they have to bear in order to keep their market leadership.
· Economic and Political Challenges - Rising inflation and Brexit-induced trade restrictions are serious economic and political challenges that can jeopardise Tesco’s cost structure and supply chain efficiency as per Bbc (2021). Tesco shall therefore take cost optimisation strategies, diversify sourcing locations and rely more on local suppliers to minimise the risk of being affected by this import dependency.
· Growth Opportunities – The swiftly adopted AI-driven options, self-checkout kiosks and mobile shopping, are the top growth chances. Investing in AI-driven retail innovations will certainly help Tesco to streamline its operations, provide better customer service as well as improve overall efficiency.
· Increasing Demand – Organic and healthier food are growing in demand and Tesco must offer more products to fulfil customers’ needs. Additionally, the continued rise of online grocery shopping means Tesco must enhance its e-commerce capabilities and optimise last-mile delivery solutions.
· Regulatory and Environmental Considerations – Compliance with GDPR and employment laws is essential to avoid legal penalties and reputational damage as per intersoft Consulting (2021). Tesco must also reinforce its sustainability initiatives, focusing on carbon footprint reduction and waste management, to align with environmental goals and consumer expectations.
[bookmark: _Toc192792854]Porter’s Five Forces Analysis of Tesco
Tesco’s position in the retail business can be analysed via Porter’s 5 forces due to which we can determine the forces of five forces such as threat of new entrants, threat of substitutes, bargaining power of suppliers, bargaining power of buyers, and industry rivalry as per Porter Analysis (2021). Tesco talks about how these forces shape Tesco’s strategic approach and how they go on to influence Tesco’s decision-making.
1. Threat of New Entrants – Low
The threat of new entrants in the retail industry is low due to significant entry barriers such as high capital investment, brand loyalty, and economies of scale as per CFI (2023). Tesco, as a well-established retailer, benefits from strong brand recognition, an extensive supply chain, and a large customer base, making it difficult for new players to compete effectively.
Key Barriers to Entry:
High capital investment – Setting up supermarkets and logistics infrastructure requires substantial financial resources.
Economies of scale – Tesco benefits from bulk purchasing and cost efficiencies, allowing it to offer competitive pricing.
Regulatory requirements – Compliance with UK retail laws, food safety regulations, and employment laws adds complexity for new entrants.
Customer loyalty – Tesco’s Clubcard program and strong brand presence create high switching costs for customers as per Alonso (2022).
While online grocery start-ups and niche organic stores pose a minor threat, Tesco’s strong market presence and ability to adapt to changing trends limit the impact of new competitors.
2. Bargaining Power of Suppliers – Medium
Tesco has a strong bargaining position with suppliers due to its large-scale purchasing power as per ‌Zhao (2021). The company sources products from multiple suppliers globally, reducing dependence on any single supplier. However, Tesco’s recent commitment to sustainable sourcing and fair-trade practices has increased supplier influence to some extent.
Factors Influencing Supplier Power:
Tesco’s dominance in the market – Suppliers rely on Tesco for bulk orders, reducing their power to negotiate higher prices.
Alternative sourcing options – Tesco can switch suppliers or source locally to maintain cost efficiency.
Sustainability initiatives – Tesco’s commitment to ethical sourcing, such as reducing food waste and fair-trade agreements, increases collaboration with suppliers as per TESCO (2019).
Despite Tesco’s strong negotiating position, suppliers in specific categories, such as organic produce and niche brands, may exert moderate bargaining power due to their unique offerings.
3. Bargaining Power of Buyers – High
Customers hold significant power over Tesco due to the highly competitive nature of the retail industry. Consumers are price-sensitive and have multiple alternatives, making customer retention a critical challenge for Tesco.
Key Buyer Influences:
Customer comparison – Customers choose to choose the most affordable product from all the available providers.
Brand loyalty programs – Tesco’s Clubcard loyalty program allows the brand to retain customers with personalised discounts and rewards once they have signed up and gotten used to the benefits of being part of the program as per Dziura and Masternak (2025).
Other choices for customers – Online grocery platforms like Amazon Fresh and Ocado increase their bargaining power.
To counter this force, Tesco, synchronously, adopts cost leadership, high-quality products as well as digital transformation to improve customer experience and continuously keep its share in the market.
4. Threat of Substitutes – Medium
There are moderate substitutes to the threat in retail due to the presence of other alternatives to shopping. Customers can switch to:
Convenient online grocery delivery services – From Amazon Fresh, Ocado and Deliveroo, there are platforms available.
Discount retailers – Aldi and Lidl provide low-cost grocery alternatives attracting price-conscious customers.
Local markets and convenience stores – Other smaller retailers and fresh markets provide personalised service and niche products.
However, Tesco mitigates this risk by developing express delivery services and providing improved in-store experience. It helps strengthen its position against its close substitutes in Tesco Whoosh (rapid grocery delivery) and click-and-collect services as per Tescoplc (2023).
5. Industry Rivalry – High
The UK grocery market is very competitive with fierce price wars, and constant innovation. Aldi, Lidl, Sainsbury’s, Asda and Morrison’s all compete with Tesco to maintain cost efficiency and customer loyalty.
Key Competitive Factors:
Price competition – Discount retailers like Aldi and Lidl undercut Tesco’s prices, forcing Tesco to optimise costs while maintaining quality.
Store format diversification – Competitors invest in small convenience stores, online platforms, and premium product lines.
Technology and AI integration – Retailers are increasingly investing in AI-powered checkouts, self-service kiosks, and personalised recommendations to enhance the shopping experience as per Takyar (2023).
Tesco remains competitive by expanding its online grocery segment, introducing cashier-less stores (Tesco GetGo), and enhancing its loyalty program to maintain customer engagement.
[bookmark: _Toc192792855]Internal Analysis
[bookmark: _Toc192792856]SWOT Analysis of Tesco
Using the SWOT (Strengths, Weaknesses, Opportunities and Threats) approach, it is possible to evaluate Tesco's strategic position by considering its internal skills and external difficulties.
Strengths:
· There is strong Brand Recognition – Tesco is a well-known global retailer.
· Popularity – Tesco highlights the popularity that KFC has gained in different locations.
· Investments in AI-enabled checkout systems and digital loyalty programs to help their customers provide the best experience in terms of technological innovation.
Weaknesses:
· Majority Revenue Relies on the UK Market – Although Tesco has international operations, the majority of the company’s revenue comes from the UK, making it highly dependent on the UK market.
· Tesco faces Pricing Pressures – Great price competition from Aldi, Lidl and discount stores forces Tesco to engage in price wars to level the price and cut the profit margins.
Opportunities:
· Evolving Good Stores – Tesco continues to develop its stores to improve its competitive edge in the market.
· AI-Driven Retail Investment – Making investments in AI to manage inventory, predictions and cashier-less stores to boost efficiency and customer engagement as per Sap (2025).
Threats:
· Sales and profitability of Tesco could be affected by Economic Downturns in the sense of the increasing inflation and the changes in the behaviour of consumer spending.
· Due to increased compliance with data protection laws (GDPR), food safety regulations and employment policies, the operations become more complex.
· Rivalry from Amazon Fresh, Aldi and Lidl continues to erode Tesco’s market share, which is now in a state of aggressive competition.

[bookmark: _Toc192792857]Resource-Based View (RBV) of Tesco
Resource Based View (RBV) framework is used to analyze Tesco’s key internal resources that help to sustained competitive advantage as per Mailani et al., (2024). Utilising valuable, rare, inimitable, and non-substitutable (VRIN) resources, Tesco’s success is largely driven by its capability to remain a market leader and remain growing for the long run.
Supply Chain Expertise
Tesco has a very remarkable supply chain network in the retail industry as per Chapman (2024). Able to reduce the cost with its strong relationships with suppliers, efficient inventory management system and centralised distribution centres. It also helps Tesco to keep competitive pricing and the ability to optimise stock levels.
Digital Innovation
AI-powered systems within checkout, predictive analytics and smart pricing help operate the company more efficiently while at the same time being the best for the customer experience. With Tesco’s e-commerce platform and the mobile shopping app, there is seamless omnichannel shopping ahead of competitors in the digital space.
Customer Loyalty Programs
The Clubcard reward system is one of Tesco's strategic assets which helps to maintain customer retention and brand loyalty as per  Wreden (2025). These help to make them more engaged and instil a feeling of ‘we only need to buy here for value’, which ultimately leads to repeat purchases.
Strong Brand Equity
Tesco is the largest supermarket chain in UK and around the world, so Tesco has a deep brand existence and consumer fidelity. This enables it to capture new markets and at the same time, maintain its customers while the competition increases.
[bookmark: _Toc192792858]Strategic Position and Current Strategy Evaluation
[bookmark: _Toc192792859]Mission, Vision, and Competitive Position
Tesco’s Mission Statement
Tesco’s goal is to help customers a bit more every day as per Tescoplc (2025). This statement sets the stride for the company in its customer-centric approach towards continuous improvement in service, product quality and the shopping experience. The mission aligns with Tesco’s core strategy of delivering affordability, convenience, and innovation to meet the evolving needs of its customers.
Tesco’s Vision Statement
Tesco’s vision is “To be the most highly valued business by customers and communities.” This vision underscores Tesco’s long-term goal of maintaining trust and loyalty among its stakeholders, including customers, employees, suppliers, and investors. It highlights Tesco’s commitment to corporate social responsibility (CSR) and sustainable business practices, ensuring long-term growth while maintaining strong relationships with local communities as per Tesco (2023).
[bookmark: _Toc192792860]Competitive Positioning
Tesco operates in a highly competitive retail market, facing strong competition from both traditional supermarkets (Sainsbury’s, Asda, Morrisons) and discount retailers (Aldi, Lidl). The retail landscape has evolved due to the increasing influence of e-commerce, digitalisation, and changing consumer preferences, making competitive positioning a critical factor for Tesco’s success.
Tesco differentiates itself from competitors through:
· Price Competitiveness – Tesco’s Everyday Low Prices (EDLP) strategy and price-matching initiatives help retain budget-conscious shoppers as per Retail Week (2024).
· Convenience – Tesco operates across multiple formats, including Tesco Express, Tesco Extra, and online grocery shopping, offering flexibility and ease of access as per Tesco (2023).
· Quality and Range – Tesco provides a diverse product portfolio, including Tesco Finest (premium range), organic and sustainable products, and private-label brands that compete with national brands.
· Digital Innovation – Tesco’s investment in AI-driven checkout systems, online grocery platforms, and mobile shopping apps enhances the shopping experience and operational efficiency.
[bookmark: _Toc192792861]BCG Matrix for Tesco’s Portfolio
The BCG (Boston Consulting Group) Matrix helps analyse Tesco’s product and business portfolio based on market growth and relative market share as per CFI (2023).
	Category
	Tesco’s Business Segments
	Explanation

	Stars
	Online grocery and convenience stores
	With the rise of digital shopping, Tesco’s e-commerce and convenience store formats are experiencing significant growth as per Gupta (2024). These segments require investment but have high future potential.

	Cash Cows
	UK supermarket chain
	Tesco’s traditional supermarket stores in the UK generate consistent revenue and profit, serving as the financial backbone of the company.

	Question Marks
	Tesco Bank, non-food retail (clothing, electronics)
	These divisions have potential but require strategic investment to determine whether they can become stars or need divestment.

	Dogs
	Overseas operations with limited growth
	Some of Tesco’s international ventures, such as in Poland and Southeast Asia, have faced challenges and have been divested due to limited profitability and strong competition.


[bookmark: _Toc192792862]Porter’s Generic Strategies
Tesco employs Porter’s Generic Strategies to maintain a competitive edge in the retail industry:
1. Cost Leadership
Tesco leverages economies of scale, advanced supply chain management, and strategic supplier negotiations to offer low prices while maintaining profit margins as per Fu (2024). Key initiatives include:
· Everyday Low Prices (EDLP) – Ensuring consistent affordability across essential products as per CFI (2023).
· Price Matching Strategies – Competing with Aldi and Lidl on key products.
· Operational Efficiency – Investing in automation and AI-driven inventory management to reduce costs.
2. Differentiation Strategy
Tesco differentiates itself through quality, sustainability, and innovation:
· Tesco Finest – A premium product line catering to customers seeking higher-quality products as per Sharma (2024).
· Sustainable Product Range – Tesco has increased its focus on organic, locally sourced, and responsibly packaged products.
· Technological Innovation – AI-powered checkout systems, personalised promotions through Clubcard, and digital grocery shopping enhancements set Tesco apart from competitors.
3. Focus Strategy
Tesco employs a focus strategy by tailoring its products and services to specific market segments:
· Localised Offerings – Tesco modifies its product range based on regional preferences, ensuring culturally relevant food choices.
· Tesco personalises Promotion – This delivery is achieved by targeted Promotions using AI-driven market data as per Sheridon (2024).
· Expansion in Convenience Stores- With changing consumers’ likes and attitudes, Tesco aggressively expanded its Tesco Express stores in urban centres for the convenience of on-the-go shoppers.


[bookmark: _Toc192792863]Strategic Options and Recommendations
[bookmark: _Toc192792864]Strategic Options for Growth and Sustainability
Tesco has to consider strategic options in an environment where the retail landscape is changing and must lead the organization into a future of sustainable and long-term growth. Therefore, the following key options are in line with Tesco’s strengths and market trends.
1. Digital Transformation and AI-Driven Retail Solutions
Digital technologies and AI-powered solutions would help enable investment in such things as increasing operational efficiency, optimizing supply chain management and increasing customer experience. While Tesco already has AI-driven checkouts and some kind of personalised marketing through its Clubcard program, there’s still further forward that it could move into areas such as predictive analytics for demand forecasting, robot process automation in warehouses, or even AI-driven chatbots for customer service.
2. Expansion in Sustainable and Ethical Sourcing
The retail industry will increasingly be judged by sustainability. Tesco has an opportunity to further demonstrate its commitment to reducing carbon emissions, improving waste management and improving ethical sourcing. With this, Tesco can cut down supply chain risk and comply with environmental and regulatory standards by sourcing more products from local and sustainable suppliers.
[bookmark: _Toc192792865]Evaluating Strategic Choices
Each strategic option has some opportunities and challenges.
	Strategic Option
	Opportunities
	Challenges

	AI-Driven Retail Innovation
	Improved customer personalisation, operational efficiency, and cost reduction.
	High initial investment, employee training, cybersecurity risks.

	Sustainable and Ethical Sourcing
	Strong brand image, regulatory compliance, and long-term cost savings.
	Managing supplier compliance, higher short-term costs.

	Market Expansion and Diversification
	Increased market share, new revenue streams, reduced UK dependence.
	Market entry barriers, cultural and operational complexities.



[bookmark: _Toc192792866]Recommendations for Tesco’s Strategic Future
[bookmark: _Toc192792867]Primary Recommendation: Digital Transformation and AI Adoption
Given that a competitive edge is important to Tesco, the company should focus on how AI-driven innovation can be used to stay competitive in the supply chain, customer service and marketing. Key initiatives include:
· AI-powered inventory management to minimise stock shortages and waste.
· Personalised recommendations through AI-driven data analytics.
· Smart checkout solutions to improve store efficiency.
[bookmark: _Toc192792868]Secondary Recommendation: Sustainable and Ethical Sourcing
A Partnership with certified ethical suppliers is needed at Tesco to Strengthen partnerships, especially to build brand trust and achieve sustainability goals. Put money in the books for carbon-free logistics and green packaging. Use the AI to back the tracking systems in place to be transparent on the initiatives being taken.
Tesco can achieve long-term growth by concentrating on AI-led retail transformation and sustainable sourcing and addressing the key industry challenges.
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Conclusion
Tesco’s retail environment is highly competitive, dynamic, highly dependent on the technological advances that occurred in the marketplace and changes in the economy, and most importantly the changes in consumer preferences. By continuously penetrating the market with market-disrupting and innovative strategies, Tesco would need to apply strategies that improve operational efficiency and business adaption for the continuous sustenance of its position and drive the long-term growth of the organization. Tesco has got to choose between digital transformation and AI-driven innovation amongst other strategic options as the most viable and impactful opportunities.
Optimising stock levels, reducing waste and improving the accuracy of demand forecasts will help Tesco to spend their priority time: investing in their AI inventory management. Tesco can use predictive analytics to predict market trends and create different tailor-made offerings for its customers. Lastly, automated checkout systems such as AI-based self-service kiosks and cashier-less store technology can have a huge impact on the shopping experience without spending much on operational costs. Amid these initiatives, not only does Tesco’s internal processes become simpler but also Tesco can gain a competitive edge thanks to service efficiency as well as customer engagement.
Apart from adopting AI, Tesco should also emphasize how resilient its supply chain is by overcoming the risks of global disruptions, inflation, and supplier dependence. Incorporating real-time data analytics and a walled garden tracking system, Tesco can improve supply chain transparency, optimize sourcing efficiency, and minimize costs. Furthermore, investing in forward-thinking logistics and smart warehousing that is powered by AI will only add to the operational agility of the company so that even as Tesco faces market fluctuations or shifting demand of consumers, the company will be well prepared to meet the contingencies.
One important recommendation for Tesco is for it to expand into the emerging digital retail markets. Tesco possesses a great opportunity to expand its online presence and reach a wider group of customers due to the rapid growth of e-commerce and mobile shopping. Tesco can provide customers with the more and more increasing demand for convenience and digital-first shopping options by developing AI-driven personalized shopping experiences, using voice-assisted ordering and optimizing last-mile delivery efficiency.
Tesco can avoid being devalued and future-proof its operations by prioritising digital transformation, AI-driven innovation and supply chain resilience as well as market expansion. There is also a responsibility for the company to make sure that these advancements match its sustainability goals, for example with ethical sourcing, waste reduction and environmental responsibility. To survive in this competitive retail landscape, Tesco would need to invest in the development of big data analytics, AI and automation, and use them to adapt to changes in consumer expectations, improve decisions and remain operationally excellent.
Furthermore, adopting the culture and practices of continuous innovation, workers’ upskilling, and improving cybersecurity measures will enable retail industry growth in the long run. Tesco’s future of retail will be redefined by proactive strategic execution.
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