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Introduction

In the business environment, the most competitive strategy and sustainability practices allow businesses to compete and increase their revenue generation. The term "strategy" is believed to have originated in sixth century BC Greece, combining the words stratus (army spread out over the ground) and age in (to lead) (Richard, 2019). This report critically analyses the strategies of Tesco PLC, a Britain Plc listed on the London Stock Exchange. The report will research the competitiveness of the company by using Porter's Generic Strategies and the Ansoff Matrix. Also, it will analyze resource allocations through the Value Chain and value system analysis, the company can identify resources are being effectively utilized and generating value. The VRIO analysis will offer valuable insights into the rare, valuable, and organized resources that can give a business a competitive advantage.

Company Background Information

Jack Cohen established Tesco PLC as a market stall in London in 1919. Over the last century, it has expanded to become one of the largest retailers worldwide and is currently present across Ireland, Central Europe, and Asia. This British multinational grocery and general merchandise retailer specializes in hypermarkets, supermarkets, and convenience stores, offering healthy affordable goods. Its headquarters are in the United Kingdom. They achieve this primary aim by having a wide range of products from food, clothing, electronics, and financial services (Tesco, 2023). The business's core purpose is focused on its customers, communities, and the planet. Since the business was established in 1919, it has been recognized for its environmental responsibility to reduce carbon footprint and promote sustainability (Stocker et al., 2022). 

Key business and corporate strategies of Tesco PLC – Strategic Choice Porters Generic Strategies
Porter's Generic Strategies will be used to assess the competitiveness of Tesco in the global and British retail market. Porter's Generic Strategies will investigate the business cost leadership and differentiation (Barney and Hersterly, 2019). 

A differentiated brand 

Tesco retailers have grown and distributed globally. This growth has strengthened the brand and, hence, the need to invest in things that make the brand and customer experience unique. Therefore, the business has adopted this opportunity to differentiate the brand through the kinds of products and services it offers (Lynch, 2018). For example, the products from Tesco retailers are usually associated with excellent quality, which comes at affordable prices. Additionally, the other differentiation of the brand emanates from enhanced customer experience. Improving customer experiences increases consumers' loyalty to the business, and they can return for similar products and services (Stocker et al., 2022). Tesco PLC, the retailer, has simplified its systems to cater to all customers in its online ordering system. In addition, the delivery services have been optimized, and the brand ensures timely delivery as one of its identification mantras. 

Cost (Operation Cost)

Operation cost reduction aims to offer low-cost goods that enhance the business's popularity in different markets. To achieve the necessary cost reduction, Tesco PLC has leveraged cost-effective leadership and economies of scale to obtain cost advantages. Tesco offers competitive prices and invests in price reductions to attract and keep customers. In the 2019/2020 financial year, the business modernized distribution channels, saving 455 million pounds with a long-term target of 1.5 billion pounds. The business resources are allocated to where they are most needed to save on cost. Cost savings can further be achieved by optimizing staffing and operational processes, primarily reducing operation costs while improving customer experience. Another business strategy that Tesco retailers employ is modernizing its supply chain management. The supply chain management is simplified, and by closing Welham Green and Chesterfield, the business can reduce costs and be efficient enough to offer quality, fresher food and goods, which can be a competitive advantage in the retail industry. The resource-based view (RBV) allows Tesco to leverage its extensive resources, supply chain efficiency, and economies of scale to maintain cost leadership, a sustainable competitive advantage (Zhang and Mei, 2020).

Ansoff Matrix

Ansoff's product market growth matrix is a strategic framework for corporate growth, generating four main directions. It considers new product launches, market expansion, market withdrawals, and unrelated market moves, offering a comprehensive approach to organizational growth.

The Ansoff matrix determines the product and the market as factors of growth strategies. The tool illustrates how Tesco has used its products and market dynamics to penetrate the retail market globally. 
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Figure 1. Source: Adapted from H.I. Ansoff, Corporate Strategy Penguin, 1988
Market penetration
Despite the potential impact on profit margins, Tesco's special offers have proven to be effective in attracting new, customers and encouraging repeat purchases. Additionally, by continuously monitoring and adjusting their pricing, strategies, Tesco can mitigate the potential negative effects on profitability while still maintaining a competitive edge in the market. 
Market development 

However, despite these setbacks, Tesco has successfully established a strong presence in several international markets, such as Thailand, Malaysia, and Central Europe. This demonstrates the company's ability to adapt its marketing strategies to suit different regions and consumer preferences.

Innovation 

The business maintains its competitive edge by being innovative. Innovation in Tesco PLC is embedded in business agility as it recognizes the need to leverage emerging trends to reduce production costs and offer tailored products to meet customers' tastes and preferences. For example, the retailer's innovation is based on providing health products using innovative reformulation. The company has implemented an innovation funnel framework to reduce salt, sugar, and fat content in its own-label products (Stocker et al., 2022). To increase customer engagement, they have also set up a new section of their stores featuring the PayQwiq digital wallet checkout system (Tesco, 2023). 

Business Acquisition and Supplier Partnerships

Tesco and its suppliers have an essential relationship in order to guarantee merchandise availability, quality product offerings, and superior services. Additionally, through acquisition strategies such as buying other companies in different regions or markets, Tesco PLC can reduce costs by increasing production levels, sharing resources more effectively, and streamlining operations (Duparc et al., 2022). Additionally, acquiring a competitor's business is a significant strategy to reduce competition and have increased control of pricing power and better positioning in the industry. An acquisition of a business transfers the customer base, which is particularly valuable when the acquiring company has products or services complementary to the target company. The mergers and acquisitions (M&A) framework are an inorganic growth strategy that allows the business to diversify its product and service offerings and strengthen its market position (Barney and Hersterly, 2019).

Analyzing Resources and capabilities
Value Chain Analysis 

The categories of organizational operations that come together to produce a good or service are referred to as the value chain. In order for an organization to gain a competitive edge through providing value to its clients, managers must be aware of which internal operations are particularly crucial to generating that value and which are not.

Extensive Retail Network (Resource)

Tesco has a vast network of stores in Britain and across multiple countries with a wide range of store types. The alignment of the business strategy to grow the business and differentiate the business products is offered in store distributions to cater to various customer segments and ensure the company achieves the right amount of competitive advantage. Indeed, the differentiation of the brand through its retailer network is strengthened by Tesco's strong brand, and the trust of its customers is a valuable resource. For instance, Tesco's networks are reputable, reliable, and trusted, which is aligned with the principle of providing unique products and services.

Supply Chain and Logistics 

An efficient supply chain and logistics operations are essential resources in the business bid to reduce the operation costs. Supply chain management can be optimized using emerging technologies to attain cost-effectiveness. For Tesco, the supply chain management is aligned with the business cost leadership strategy (Marques et al., 2021). Tesco uses its supply chain resources to ensure that its products are offered at a reduced cost, to provide the business consumers enhanced consumers, and to remain competitive in the retailing business environment.

E-commerce and Online Platforms 

Tesco's Tesco.com is an online platform that is an essential business resource. The online presence of Tesco is attributed to the ecommerce platform that has been enhanced to be intuitive, easy to use, and efficient. Consumers can use this resource to place their orders, so Tesco has aligned this critical resource with its business strategies (Lopes et al., 2022). Through the ecommerce platform, the business responds to customer tastes and preferences. These tastes and preferences are adequately advised by conducting a customer data analysis using Tesco's Clubcard program. The growth of Clubcard members indicates the development of loyalty and improved customer satisfaction. 

Innovation Culture 

Innovation culture is a capability that Tesco has developed over the years to remain competitive while at the same time offering better prices and consumer experiences. Tesco has fostered a culture of innovation in developing new products and services, such as self-checkout systems. The cultural capability is perfectly aligned with the business strategy of offering innovative products that are competitive and meet consumer tastes and preferences. They adapt to evolving customer expectations and market dynamics by continuously introducing new products and services. Indeed, these resources and capabilities align with the business strategies where the business uses its extensive retail network, efficient supply chain, customer insights, and innovation culture to support its strategy.

VRIO Analysis

The VRIO framework analyzes strategic importance of resources and capabilities within an organization (Handogo et al., 2023). Resources and capabilities contribute to its competitiveness. Tesco PLC resources include technology, manufacturing, purchasing, marketing, and sales. Technology is valuable, rare, inimitable, and supported by the organization. Tesco PLC's management distinguish between sustained or temporary competitive advantage and competitive parity or disadvantage.  They achieve all this by considering a specific characteristic of each resource and capability and its ability contribute to its competitive advantage, such as product engineering or design. (Tesco 2021).

Valuable: By effectively utilizing its high manpower, Tesco is able to ensure smooth operations and efficient customer service. Additionally, the strong marketing activities and competitive advantage of the company enable it to attract and retain customers, ultimately contributing to its long-term success. 
Rare: They analyse market trends, consumer behaviour, and competitor strategies to identify potential opportunities and challenges. Additionally, they collaborate with different departments within the organisation to ensure effective implementation of the growth plan and maximise the utilisation of their rare resources. (Gamble, Peteraf and Thompson, 2014).
Inimitable: These factors contribute to Tesco's sustained success and make it difficult for competitors to match their performance. Additionally, Tesco's strong brand reputation and customer loyalty further enhance its profitability, setting it apart from other organizations in the same sector. (Gamble, Peteraf and Thompson, 2014).
Organized: These unique resources and competences allow Tesco to differentiate itself from competitors and attract customers. However, if these resources and competencies are not organized in an appropriate manner, the company may struggle to maintain its competitive advantage and market image. Therefore, it is crucial for Tesco to continuously adapt its marketing activities and strategies to effectively address changing market,situations and ensure the long-term success of the company. (Gamble, Peteraf and Thompson, 2014).

	Resources
	Valuable
	Rare
	Inimitable
	Organized

	High manpower
	yes
	no
	no
	no

	Effective supply chain management 
	yes
	Yes
	no
	yes

	Global brand recognition
	yes
	yes
	no
	yes

	Customers reword
	yes
	no
	yes
	yes


Success in Implementing the Strategies
Differentiated Brand
The implementation of this business strategy is a continuous process that Tesco has used to ensure it remains unique and identifiable across all consumers. The differentiated brand strategy has seen Tesco offering different store formats that are considered to increase consumer experience and satisfaction. For example, the offering of store formats such as Tesco Extra, Tesco Express, and Tesco Metro is used to segment the markets according to their purchasing behaviours and abilities. Further, the differentiated branding can be seen in the case of Tesco’s Finest, which was implemented to offer premium quality products (Farida and Setiawan, 2022). Indeed, these unique strategies and projects propel Tesco into any market it enters, and they attract a wide range of customers and increase its competitive advantage.
Reduction of Operating Costs
Cost-effective business operations are attributed to higher rates of customer retention. In the case of Tesco, the brand has made significant strides in implementing strategies that have reduced operating costs. To significantly reduce operation costs, the business has ensured that its inventory management is effectively streamlined with the supply chain (Handogo et al., 2023). To achieve this, the business has heavily leveraged technology to improve efficiency. The need to simplify is to ensure the company operates within the market's demand and supply (Lopes et al., 2022). Another example of an innovative way they are reducing the operation cost is through their "Lean and Green" program. The program targets to reduce waste and energy consumption in their stores and distribution centers, contributing to cost reduction and sustainability. To increase its profit margin using the cost reduction strategy, Tesco has consolidated its store portfolio and figured out the stores that were not cost-effective and closed their operations. 
Innovation

Each company is powered by innovative ideas. For the Tesco business case, technical and digital investments were 
employed to propose answers to problematic business processes. As a result, they established a Clubcard, a loyalty 
program that gathers data on consumer preferences and purchasing activity, allowing the firm to customize 
marketing and incentives. They've also made investments in e-commerce and delivery services, which became even 
more important during the COVID-19 epidemic. However, one of the most important improvements successfully 
applied by the company is its environmental initiatives. People, communities, and wildlife are all protected under the 
sustainability plans. For example, the business was the first among the same class of retailers that set a zero-carbon 
goal in 2009. Since 2015, Tesco has reduced its emissions by 55%. The business has introduced the 4Rs in 
managing its brands to protect the environment. These may include packaging using the reaction of the number of 
packaged numbers of packages used in Tesco’s stores. They have set ambitious targets for reducing their carbon 
footprint and have committed to making all their packaging recyclable or compostable by 2025 (Tesco, 2023). These 
sustainability efforts align with changing consumer preferences and create a positive brand image (Liberadzki, 
Jaworski and Liberadzki, 2021).
Business Acquisition and Supplier Partnerships

Analyzing the business environment, Tesco's acquisition of Booker Group, a food wholesaler, has allowed Tesco to tap into the wholesale market and supply its retail stores more efficiently. Moreover, Tesco has used the acquisition strategy to position the business lead in the food retailing industry through the "Farm to Fork" program, which focuses on sustainable sourcing and supporting local suppliers (Tesco, 2023). These partnerships have contributed to improved product quality and supply chain reliability.

Strategy in Action 

Assessing the success of Tesco PLC in implementing the discussed strategies uses a Suitability, Acceptability, and Feasibility (SAF) framework. The suitability will interrogate the internal and external strengths and weakness and acceptability will evaluate the social, ethical, and financial aspects of the strategies. The SAF feasibility will assess Tesco use of its resources and capabilities to implement its strategies.

Safe criteria related to Tesco.

Suitability

Tesco is one of the world's leading retailers with a vast customer base. In 2019, the retailer identified packaging as its single contributor to environmental degradation. Therefore, the business developed an innovative 4Rs strategy emphasizing the need to regulate the packaging to protect products and reduce food waste. The 4Rs stand for remove, reduce, reuse, and recycle. As a business, Tesco has actively sought to remove the use of plastics as a primary packaging material. Its environmental protection clarion call supports this commitment: "Removing unnecessary plastic is an important way that Tesco can reduce its environmental impact." Based on the data from Statista (2022), only 46% of household waste is recycled in the UKV (Alves, 2022). As a component of the 4Rs, recycling is one of the issues that Tesco has invested in. For example, the business has increased its sensitization of using the three colour-coded dustbins to segment the office and household waste accordingly. The colour-coded bins include one of the bins that contain materials that can be recycled. 

Acceptability 

As a leading global entity, the business is at the forefront of seeking valuable insights into protecting the environment. For example, Tesco partnered with Loop to introduce a groundbreaking shopping experience. This initiative allowed customers in ten large Tesco stores to purchase popular brands in reusable and durable packaging. This partnership is evidence enough that Tesco is committed to sustainability and has put into place measures that will protect the environment while at the same time offering customers satisfied experiences and achieving eco-friendliness. Other steps that the business has used are to ask its consumers to bring along their packaging materials for refillable products and, using the strategy, encourage their consumers to adopt reusable packaging.

Feasibility

To understand the impact of the initiatives that Tesco has invested the paper will look into the cost-effectiveness of the strategies for sustainability. Since 2018, partnerships like this with Loop have enabled Tesco to replace over 11,400 tones of the hardest-to-recycle materials with easier-to-recycle alternatives. Similarly, for the materials that had been saved from reuse, customers in the ten stores could collectively use and reuse packaging more than two and a half million times a year.

Tesco Sustainability Efforts

Further Sustainable Sourcing

In Tesco's business environment, a lot can be done to continue with sustainable business practices. This implies that the business can expand its commitment to sustainable sourcing by ensuring that a more significant portion of its products come from environmentally and ethically responsible sources. Being identified as an environmentalist in business attracts customers who are conscious about the environment and hence contribute to building a stronger brand image (Farida & Setiawan, 2022).

Sustainable Transportation

Tesco's supply chain management can invest in a more sustainable transportation fleet. For example, there has been significant improvement in electric trucks that ensures the business reduces carbon emissions but can also improve operational efficiency and reduce costs (Zhang and Mei, 2020).

Community Engagement and Investment

Engaging the community in the fight against the destruction of the environment allows Tesco to protect the environment while at the same time developing strong community relationships. As a result of these strong ties between local communities and businesses, Tesco gains a partner in sustainability practices, benefiting both the environment and the brand.

Innovation in Sustainability

Tesco can invest in research and development to innovate sustainability practices, such as sustainable packaging and food preservation technologies. Continuous innovation can lead to unique, eco-friendly products and solutions that set Tesco apart.
Conclusion
Tesco PLC's business strategies rely on a differentiated brand, cost-effective leadership and operations, and a focus on innovation. The use of superior products in quality and quantity allows the company to penetrate new markets successfully. Sustainable efforts are necessary as a retailer serving a wide range of markets, and Tesco PLC has invested in innovation. The growth strategy for Tesco includes the acquisition of businesses to gain their needs and use the established Tesco business culture to become competitive. Further, the value chain management ensures that it remains competitive and, at the same time, remains competitive. The business sustainability efforts can be easily seen from its transportation of product.
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