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[bookmark: _Toc162022367]Executive Summary 
This study aims to provide an in-depth analysis of the external and internal environments of TESCO under an integrated management framework, using multi-dimensional tools such as PESTEL theory, SWOT analysis, Porter's Five Forces model and value chain analysis. Firstly, the macro-environmental factors faced by TESCO, including political, economic, social, technological, environmental and legal influences, were assessed through the PESTEL theory, which revealed how these external factors shaped TESCO's business strategy and operating model. Subsequently, the SWOT analysis helped identify TESCO's internal strengths and weaknesses, as well as external opportunities and threats, providing a holistic perspective for assessing the company's competitive position and market potential. The application of Porter's Five Forces model further analyses the competitive structure and market attractiveness of the industry in which TESCO operates, exploring the bargaining power of suppliers, the bargaining power of buyers, the threat of new entrants, the threat of substitutes, and the level of competition within the industry. Finally, the value chain analysis reveals the key aspects of TESCO's value creation in its core business activities, thereby identifying potential areas for efficiency and competitive advantage. Through this comprehensive analysis, this study not only provides TESCO with concrete recommendations for strategic improvement, but also provides an example of how to assess and optimise its business model through integrated management tools.
[bookmark: _Toc162022368]1.0 Introduction 
Tesco PLC is one of the world's leading retailers, operating thousands of supermarkets and convenience stores worldwide. Since its establishment in 1919, it has undergone a transformation in the retail sector from a small grocery shop to an international retail giant. Under the impact of multiple market changes, changing consumer habits and technological innovations, Tesco has demonstrated excellent adaptability and strategic adjustment. The selection of Tesco as the subject of the study aims to delve into its success factors and to analyse the internal and external challenges it faces, so as to provide lessons for other retail companies. In addition, retailing is an industry that is affected by a variety of external environmental factors. The PESTEL theory SWOT analysis, Porter's five forces model (industry competitors, potential new entrants, threat of substitutes, buyer bargaining power) , supplier bargaining power) and Porter's value chain (intra-firm activities such as production, marketing and service) provide a strong theoretical underpinning for analysing Tesco's competitive position and strategic development in the global retail industry. Research Objectives and Questions This research aims to analyse how Tesco uses its internal strengths to cope with changes in the external environment to assess the main external threats and opportunities facing Tesco to explore how Tesco maintains its leading position in the market through strategic adjustments to comprehensively analyse Tesco's business operations and strategic planning by using the PESTEL theory, SWOT analysis, Porter's Five Forces model and Porter's Value Chain. Research questions include, but are not limited to, how Tesco is responding to political, economic, social, technological, environmental and legal changes in the global retail marketplace How Tesco's internal strengths and weaknesses affect its market position and competitiveness What factors pose the greatest threat to Tesco's profitability Growth strategies within the framework of Porter's Five Forces model How Tesco creates competitiveness through its value chain activities Strengths A combination of both qualitative and quantitative research methodologies will be used. This research will use a combination of qualitative and quantitative research methods. Data on Tesco's strategic actions in different market environments will be collected through Tesco's annual reports, industry reports, etc. Meanwhile, this research will use SWOT analysis, PESTEL analysis, Porter's Five Forces model and Porter's Value Chain tool for theoretical framework analysis in order to comprehensively assess Tesco's competitive environment and strategic positioning. This study has significant theoretical and practical implications for understanding how Tesco can remain competitive in the ever-changing global retail market.
[bookmark: _Toc162022369]Main Finding 
[bookmark: _Toc162022370]2.0 Tesco's macro-environmental analysis (based on Pestel's theory vs. Swot's theory)
[bookmark: _Hlk162022315]To critically analyse Tesco's current and future external and internal environments, we can use the PESTLE analysis tool to look at the external environment and SWOT analysis to assess the internal environment. Such an approach helps to identify the opportunities and challenges facing Tesco in a comprehensive manner.PESTEL analysis is used to assess the impact of political, economic, social, technological, environmental and legal factors in the external macro-environment of the business on the business(Taylor, 2013).

Political government policies, trade restrictions, tax policies and political stability could affect Tesco's operations globally. For example, the UK's exit from the European Union could lead to increased trade barriers, affecting supply chains and costs. EconomyEconomic factors such as economic growth rates, exchange rate fluctuations, employment levels and consumer confidence have a direct impact on consumer purchasing power and purchasing behaviour. For example, an economic recession may reduce consumer spending on non-essential goods. Socio-demographic changes, changes in consumer preferences and lifestyles can affect Tesco's market demand. Increased health awareness has prompted Tesco to increase the availability of organic and healthy products. Technological advances such as e-commerce platforms, mobile shopping apps and automation provide Tesco with new sales channels and opportunities to increase efficiency(Menet, 2016).Environmental Environmental protection laws and increased consumer demand for sustainable products have forced Tesco to adopt more environmentally friendly operational and product strategies such as reducing plastic packaging and reducing carbon emissions. Legal labour laws, health and safety standards and consumer protection laws have a direct impact on Tesco's operations. Increased compliance costs may affect profits(Johnson et al., 2020).

SWOT analysis is used to assess the internal strengths and weaknesses of the organisation, as well as the external opportunities and threats. Strengths Broad range of products and services. Strong brand and market position. Developed supply chain and distribution network. Weaknesses High dependence on the UK market, increasing geopolitical risk. Some international expansion attempts have failed to achieve the desired results. Opportunities Expanding e-commerce and online retail operations(Shabanova et al., 2015).Developing new markets, particularly in emerging markets in Asia and Africa. Increased availability of sustainable and environmentally friendly products to meet market demand. Threats Increased competition, especially from low-priced and discount retailers. Economic uncertainty and volatility in consumer spending. Legal and policy changes such as increased environmental and health and safety regulations. Through PESTEL and SWOT analyses, Tesco can better understand its macro-environment and internal capabilities in order to develop effective strategies to address challenges, capitalise on opportunities and maintain its market leadership position(Teoli et al., 2019).
[bookmark: _Toc162022371]4.0 SWOT Analysis of Tesco
Tesco, a British multinational retail supermarket chain, has operations in many countries and regions around the world. The SWOT analysis gives us an insight into the strengths, weaknesses, opportunities and threats of Tesco in the current retail market environment. Strengths Brand Influence Tesco is a widely recognised brand with strong market presence and brand loyalty. Diversified Product LinesTesco offers a wide range of products from food to non-food, including electronics and household products, to meet the needs of different consumers. Strong supply chain management with an efficient and flexible supply chain, Tesco is able to respond quickly to market changes and consumer demand. Wide geographical spread Tesco has shops in multiple countries, reducing the risk of dependence on a single market. Online retail capability Tesco has a strong online shopping platform that has adapted to changes in consumer behaviour.(Alkhatib).

Weaknesses Dependence on the UK market Despite Tesco's international expansion, its business is still heavily dependent on the UK market, making it vulnerable to regional economic fluctuations. High debt levels massive expansion has resulted in Tesco taking on high levels of debt, which could limit its ability to invest and grow in the future. Increased competition In the retail sector, particularly in food retailing, Tesco faces stiff competition from other large supermarkets and discount shops(Pandya & Arenyeka-Diamond, 2002).

Tesco Seizes Opportunities for Global Expansion By expanding further internationally, Tesco can enter emerging markets and capitalise on growth opportunities. Increase non-food sales By further developing its non-food division, Tesco can reduce its reliance on food sales and improve profitability. Technology and Innovation Continue to invest in technology and innovation, such as the use of Artificial Intelligence to increase operational efficiency and improve the customer experience. Sustainability and Environmental Action Strengthen its commitment to environmental protection and sustainable development and meet growing consumer demand for environmentally friendly products and practices(Rosnizam et al., 2020).

Threats Market Competition Increasing competition from other large retailers and emerging online retailers. Economic uncertainty Global economic instability which may affect consumer spending. Legal and Regulatory Changes Legal and regulatory changes in areas such as food safety, environmental protection and data protection may result in increased operating costs. Supply Chain Risks Risks to the global supply chain such as natural disasters, political unrest or rising transport costs could affect Tesco's costs and ability to deliver. A SWOT analysis of Tesco shows that despite some challenges and threats, Tesco has a lot of potential to capitalise on its strengths and opportunities to maintain and enhance its market position. The key is how to effectively respond to these disadvantages and threats while maximising its intrinsic strengths and external opportunities(Sharmaa et al., 2022).

Tesco faces multiple challenges from the external environment, including political and economic uncertainty, rapid technological developments, increased legal and environmental requirements, and changes in societal consumer trends. At the same time, its internal strengths such as brand influence, supply chain efficiency and product diversity provide a competitive advantage. However, the dependence on the UK market and the uncertainty of international expansion constitutes disadvantages. Facing the future, Tesco needs to capitalise on its strengths to seize the opportunities of e-commerce growth and sustainable products, while addressing the threats of increased competition and supply chain risks(Harrison, 2013).
[bookmark: _Toc162022372]5.0 Tesco's industry analysis (based on the Porter's Five Forces model)
The Porter's Five Forces model was developed by Michael Porter to analyse the competitive structure of an industry. The model consists of five forces: competition among competitors in the industry, threat of potential new entrants, threat of substitutes, bargaining power of buyers, and bargaining power of suppliers. The following is an analysis of Tesco's retail industry based on the Porter's five forces model(Bruijl, 2018).

Competition between competitors in the industry (high intensity of competition) The retail industry in which Tesco is located is highly competitive, especially in the food retailing sector where Tesco faces strong competition from traditional supermarket chains such as Sainsbury's and Morrison, as well as discount supermarkets such as Lidl and Aldi. Price wars are a common competitive tactic in the industry, reducing profit margins across the sector. The highly saturated market makes the growth of market share more dependent on taking from competitors rather than the growth of the market itself(Clarke, 2000).
Threat of Potential New Entrants (Medium Threat Level) Despite the high initial investment and set-up costs in the retail industry, the rise of online retailing has lowered the barriers to entry in the market, providing opportunities for the entry of new e-commerce platforms or innovative retailers.Brand loyalty and economies of scale may provide a degree of protection for established large retailers such as Tesco, mitigating the threat of new entrants(Mollah, 2014).

Threat of substitutes (medium to high threat level) The rapid growth of online retailing and e-commerce offers alternatives to traditional retailing, particularly in the non-food goods sector, where consumers can more easily compare prices and enjoy a more convenient shopping experience. In food retailing, while the threat of substitution is relatively low, the threat of substitution in this area is rising with the growth of online food shopping and delivery services(Enders & Jelassi, 2009).

Buyer Bargaining Power (Strong Bargaining Power) Consumers are very price sensitive and they are finding the best prices by comparison shopping, using price comparison sites, etc., which increases the bargaining power of buyers. The growth of online retailing has also made it easier for consumers to switch to other retailers, increasing the competitive pressure on Tesco(Dobson, 2004).

Supplier bargaining power (weak to moderate bargaining power) For large retail chains such as Tesco, due to their large purchasing volumes, they are usually able to exert greater bargaining pressure on their suppliers to obtain more favourable pricing and supply terms.
However, they may have stronger bargaining power for specific suppliers with high brand value or specialised products(Dobson & Chakraborty, 2008).

The retail industry in which Tesco operates is highly competitive, with high levels of intra-industry competition and threat of substitution, and strong buyer bargaining power. Whilst the threat of new entrants and the bargaining power of suppliers is relatively low, the general competitive environment of the market requires Tesco to innovate and improve its efficiency in order to maintain its market leadership position.Tesco needs to keep an eye on market trends, such as the growth of e-commerce and changes in consumer shopping habits, in order to respond to these external competitive forces(Mukerjee, 2013).
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Value chain analysis is a concept developed by Michael Porter to identify the links in the production process by which a company creates value. By analysing these links, a business can identify opportunities to improve efficiency, reduce costs, increase customer value and gain competitive advantage. The following is an analysis of Tesco based on Porter's value chain model and is divided into two categories, primary and support activities(Ensign, 2001).

The primary activity is intralogistics Tesco places a high priority on its logistics and supply chain management to ensure timely replenishment of products in its shops and online platforms and to reduce inventory costs and wastage. Tesco utilises advanced warehousing technologies and systems for inventory management, optimising transport routes and reducing logistics costs(Ensign, 2001).

Operations include the day-to-day running of shops and the management of online sales platforms. Tesco enhances the customer shopping experience through effective shop layout, product placement, staff training and service optimisation. Online, Tesco continually improves the user experience on its website and mobile apps to attract and retain customers(Ma et al., 2010).

External logistics is the process of transporting products from Tesco's warehouse to the consumer. For bricks and mortar shops, this includes despatch and shelf replenishment; for online sales, this also includes home delivery services and the management of click and collect services.(Fernie & Sparks, 1998).

Marketing and sales Tesco markets its products through a variety of channels (e.g. advertising, promotions, social media and membership schemes) to increase brand awareness and attract customers. The Tesco Clubcard loyalty programme is its powerful customer relationship management tool, which uses data analytics to deliver personalised offers and services. The Tesco Clubcard loyalty programme is a powerful customer relationship management tool that uses data analytics to deliver personalised offers and services(Enders & Jelassi, 2009).

services include customer support, after-sales service and complaints handling. Tesco increases customer satisfaction and loyalty by providing high quality customer services including online and offline advisory services, returns and refund policies(Ma et al., 2010).

Support activities infrastructure includes corporate governance, financial management, legal affairs, etc. Tesco supports its day-to-day operations and strategic decisions through effective organisational structure and management systems.(Lončar, 2017).

Human Resource Management Tesco ensures a productive and motivated workforce by recruiting, training and motivating employees. Employee development and welfare are also key concerns for Tesco(Alam & Raut-Roy, 2019).

Technology Development Investing in technological innovation is vital to Tesco, including improving the supply chain management system, developing mobile apps and online platforms, and using big data and artificial intelligence technologies to analyse consumer behaviour and optimise operations(Alexander, 2020).

Procurement Sourcing involves not only the purchase of raw materials, but also the selection and management of suppliers for Tesco's operations and sales activities. By negotiating and building long-term relationships, Tesco seeks to reduce costs and ensure product quality. The analysis of Tesco's value chain shows that Tesco has invested significant resources in optimising its internal operations, enhancing the customer experience and leveraging technological innovation. In order to maintain and enhance its competitive advantage, Tesco needs to continually review and improve each part of its value chain to ensure that it stays ahead of the game in a rapidly changing retail environment(Reynolds, 2007).
[bookmark: _Toc162022374]7.0 Recommendations 
Key Findings Challenges faced by Tesco due to intense market competition Tesco is facing fierce competition in the retail market from traditional supermarkets and online retailers, in particular increased price wars and competition for market share. Changes in Consumer Behaviour: with the development of technology, consumers are increasingly demanding convenience and personalisation in shopping, which requires Tesco to constantly adapt to new consumer trends. Supply Chain Complexity and Vulnerability: A globalised supply chain creates complexity and risk, and any disruption in the chain can affect the overall operation. Pressure of technological change requires constant investment of resources in technological innovation to remain competitive, which may put pressure on financial position and operational efficiency.

Potential opportunities for Tesco, growth of e-commerce the growth of online shopping has provided Tesco with new sales channels that could attract more customers by improving the quality of online services. Sustainability Consumers are increasingly demanding sustainable products and practices, Tesco can attract environmentally conscious consumers by enhancing its sustainable practices. International Expansion Emerging markets offer opportunities for growth, particularly in regions such as Asia and Eastern Europe. Data and technology-driven personalised marketing uses big data analytics and artificial intelligence technology to provide a personalised shopping experience and enhance customer loyalty.

Management recommendations for Tesco Continue to invest in technology, including e-commerce platforms, mobile apps, artificial intelligence and big data analytics, through increased technology investment and innovation to enhance operational efficiency and customer experience. Optimise supply chain management Improve supply chain transparency and agility through digital and automation technologies to reduce reliance on a single supplier and mitigate risk. Expand Sustainability PracticesIncrease investment in sustainable products and green supply chain to strengthen corporate social responsibility and enhance brand image. Deepen customer relationships and personalised services Leverage loyalty programmes such as Tesco Clubcard and incorporate data analytics to provide more personalised services and promotions.

Research limitationsMarket and region specificityThe analyses in this study may not adequately take into account the particular circumstances of a specific market or region, and Tesco's strategies in different countries need to be adapted to the local market. Timeliness and reliability of data: rapid changes in market data and consumer behaviour may affect the accuracy and relevance of the analysis. Neglect of micro-factors: internal factors such as employee satisfaction, company culture, etc., which may affect Tesco's performance.

Future Research Directions In-depth study of changes in consumer behaviour: continue to track and study the latest trends in consumer behaviour as technology advances and society changes. Cross-country comparative research focuses more on Tesco's operational strategies and effectiveness in different national markets, and how it adapts and integrates cross-cultural differences. Long-term Impact Analysis examines in-depth analyses of the economic, social and environmental impacts of strategies such as technology investments and sustainability practices on Tesco over the long term.
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