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[bookmark: _Toc174644527]Introduction 
Strategic management is an essential field of knowledge that helps an organization to operate in highly competitive environments by establishing operational strategies. It entails determining strategic objectives, identifying internal and external conditions, and incorporating a fulcrum in achieving strategic capability (Lynch, 2018). Giant MNCs like Tesco Plc need to stay at the top of the grocery market and prepare for new market conditions, technologies, and customer behaviour. Tesco Plc, a London Stock Exchange-listed multinational retailer, is the subject of this report on strategic management. Tesco is an ideal example for strategic management issues due to its size, retail market dominance, and expansion into financial and telecommunication services like internet grocery. The report examines how Tesco's strategic directions—cost leadership and market expansion—have led to growth and commercial success. The analysis will use Porter's Generic Strategies, the Ansoff Matrix, and the VRIO framework to assess Tesco's resources, capabilities, and strategic directions. Additionally, the report will analyze Tesco's economic, social, and environmental sustainability, their impact on the company, and future strategies.
[bookmark: _Toc174644528]Company Background
Tesco Plc was established in 1919 by Jack Cohen, who began as a small market stall trader in east London. Tesco is the number one grocery retailer in the United Kingdom with a large chain of over 3800 stores in the United Kingdom and Ireland, located in Welwyn Garden City, Hertfordshire, England. It also has a notable business in Central Europe and Asia, proving that the company has penetrated outside of its home markets (Tesco Plc, 2023).
Tesco has a large UK market share due to its focus on customer satisfaction, price competitiveness, and product variety. Tesco sells "Tesco Finest" and "Tesco Value" own-brand products to meet consumer needs (Li and Zeng, 2024). Revenue of £57.89 billion and operating profit of £2.63 billion in the 2023 fiscal year showed the company's financial strength and tactical leveraging in a highly competitive grocery retail industry (Tesco Plc, 2023). Other important factors include Tesco's sustainability policy, which aligns its operations with global environmental standards.
[bookmark: _Toc174644529]Main Body
[bookmark: _Toc174644530]Identifying Key Business and Corporate Strategies
Tesco Plc has used the following strategic management concepts to achieve its goals and enhance its position within the retail industry: The strategic decisions made by the company are grounded on business and corporate-level strategies that are crucial in the dynamics of growth, dominance and profitability. Porter's Generic Strategies and the Ansoff Matrix are the two frameworks that explain Tesco's strategic options.
[bookmark: _Toc174644531]Porter’s Generic Strategies
Michael Porter's Generic Strategies framework identifies three primary strategies companies can use to gain a competitive advantage: Porter's Cost Leadership, Differentiation, and Focus Strategies. Tesco has localized its strategic plans based on the cost leadership strategy, and the company aims to achieve the lowest cost in the retail business. One advantage of such a strategy is its effectiveness in allowing the company to sell products at competitive prices, which is paramount considering the sensitivity of consumers to prices in the grocery market (Barney, 2019).
Based on Tesco's strategic direction, it is possible to note that the organization operates under the cost leadership strategy because of its aggressive efforts to seek out efficiency in its operations and seek vantage points of scale in its production process and its supply chain management systems. One of Tesco's competitive advantages is that being a retail store with an extensive network of outlets and distribution centres, it can offer goods at a lower price compared to other organizations (Smith, 2023). Another area that supports the company's efficiency is technology; the company has adopted advanced technologies in its self-checkout systems and superior inventory management systems to reduce expenses while simultaneously improving the customer experience. Tesco's strategy is more comprehensive than offering the cheapest prices in the market. Value for money is another significant concept, supported by the idea of the company's wide range of products. Tesco Value and Tesco Finest are Tesco's brands that compete directly with the trade brands by providing a wide range of high-quality products at different price levels to appeal to all categories of customers (Eightception, 2024). This combination of cost efficiency and product differentiation has ensured Tesco gets patronage from low-end to high-end markets, as well as budget and high-end customers.
[bookmark: _Toc174644532]Ansoff Matrix
The Ansoff Matrix provides a framework for analyzing a company's growth strategies through four key dimensions: Market Penetration Strategy, Product Development, Market Development, and Diversification Strategies (Whittington et al., 2020). To a certain extent, Tesco has employed all four strategies as a critical player in the retail industry in order to increase its market share and diversify revenue sources.
· Market Penetration: The strategy that Tesco has adopted over the years is to focus on achieving higher market share in the regions where it operates, most notably, the UK. Measures like competitive price policies, Clubcard, and improving customers' experiences, when they visit Tesco stores, have assisted the company in fortifying its internal market standings (Shastri, 2023).
· Product Development: Tesco has also continued to develop and diversify its products to meet the growing needs of consumers. The launch of more new products, such as organic food and health-wise products, and expansion of Tesco Finest Brand reflect innovation and thus meet different customer segments.
· Market Development: Tesco's strategic management has involved international market expansion to secure new geographic markets. Even though the company has faced variable fortunes in overseas markets, resulting in the withdrawal from some locations, it is still significant in Central Europe and Asia (Aithor, 2024). This strategy has helped Tesco extend its revenue source beyond the UK market.
· Diversification: Through diversification, Tesco has diversified its revenue streams, getting away from mainly depending on the grocery business. The company has expanded in financial services with Tesco Bank, telecommunications with Tesco Mobile, and digital retail (Tesco Plc, 2023). These differentiated activities not only bring incremental sales for Tesco but also help to enhance Tesco's brand image and customer stickiness.
Tesco has continued to maintain its market domination and seek new growth possibilities through the successful implementation of both Porter's Generic Strategies and the Ansoff Matrix. These strategies have formed the basis of how Tesco has been able to cope with the dynamic and competitive retail environment.

[bookmark: _Toc174644533]Analyzing Resources and Capabilities 
The retail industry has a lot of competitive forces, as seen from this case, and Tesco Plc has been able to produce high results due to the right focus on resources and capabilities necessary to help the company achieve its strategic goals. The company has been in a position to utilize its advantages, improve its processes and adapt new trends meaning it has been in a position to retain and expand its market domination (Rosnizam et al., 2020). This section examines Tesco’s resources and capabilities using two key frameworks: Value Chain Analysis and VRIO Analysis.
[bookmark: _Toc174644534]Value Chain and Value System Analysis
To support its cost leadership strategy, Tesco's value chain focuses on efficiency and cost reduction in its various operations. The company also benefits from efficient inbound logistics through the centred distribution centres that enable products to get to the stores on time. Through genuine friendship and cooperation between the firm and the suppliers, Tesco can get good deals and keep the input costs low due to its bulk buying capacity (Li and Zeng, 2024). In operation, the working structure in Tesco includes the development of store locations, better stock control, and efficient use of technology that provides for checkout machines and automated distribution centres. These efforts lower general operating costs and improve consumer satisfaction relative to the shopping process. Outbound logistics are equally planned, with a strong distribution channel extending to home delivery services and click-and-collect gimmicks due to the increasing convenience factor (Zhao, 2019).
Marketing and sales appeal to Tesco's long-standing brand image, and its loyalty card, known as the Club card, offers discounts according to consumers' behaviour. This motivates the direct business of repeat visits and increases customer involvement (Rosnizam et al., 2020). The after-sale services across customer relations and returns backup necessitate Tesco's assertiveness towards customers.
[bookmark: _Toc174644535]VRIO Analysis
It will put light on Tesco’s resources and capabilities regarding the parameters of the VRIO model that include Valuable, Rare, Inimitable, and Organized (Fern Fort University, 2024).
· Valuable: Tesco has other strengths such as good brand image relative to its competitors, a large number of stores and efficient supply chain which sets Tesco up well in the retail market.
· Rare: Operations at Tesco's scale and efficiency combined with the huge Clubcard customer database are clear competitive advantages that are hard to match by the rivals (Aithor, 2024).
· Inimitable: Hence, although elements of Tesco’s strategy can be emulated, scale, low costs and customer insights cannot simply be purchased cheaply and require both capital investment and specialist skills.
· Organized: Tesco organizational structure is effective in supporting the strategies since it has centralised leadership with emphasis on incrementalism and creativity (Shastri, 2023).
This flexibility in resource and capability management has therefore helped Tesco to sustain its competitive advantage and obtain strategic growth while catering for market dynamism.
[bookmark: _Toc174644536]Evaluating Strategy in Action
Some of the strategic moves of Tesco Plc have been essential in maintaining its market dominant position in the UK and to spread out in various sectors. These strategies must however prove suitability by matching external opportunities with SAF’s internal capabilities, acceptability with stakeholder expectations, and feasibility when implemented (Gan and Yan, 2023).
[bookmark: _Toc174644537]Suitability
Analyzing Tesco's strategies, it is possible to state that it suits external market conditions and internal goals. Tesco's cost leadership strategy is particularly appropriate in the intensely competitive grocery industry in the UK, where price sensitivity is a crucial factor (Rosnizam et al., 2020). For instance, through its size and sourcing expertise, Tesco has managed to sustain its price advantage while simultaneously combating the emerging threat posed by low-cost entities such as Aldi and Lidl. Furthermore, expansion in the non-food speciality industry, such as retailing online and providing financial and telecommunication services, also facilitated Tesco's expansion due to increasing digitalization and consumers' preference for convenience (Nazir, 2021). This strategic expansion was especially effective during and after COVID-19, when sales through the Internet peaked, which shows the effectiveness of Tesco's online platforms.
[bookmark: _Toc174644538]Acceptability
The social acceptability of any strategic choices made by Tesco can be evidenced by the solid financial performances, customer satisfaction, and value added to the shareholders. For the financial year ended 2023, Tesco's revenue reached £57. Eighty-nine billion and an operating profit of £2. 63 billion, which suggests the company's strategies yield strong financial returns (Tesco Plc, 2023). Similar to the Clubcard case of Tesco, there is apparent customer satisfaction, involvement in subsequent purchases and brand advocacy. Further, stakeholders have also appreciated integrating a sustainable development policy. Its zero-carbon plan by 2035 has further improved the Tesco company image, and consumer preference in the modern world keeps on leaning towards environmentally friendly companies (Tesco PLC, 2024).
[bookmark: _Toc174644539]Feasibility
The analysis of Tesco's resources, skills, and configuration shows that it can effectively implement its strategies. The extended store network, efficient supply chain, and availability of enormous capital also support its primary cost leadership strategy and product diversification. For example, utilising technology, which consists of automated warehouses and complex data analysis methods, as a technology venture has boosted the effectiveness of the Tesco firm (Smith, 2023). However, Tesco has had problems in foreign markets due to the differences in culture and economic realities, making it difficult to replicate the success witnessed in the UK. This has led to strategic exits from some countries, indicating that the strategies being applied need to be localized.
[bookmark: _Toc174644540]Evaluating Sustainability Efforts
Sustainability is one of the most significant pillars of Tesco Plc's management today, proving that corporate social responsibility has become an essential element of the retail business worldwide. This means that the company's sustainability measures are not only focused on environmental goals but also on the reputation and expectations of consumers, investors, and authorities (Zhou, 2024). In this section, sustainable strategies implemented by Tesco will be assessed based on their efficiency, drawbacks, and success.
[bookmark: _Toc174644541]Environmental Initiatives
Some environmental commitments made by Tesco include: The company's target is to reduce its carbon footprint in its operations in the UK to zero by 2035 and in its value chain by 2050 (Goncalves, 2021). To achieve such targets, Tesco currently employs several measures, including energy efficiency measures in stores, switching to renewable energy sources and rationalising the logistics division to minimize carbon footprint. For instance, Tesco has embraced energy-efficient technologies such as refrigeration systems in stores and LED lighting, translating to low energy use (Flanagan, 2024). Also, the expansion of Amazon's delivery services cars into electric and low-emission vehicles is a manifestation of the company's commitment to reducing carbon emissions (Nolan, 2024). Tesco has also made impressive improvements in the area of food waste, which is a significant problem in the industry. Tesco's 'No Time for Waste' campaign has set its vision to reduce food waste by 50% by 2025 (Tesco, 2024). Currently, the company gives away excess food to the disadvantaged and has formed relationships with food waste applications such as OLIO. Such actions have been quite productive and helpful in actualizing the vision, as Tesco has slashed food waste by 45% since 2016 (Butler, 2024).
[bookmark: _Toc174644542]Social and Ethical Responsibility
Besides having environmental policies, Tesco has a firm policy on ethical buying and enhancing the working standard in the supply chain. Policies have been set to arrive at fair wages for suppliers, adequate working conditions for employees, and the stoppage of child employment. Tesco's 'Little Helps Plan' gives details of its more comprehensive social initiative scheme plateau, which may incorporate embracing diversity and inclusion, support to local communities, and lesser nutritional assistance, among others (Tesco Plc, 2021).
[bookmark: _Toc174644543]Challenges and Impact
Tesco experiences several barriers to its integrated sustainability vision and, especially relevant to this final section of the report, within supply chain management. The company mainly has an issue with enforcing compliance by suppliers, especially when legal systems in the countries are less developed. Also, the move towards achieving net-zero emissions comes with some financial and operational challenges. This shift involves the directional use of more resources in new technologies, processes, and infrastructure to enhance efficiency and sustainability, affecting the profitability line and making the journey to sustainable business practices a real challenge for Tesco (Smith, 2023).
[bookmark: _Toc174644544]Conclusion
Tesco Plc has a strategic management plan that has placed it in a strategic position in the UK market, specifically in the retail sector, which operates with the right combination of cost leadership, diversification strategy, and improved sustainability. Based on the frameworks of suitability, acceptability, and feasibility, it is evident that Tesco's strategies incorporate into the emerging market needs, especially in issues such as moving to online shopping and environmental issues. The company has continuously lowered its costs and offered competitive prices, thereby maintaining its customer loyalty. The expansion into digital and financial services has provided the company with new sources of revenue. It has been observed that Tesco has taken positive actions for sustainability, such as displaying its commitment to cutting carbon emissions and fighting against food waste, have enhanced Tesco's brand image, and the organisational action is consistent with the expectation of customers who are socially and environmentally responsible customers. The major problems, including global supply chain management and the organization's requirement to innovate constantly, have been addressed effectively by Tesco. However, most of its strategic decisions have ensured steady financial returns and long-term wealth creation in a rising competitive and environmentally conscious world. Thus, Tesco's business and corporate strategies have been very effective in providing growth and have created a roadmap for the firm to become sustainably competitive.
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[bookmark: _Toc174644547]Appendix A: SWOT Analysis of Tesco Plc
	Strengths
	Weaknesses
	Opportunities
	Threats

	Market leadership in the UK grocery sector
	Challenges in international markets
	Expansion in online retail and e-commerce
	Intense competition from discount retailers

	Strong brand reputation and customer loyalty
	High reliance on the UK market
	Growth in sustainability-focused consumer demand
	Regulatory pressures and changes in legislation

	Extensive and efficient supply chain
	Vulnerability to price wars with discount retailers
	Potential for further diversification
	Economic downturns affecting consumer spending

	
	
	
	


Source: (Parker, 2022)
[bookmark: _Toc174644548]Appendix B: PESTEL Analysis of the UK Retail Market
	Factor
	Description

	Political
	Brexit impacts, regulatory changes, trade policies

	Economic
	Economic fluctuations, inflation rates, consumer spending trends

	Social
	Changing consumer preferences, demographic shifts, increasing focus on sustainability

	Technological
	Growth of e-commerce, advancements in retail technology, data analytics

	Environmental
	Increasing emphasis on sustainability, climate change policies

	Legal
	Compliance with labor laws, health and safety regulations, competition law


Source: (CIPD, 2024)
[bookmark: _Toc174644549]Appendix C: Industry Five Forces Model of the UK Retail Market
	Force
	Impact on Tesco

	Threat of New Entrants
	Moderate: High brand loyalty and scale deter new entrants.

	Bargaining Power of Suppliers
	Low: Tesco’s scale allows for favorable supplier terms.

	Bargaining Power of Buyers
	High: Price-sensitive consumers force competitive pricing.

	Threat of Substitutes
	Moderate: Online-only and alternative retailers pose a challenge.

	Industry Rivalry
	High: Strong competition from major supermarkets and discount retailers.


Source: (Juneja, 2015)
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