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Executive Summary
This report has portrayed a strategic review of Tesco Plc. It is one of the most popular grocery retails in UK. The business and corporate strategies followed by Tesco has identified by the Ansoff Matrix and the Porter’s Growth strategies. Apart from that, the alignment of the strategic with the business goals are also portrayed along with their contribution to the sustainable competitive advantages. On the other hand, the achievement and implementation of the strategies to gain competitive advantages have also been portrayed. The sustainable and environmental measures undertaken by Tesco have been identified and in the last section a few recommendations have been provided to Tesco to imporve its strategic direction and sustainability measures. 
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[bookmark: _Toc174283874]Introduction:
This report will aim to carry out a strategic review of Tesco Plc, which is already listed on the London Stock Exchange. The strategic review would be conducted on the corporate and business strategies or strategic choices of the organisation. The report will also provide a brief account of the way this organisation has been successful in implementing the strategy. Several aspects will be critically analysed and evaluated in this report. Firstly, the key business and corporate strategy of the organisation would be identified along with their rationale by using relevant frameworks. Apart from that, the resources and capabilities of Tesco Plc would be identified and an analysis would be portrayed on the extent to which the organisation has aligned its resources and capabilities. In the next section of the report, the process of creating a competitive advantage in the market by Tesco Plc will be discussed through the evaluation of corporate and business strategies. The final section will discuss its competitiveness in terms of sustainability and the environment. The report would provide a range of recommendations for Tesco to undertake more sustainability initiatives to develop competitive advantages in future.
[bookmark: _Toc174283875]Discussion
[bookmark: _Toc174283876]Key business and corporate strategies of the company
The key business and corporate strategy of Tesco can be discussed by using the Porter generic strategies and the Ansoff matrix framework.
Porter’s generic strategies in the context of Tesco:
[image: ]
This framework has three strategic choices for the organisation to choose from, which are cost leadership, differentiation and focus (Islami et al., 2020). Tesco makes use of the hybrid strategy in this context, which consists of both the cost leadership and differentiation strategy. The cost leadership strategy is already utilised by Tesco, which aims at providing the necessities at the lowest value in marketing. The cost leadership is used by Tesco with the provision of everyday low prices (Septianto et al., 2021). On the other hand, the differentiation strategy is further utilised by Tesco Plc to stay ahead of its competitors in the competitive market. The differentiation strategy involves strengthening the differentiation factors to stand out among the crowd. The conventional layout of the physical stores and the private level products, which are designed according to the needs and preferences of the consumers, are the major differentiating factors which have helped Tesco to beat the strong market competitors such as Walmart, ASDA and so on. As a result, Tesco was able to achieve the highest share of the market in 2024 (Statista, 2024). 
Ansoff Matrix:
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The Ansoff matrix is used by the organisations to identify the most suitable growth strategies in the existing market or while exploring a new domestic or international market (Zugay and Zakaria, 2023). The matrix suggests four options for the organisation, which are market penetration, market development, product development and diversification. Tesco has not opted for product diversification as the retail industry is huge and one of the most profitable industries in the current scenario. Asper the data received in 2021, the grocery sales amount estimated was 1.38 trillion USD at a worldwide level (Statista, 2023). Therefore, Tesco has focused on this industry due to its stability and growth trajectory in the upcoming years. Apart from that, market development is also not considered by Tesco since exploring new markets would involve the huge costs of expansion and setting up new infrastructures. Major product development is not possible internally in the case of groceries and retail. On the other hand, the penetration in the existing market was the most suitable option for Tesco to strengthen its foothold. With the increasing rate of inflation and cost of living, people started opting for the low-priced retailers. This opportunity was utilised by Tesco through its everyday low-price strategy. Apart from that, the marketing measures of Tesco was also improved to gain the attention of majoring of the consumers in the target market. Social media marketing is one of the most effective methods to gain the greatest number of consumers within a limited time (Evans et al., 2021). The brand used a variety of marketing strategies and tools to improve its market visibility. Thirdly, the loyalty programme and benefits scheme are also immensely beneficial in gaining the loyalty of the consumers. Tesco Clubcard is one such programme that offers lucrative discounts and benefits to consumers and sustains brand loyalty in the existing market. It also acted as an effective consumer retention strategy. 
[bookmark: _Toc174283877]The current resources and capabilities of Tesco and their alignment to the business /Corporate strategies:
The existing resources and capabilities of Tesco has helped it to strengthen its position in the market and successful fulfilment of the business and corporate strategies of Tesco. Apart from that, these resources and capabilities ensure the achievement of a sustainable or temporary competitive advantage by Tesco through creating value, supporting the organisational activities, and adding relevance to the goal’s achievement. The resources and capabilities of Tesco are identified and discussed below, along with their alignment with the business or corporate strategies:
High Brand value and loyalty:
The brand value of Tesco is quite high compared to the other popular grocery retailers, which enhances the reliability and loyalty of the consumers. The strict adherence to the needs and preferences of the consumers has helped it to gain a high brand value and reliability. Apart from that, the Clubcard scheme has also developed an emotional connection with the consumers, which can also be considered as an important capability under the brand value. As a result, it gained almost 99 out of 100 points in terms of being the most consumer-friendly programme in the UK (Statista, 2024). It has helped Tesco to align with the differentiation strategy of Tesco. The Clubcard programme and the benefits offered are the major differentiating factor for this brand compared to others. It has also supported the market penetration strategy of Tesco by developing the brand loyalty among the consumers. 
Widely extended supply chain
The supply chain and distribution network of Tesco is strong which has ensured that the right product reaches the rights et of consumers within the right time and at the right price. As per the data received in 2024, the total number of physical stores for Tesco is 4942 (Statista, 2024). On the other hand, the supply chain network is further strengthened by the effective management of the supplier’s relationships and assurance of the timely payment for the received consignments. This has further helped Tesco to align with the cost leadership strategy. Even though ensuring the lowest price is important, it is even more important to distribute the product at the right time which was ensured by the efficient supply chain system of Tesco. Apart from that, the product development was also supported by this resource as effective distribution of product allowed more time for the development research initiatives.
Organisational culture and workforce:
The organisational culture of Tesco is employee centric and employee friendly. Tesco realised the importance of motivating the employees to achieve high growth and performance. Therefore, it followed a range of effective financial and non-financial rewards to motivate them to perform better and improve their work morale (Alam and Raut-Roy, 2019). On the other hand, the organisational culture focuses on continuous development and training, which also supports the personal and professional development of the employees. The development opportunities also improve the motivation level of the employees (Niati et al., 2021). The employee centric culture creates engaging and harmonious working relationships and facilitates and collaboration within Tesco which also acts as one of the most important resources for this organisation. These resources also align with the differentiation strategy of Tesco as satisfied employees tend to contribute better to the differentiating advantages of the organisation through their skills and expertise. Apart from that, the market penetration strategy of Tesco is also supported by this resource as consumer satisfaction is also ensured by the in-store employees who are highly motivated.
[bookmark: _Toc174283878]The success of Tesco in implementing the corporate or business strategies to create competitive advantages 
Tesco has been immensely successful in implementing the corporate and business strategic discussed above to create a sustainable competitive advantage in the grocery and retail industry over the competitors. The strategies and their way of implementation are portrayed below:
Market penetration:
The market penetration strategy of Tesco was supported by its skilled and efficient human resource or workforce. Apart from that, the marketing and advertisement measures and the brand reliability further supported the market penetration in the existing market. As a result, the market share of Tesco increased significantly, especially in the UK market. As per the data received in 2024, Tesco’s market share in UK is increasing constantly even if the shoppers are looking for the low-cost groceries and the inflation is rising (The Guardian, 2024). The increasing number of consumers for the low prices everyday strategy was also an evidence of the success of this strategy. 
Differentiation:
The differentiation strategy of Tesco involves the private label products and the Tesco Clubcard initiative. The Clubcard scheme was a prime example and evidence of its differentiating factors as it provided additional discounts and personalised benefits to the loyal consumers of Tesco. Apart from that, it also helped Tesco to gain a competitive advantage over the strong rivals such as Walmart, Aldi, and so on, which is also reflected in the gaining of 99 points out of 100 by the Clubcard scheme of Tesco. The impact of this strategy can also be measured through the increasing sales of Tesco in the recent years. As per the data received in 2024, consumers have started to switch from the rival grocers of Tesco, and the operating profit of Tesco has risen by an all-time high of 2.8 billion BP (Bloomberg, 2024). 
Cost leadership:
The cost leadership strategy was supported by the high volume of production, which led to economies of scale. The competent, skilled and motivated workforce of Tesco facilitated the high volume of production. The effective reward strategy and schemes, such as Cut rent rewards schemes, were extremely satisfying and meaningful to the employees of Tesco (Alam and Raut-Roy, 2019). On the other hand, the effective supply chain system further resulted in the timely delivery of low-cost products, which resulted in high sales and profit for Tesco. It also improved the overall financial performance of this organisation which further created a sustainable competitive advantage over the rival brands. 
[bookmark: _Toc174283879]The competitiveness of Tesco in terms of sustainability and the environment.
With the increasing awareness about climate change and environmental degradation, contemporary consumers are being inclined towards sustainable products or businesses which are following environment-friendly practices. Tesco realised the importance of incorporating environment-friendly business measures a long time ago, and it has worked on strengthening its sustainable measures to create a strong competitive advantage. Firstly, the brand has committed to reducing its carbon footprint and achieving the net zero carbon business goals by 2035 in the UK (Catalao, 2022). On the other hand, Tesco has opted for green energy and electricity to perform its business operations as a measure of sustainability. On the other hand, it has also undertaken a few waste reductions measures by reducing plastic waste and food waste (Andricory, 2023). Even though the plastic reduction measure is already undertaken by the rivals, the food waste reduction has created a competitive advantage for Tesco. Management of surplus food not only contributes to the reduction of food waste but also contributes to the elimination of hunger issues as Tesco distributes surplus foods to needy people. It also contributes to the enhancement of the CSR impacts which improves the brand reputation and brand image. Apart from that, the ethical and sustainable sourcing strategy formulated by Tesco has also contributed to its environmental protection measures. Ethical and sustainable sourcing protects natural habitats and biodiversity in addition to preventing deforestation. Apart from that, the supply chain network is also optimised to reduce the delivery vehicle emissions as a measure to reduce the carbon footprint. 
[bookmark: _Toc174283880]Choices available for Tesco in terms of strategic direction and sustainability:
A few recommendations are provided in the following section to enhance the strategic position and improve the sustainable impacts:
Online grocery retail system:
Tesco should enhance its online presence and set up an online grocery delivery infrastructure to cater to the sudden grocery needs of busy professionals. With hectic schedules and lifestyles, people are inclined towards online grocery shopping nowadays (Pernot, 2021). Apart from that, the competitors of Tesco, such as Walmart and Aldi, already have a strong online presence and grocery delivery system, which is also leveraging their competitive advantage. Therefore, it is high time that Tesco should develop an online application or introduced the provision of placing online grocery orders from its website. Apart from that, artificial intelligence can also be offered to consumers to provide personalised recommendations. 
Sustainable packaging and delivery:
The plastic packaging of Tesco should be replaced with cardboard or paper along with bamboo packaging as a strong sustainability measure. Apart from that, the private level should introduce sustainable products, for example, kitchen towels made of seaweed or table cloth made of jute and so on. The eco-friendly product lines such as cleaning agents or shampoos can be launched by Tesco to enhance its strategic action and sustainable offerings. On the other hand, diesel-run delivery vehicles should be replaced with electric or solar cars to reduce emissions and contribute to environmental protection (Kibria et al., 2018).
Community and Consumer Engagement:
The stakeholder’s engagement is necessary for the growth and development of a business. the consumer should be involved in making the business decisions and their feedbacks regarding the improvement measures should be collected. It would further enable Tesco to gain a competitive advantage by addressing their distinct choice and preferences. It can also make this brand emerge as the first choice for the consumers. 
[bookmark: _Toc174283881]Conclusion
This report has discussed and analysed the strategic review of Tesco Plc which is one of the listed organisations in the London Stock exchange. Key business and corporate strategies of Tesco are identified through the Ansoff Matrix and Porters five force Frame work. Apart from that, the strategies identified which are market penetration, differentiation and cost leadership are evaluated as per the contribution of resources and capabilities such as brand loyalty, effective human resources, widely extended supply chain network and so on. In the next section, the implementation of the strategies and creation of sustainable competitive advantage in terms of growth, profitability and market share has been portrayed in the report. The sustainability and environment protection measures undertaken by this brand are portrayed and the last section has provided a few recommendations to improve the strategic and sustainability actions of Tesco. 
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