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There are several definitions for Strategy in various books written by Nickols (2016). The basics of it in reference to, directional decisions and important actions taken, to meet an end goal. The report looks at how an organisation strategizes to fulfil goals, for its success and this is carried out by looking at how the organisation called Tesco PLC carries this out.

This will be carried out by first looking at the internal and external environmental affects, followed by a stakeholder analysis of Tesco. Then utilising some strategy models on the organisation with an appraisal of Tesco’s strategic direction. Then finally, recommend new strategies which Tesco could adopt.

Overview of TESCO PLC Company

Tesco PLC Company is Hertfordshire-based retail for grocery and supermarket. Tesco presents itself as the world's third-largest retailer sales-wise and the second-largest in terms of revenue after Wal-Mart. A wide range of other businesses also competes with Tesco other than Wal-Mart and Carrefour on a global scale in the United Kingdom (Moura, 2021). A third of the market in the United Kingdom belongs to this corporation. Tesco PLC has bases in 12 nations throughout Asia, Europe, and beyond. In 1919 Tesco was founded in a set of market stalls by Jack Cohen. Burnt Oak, Middlesex, was the site of the first Tesco store, which opened in 1929. The company now offers a wide variety of high-quality products backed by a strong brand image. More than 537,784 people work for the corporation, which has 6351 locations worldwide. The company's most recent year brought in almost 65 billion pounds, with an operating profit of £3.074 billion (Awadari & Kanwal, 2019). Excellent customer service and strategic execution have propelled the company to new heights, giving it a distinct advantage over its competitors.


[bookmark: _Toc511311654]Section 1: Depth of critical analysis for Tesco internal and external environment

A company's marketing influence and drive come from its marketing environment, including internal and external factors. Managers in the marketing field must be aware of their surroundings and prepare for any potential hazards or opportunities. The factors that one can control and those one cannot manage are present in the marketing environment. There are two types of marketing environments which are internal and external. Consequently, the micro and macro analysis of Tesco Plc. is as follows:

Macro-environment

The use of PESTLE analysis can access the macro-environment of Tesco (Sijabat, 2019). Changes that occur in the macro-environment do affect not only Tesco but also cause an impact on other players in the retail market. The macro-environment factors can also cause an effect the Porter Five Forces that shape the competitive and strategic landscape. These factors can impact Tesco's competitive advantage, consumer service industry, and profit levels overall. The PESTEL analysis also talks about how Tesco will be able to run its business in the current macro environment.

Political Factors

Predictions of Tesco's long-term profitability in a specific location occur with a thorough understanding of local politics. Tesco has outlets in more than a dozen countries, meaning that it faces exposure to a wide range of political risk factors. Spreading out political risks across multiple nations is critical to succeeding in the dynamic retail industry. Since its inception in the United Kingdom, Tesco has expanded across the globe. The company must follow the set of guidelines to cater for compliance and safety of its products as one of the largest retailers in the world. Because the company does a lot of business in numerous nations, it needs to be aware of the political climate in each of those countries.

 	The political landscape must remain stable. In an unstable political context, commerce is less likely to take place. Sales could be negatively affected or positively affected by Brexit, depending on the level of limitations imposed. Trade conflict between the US and China affects Tesco too (Swanson, 2018). As a result, they have worked hard to devise a successful marketing strategy for their goods. The company's profitability will be affected by changes in tax regulations in the countries from which it obtains its products.

Economic Factors

Various macroeconomic factors, such as interest rates, inflation, economic cycle, and foreign exchange rates, influence an economy's spending and investment levels. For a company to be a market leader, it must be able to deal with micro environmental issues like competitive norms. Tesco can predict how the sector will grow over time by examining economic statistics such as growth rate, inflation, consumer spending and retail growth rate. A corporation must pay close attention to what is happening in the countries where it does business to ensure that its distribution, revenue, sales, and profit do not reduce. The company should be knowledgeable about the various tax policies available to take advantage of them. Despite globalization, the United Kingdom continues to be the most prosperous country globally. Many of the company's distribution methods would be affected, and the price of rebuilding may rise significantly if UK legislation changes. Tesco should also keep in mind that a product's price can influence how many people purchase it. If a product's price rises but the number of consumers falls, sales will drop.

Social factors

As a result of many societal trends, people in the United Kingdom are more likely to buy in bulk and undertake one-stop shopping. There are now more non-food things available for purchase at Tesco. The attitudes and ideas of consumers face influence from society and significantly impact what they want to buy. Tesco's point of view is that organic products are becoming increasingly popular due to the growing interest in one's own health among the general public. Because of the baby boomers, the number of elderly individuals in the United Kingdom has risen. While the birth rate has declined, life expectancy has increased in recent years (Ho & Hendi, 2018). As a result, consumer preferences have evolved, and Tesco should consider this. 

	Online grocery shopping takes into account the mobility concerns of senior consumers. Younger people have a positive perspective of the Internet and are ready to use it. Individuals are also more inclined to use the Internet and purchase goods online if they are wealthy. Thus, Tesco has been able to adjust its business model in response to this social shift. Changing the quality and pricing of a company's products, competitor moves, or consumer shopping services can significantly impact customer perceptions of a business. When it comes to business strategies, they must keep up with the trends. For example, Horsemeat was an important topic of debate in 2013. Tesco faced implications as Horse jokes were in some of Tesco's hamburger patties, and a result of the firm failing to deliver on its promises, which resulted in a decrease in sales (Smith & McElwee, 2021).

Technological Factors 

Businesses must keep pace with the rapid evolution of technology to remain competitive in today's market. Tesco has significantly benefited from the use of technology in various ways. One of the most well-known examples is creating and using online shopping with home delivery. It has also reduced labour expenses by making shopping more convenient for customers through self-service checkout kiosks. To reduce its carbon footprint over the long term, Tesco has also invested heavily in energy-saving measures. Almost all of Tesco's supply chain management is automated. Retailers like Tesco utilize supply chain management solutions to keep up with their competitors and save money (Pandey et al., 2021).

Competitive advantages that are difficult for competitors to replicate are the most valuable. Tesco should keep an eye on emerging technology since it could benefit the organization. In Tesco's distribution system, customers can choose their preferred wine through their phones, aided by mobile technology. To be successful in the retail industry, Tesco executives must understand the disruptive technologies. When a new technology does not work as well as the old technology, it becomes a disruptive technology. Customer preference for technology already in use over new technology results from this. People are more thrilled about user-friendly disruptive technology that is easier to utilize. While large corporations are concerned about losing market share and revenue, small firms will see disruptive technology as an opportunity to expand. These micro-enterprises will use technological advancements to remain competitive in their respective markets. Over time, as more and more people use this disruptive technology, it will become increasingly helpful to them. Owners of businesses who fail to seize this technical opportunity may suffer financial losses due to their inaction.

Environmental factors

A company may have difficulty making a profit in multiple markets because each has its own set of environmental standards or regulations to follow. Even within the same country, States may have significantly divergent ecological and liability laws (Kostka & Zhang, 2018). On the other hand, many European governments offer tax benefits to enterprises that use renewable energy. Companies should conduct extensive studies on environmental regulations before expanding into new markets or taking on new business ventures in existing ones. Tesco has been involved in several initiatives to improve the environment and the state of the globe. Part two of Tesco's plan is to eliminate everything that cannot be used, recycled, or reused. Tesco has helped the environment and made the world a better place through several initiatives. As a result, a closed-loop system will reduce the amount of waste sent to landfills.

Legal Factors

When the government implements new policies, they directly impact businesses. It must adhere to both domestic and international market norms to function correctly. The success of Tesco is also affected by government laws and regulations. The Food Retailing Commission 2004 came up with a Code of Practice that would limit things like price adjustments without notice and the collection of money from suppliers, among many others (Popović et al., 2018). Fuel discounts depend on the money customers spend at Tesco's supermarket stores. In addition, there are numerous bargains to be found. Because Tesco sells so many different products and services, it must adhere to many regulations. The government is altering how it distributes direct agriculture subsidies. Farmer-supermarket price negotiations may hamper if they cannot meet Tesco's agricultural requirements. Firms like Tesco might face heavy fines if they force farmers to sell their commodities for less than their costs allows.

Credit cards and savings accounts are also available at Tesco. To ensure that small enterprises providing financial services adhere to all regulations, the Prudential Regulatory Authority conducts inspections. The Prudential Regulatory Authority's goal is to ensure that disruptions in financial services do not harm individuals (Chiu et al., 2021).

Microenvironment

The microenvironment directly impacts a company's competitive advantage and strategy. In today's competitive business world, businesses must be able to survive, expand, and make money to succeed. Porter's Five Forces analysis and SWOT analysis will examine the market environment where Tesco operates. Using Porter's framework, one can see how to change the competitive environment and get into an industry's competitive and opportunity structures. SWOT stands for strengths, weaknesses, opportunities, and threats for a particular organization. SWOT analysis of Tesco is relevant in examining its strengths compared to its competitors and its disadvantages that lender it to have competitive disadvantages against its competitors.

Tesco's SWOT analysis

Strengths

Tesco can keep costs low because it has many stores in the United Kingdom and strong negotiation power. As a result, the corporation has negotiated favourable terms with its suppliers and always looks out for its bottom line. Also, Customers of Tesco pay taxes to the government in sales taxes and VAT. Tesco is responsible for collecting and remitting these taxes on behalf of the federal and state governments. Multinational enterprises generate only a small percentage of net sales (Moura, 2021).

Tesco faces strength where the expansion into new markets was a success for the business; Taobao.com and the Chinese e-commerce platform. There is a lot of technology in Tesco supermarkets, making them the supermarkets of the future; the corporation has developed automated barcode stocktaking technologies and an App to make it easier for customers to shop. Customers have faith in a product's longevity, which increases the brand's value. Shoppers can get everything from clothing to home furnishings to school supplies at Tesco. Health care, pensions, and training programs, among other perks, are high on the list of priorities for firm employees. Tesco has also begun utilizing technology to enhance customer service and operational efficiency. There are now automated parking systems installations by the corporation. They have invested a lot of money in technology and operations to keep their consumers.

Weaknesses

Tesco had to quit the United States and Japan in 2012 due to several operational issues. After five years in the US and nine years in Japan, Tesco was forcefully closed in these locations due to a decline in export business (bin Mohd Shah, 2018). Tesco was penalized for not disclosing its actual earnings in its financial reports. As a result of falling operating profits, stock prices fell by almost 9% in 2018 October. In the first six months of 2020, the company's shares declined by 6 per cent (Moura, 2021). There have been financial errors. Tesco's economic performance has suffered due to its numerous debt and credit card issues. The low-cost strategy of Tesco may affect profits in the long run, even though it is the cheapest shop in the United Kingdom. Several markets have seen a lack of operational performance. Numerous regions of Tesco's retail and grocery businesses have struggled. A lack of market research is to blame for Tesco's poor performance in this area, according to analysts (bin Mohd Shah, 2018). Club cards were at the centre of a controversy. Tesco quietly changed its Club card program without anyone's notice. Clients were enraged, and the public was outraged as well.
Forbidding landlords from renting their facilities to rival supermarkets near Tesco outlets has been dubbed dishonest business practices. When rivals are restricted, they break the spirit of fairness in the marketplace, which is illegal and unethical. It did not work out well for Tesco since they did not prepare effectively for their global expansion. Consequently, the company's global market share got lost. Tesco will return to being a British retailer in 2020 after withdrawing from the worldwide market (Tirawatnapong & Fernando, 2018). People from Malaysia, the Czech Republic, China, Thailand, and Slovakia Poland have invested in this business. However, Tesco is no longer active outside of the United Kingdom and Ireland due to regulatory restrictions.

Abuse and exploitation were committed against workers at Tesco's distribution sites in Malaysia and Thailand, which affected the company. Even when the economy is terrible, consumers dislike companies with greedy CEOs. Additionally, to the dismay of Tesco shareholders, the wish to enhance a departing CEO's remuneration from $1.98 million in June 2020 up to over $2.8 million in 2020 June faced rejection (Tirawatnapong & Fernando, 2018).
Opportunities

Tesco Company has just performed the launching of a new low-cost convenience store called Jacks. The store has grown quite swiftly. As a low-cost competitor to Aldi and Lidl, it has the potential to grow this business. There are much potential for Tesco to profit from strategic partnerships with well-known companies. That means more products and more consumers for Tesco.

Joint ventures may be a good option in locations where Tesco stores are not earning good profits. In these areas, local firms can help because they have knowledge and expertise. Tesco might strengthen and expand its online and home delivery services (Soegoto, 2021).
Tesco already operates outlets in several countries that are not very well-off. The store could benefit from entering new areas, including South Korea, Indonesia, and Turkey. Coins and dollars, as well as other seemingly innocuous objects, can be dangerous when handled carelessly. A majority of customers are unwilling to pay with cash. Tesco has established its first cashless store. It wants to open more stores shortly. Consequently, for a while, Tesco promised to begin matching Aldi's pricing on a wide range of items. If Aldi's market share continues to decline, Tesco can employ this strategy to reverse the trend (Soegoto, 2021).

Threats

Tesco drew criticism on social media after releasing its 2017 Christmas ad. People protested Tesco, claiming that the company did not adhere to Christian values (Mogaji, 2018). It has also been allegations that Tesco has deceived customers by selling its products as "Woodside Farms" and utilizing fictitious farm names to market them to customers. The company was sued in 2017 for the issue.

There will be trade disputes and higher expenses for Tesco due to the United Kingdom's departure from the European Union. Also, some of the most popular supermarkets are vying for customers' attention. Wal-Mart, Carrefour, and Aldi's rapid development and performance may threaten Tesco's market dominance.

Because of government restrictions, credit crunches, legal and tax concerns, and changes in the economy, it can be difficult for Tesco stores to operate efficiently and effectively in critical areas. There has been a threat where many businesses have seen their profits dwindle due to the recent developments that have raised the cost of doing business. In addition, supply chain issues are in jeopardy at Tesco. The store's supply chain was disrupted by a recent health pandemic, resulting in a limited selection of products for customers.

Porter's five forces in Tesco

The Threat of New Entrants

Tesco is a British retailer with a broad product line. New market entrants may threaten Tesco's business. It would also be necessary to compete against Tesco's exceptional sales and marketing efforts to compete with them. Large corporations may permanently save money and negotiate better deals for themselves. A new business cannot give substantial discounts on its items, which disadvantages them.

In contrast to established enterprises, emerging businesses might not gain access to distribution channels and supply chains already under the control of large corporations (Adelakun, 2020). In addition, massive companies have a lot of customers, money, and a lot of other advantages that smaller enterprises do not have. There is little influence from competitors entering the market on Tesco.

The Threat of Substitutes

On the other hand, Tesco's products suit the most basic demands. There is a lesser chance of competition because of it. Items such as grocery staples, clothing, gasoline, and electronic devices are all-year-round hot sellers for Tesco. New ones are immediately added to the shelves whenever a store runs out of a particular item. Many people will buy from a low-cost vendor if the products are what they need daily. Since there is less competition, there is less chance of substitutions. Tesco has a huge advantage in the market because they sell the most things. In other words, Tesco's overall operations will not be affected by the threat of alternatives.

Bargaining Power of Customers:

Customers' bargaining power faces influence from several competing merchants in the market (Bhattacharyya, 2019). It is simple to get the finest deals because the store mainly carries items individuals need to meet their fundamental necessities. On the other hand, primary commodity prices do not fluctuate considerably from store to store. The products in each location should be of the same high quality. Product design makes it challenging to develop a strong attachment to them. When you shop at Tesco, you save money on moving from one store to another. As a result, Tesco's customers have little influence over the company's operations.

Bargaining Power of Suppliers:

The power suppliers have over Tesco's products is significantly reduced. Often, shops get their items from a variety of sources. Tesco, for example, can easily switch suppliers with its incredible strategies. People who work in retail can bargain in this situation. They will be able to negotiate a price that will determine the ultimate terms of the deal—the identical item source from each retailer's slew of different businesses. As long as the products' quality does not degrade, retailers can buy from suppliers who provide the most outstanding deal, which implies that suppliers have less clout when it comes to Tesco operations.

Competitive Rivalry:

Among Tesco's many competitors are Carrefour, Wal-Mart, ASDA, and Sainsbury's (Hallsworth & Coca-Stefaniak, 2018). The supply chains and logistical networks of these well-established companies are nearly identical. Advertising and other types of marketing spur positive social change for the firms. Price wars between competing firms allow these companies to save money by employing more workers. Because most business products address basic human requirements, price wars are critical in today's competitive market. Any strategy the company chooses will be met with the same response from the competition, no matter how innovative it tries to be. The fierce competition significantly impacts Tesco's company it faces.
[bookmark: _Toc456901517]

[bookmark: _Toc511311655]Section 2 Stakeholder analysis for Tesco Plc.

In a stakeholder analysis, the names and organizations of those crucial to the project are included, together with information on what they do and how significant they are (Raum et al., 2021). Anyone interested in the company and interacts with it is considered a stakeholder. When Tesco wants to know what its stakeholders want and need, it can conduct a stakeholder analysis

Shareholders

Someone or something that holds at least one share of stock in a firm is known as a shareholder. Those who own a company are known as shareholders. The most significant people in Tesco are its stockholders, who have put their time and money into making it a success. As the stock price of Tesco rises, so do shareholder expectations for their profit share.

Customers

A wide range of options is available to those who purchase or utilize commodities (goods and services). They're looking for a company that can produce high-end products at a premium price. Customers want businesses to improve their branding, production, and customer service to keep them coming back for more. Those who buy at Tesco know they'll receive a decent deal on high-quality products and services. Improved products and services that are worth their money are what Tesco's customers demand (Muli, 2019).

Employees

A written or oral employment contract entitles workers to certain rights and duties, whether they are employed full or part-time. In return for their financial support, they want the company to provide them with a stable work environment, advancement chances, and pay that is not excessively high or low.

Local community

Nearby neighbours construct what is known as a "local community." Business owners, government leaders, and regular citizens make up most local communities. Local firms and their customers benefit from their efforts because they may pool their resources, exchange information, and strengthen their economic links. Community members can be affected by Tesco's conduct. Tesco is under pressure from the local community to do more to protect the environment, such as by donating computers to nearby schools or hiring locals (Muli, 2019).

Government

 	Public policy is established and maintained through customs institutions and laws, and political and sovereign power occurs within a state. As Tesco expands, it will pay taxes and recruit more employees, which will benefit the government. When it comes to addressing the requirements of the people in a given area, government officials have an interest in Tesco.

Trade Union

Trade unions occur when a group of employees and their union official's come together to promote and preserve their common interests. Working together to benefit one another is the goal of trade unions. Tesco's trade unions are primarily concerned with improving the wages and working conditions of Tesco employees.



[bookmark: _Toc511311656]Section 3 Application of a range of relevant academic theories/models

(i)  Porters' Generic strategies:

These strategies outline the three main concepts used by Tesco that significantly enable it to achieve sustainable competitive advantage. These concepts of this strategy are leadership, differentiation, and focus/niche strategy (Islami et al., 2020). (See Appendix 1).

Cost leadership.

The company's profitability is the primary goal of a cost leadership plan. It is Tesco's primary strategy in several consumer sectors to be cost-leaders. Keeping the organization on top in the market by improving value chain management is crucial. It is possible to increase Tesco's market share in most countries by focusing on the middle class, which accounts for a large portion of the overall consumer market mix. When customers can buy Tesco items at a lower price point, they are more likely to become familiar with the company, increasing sales and giving Tesco a competitive edge. To accomplish sales goals and fend off competition from its nearest rival, Tesco frequently offers discounts and coupons. Reducing production costs and increasing supply chain efficiency achieve low prices. These sales and discounts aim to raise consumer awareness of the brand and encourage them to make additional purchases. The increase in brand awareness, diversification of the customer base, consumption, and achievement of sales focuses on affordability and accessibility of goods. 

Diversification

Another approach to acquiring an advantage over competitors is strong differentiation. To achieve its growth ambitions, Tesco relies on its ability to differentiate and minimize costs. Tesco can expand its customer base by emphasizing the distinctive features of its products as part of its overall marketing plan. To distinguish out, Tesco plans to incorporate new ideas and respond to people's increasing concerns about their health (Islami et al., 2020). Tesco, for example, has introduced more products to its line as a result of shifting consumer expectations to distinguish out from its competitors and make more money. Tesco was unique and the best in its field; it was able to establish a loyal client base. Tesco employs a generic differentiation strategy to differentiate its products from its rivals. To keep competitors at bay, the company uses a differentiation strategy to distinguish itself from its competitors; Tesco dedicates a lot of money to advertising, marketing, and celebrity endorsements. Customers can easily recognize a company by its logo. Because of the logo's odd and unique design has led to a strong brand image in the consumers' minds. Customers can choose from a wide variety of flavours to satisfy their preferences. Customers are more satisfied and more inclined to stick with Tesco as a result of the company's innovative use of new technology.

Niche

Focusing on a small number of key markets is the third generic competitive approach. Specialization marketing helps companies follow a focused approach to better compete in fewer target areas. It is essential to Tesco that prices are a minimum without compromising the quality of the products offered to customers. The low-cost focus strategy focuses on a particular market segment while keeping costs as low as feasible. There are two types of design: one that focuses on getting the most value for the money and one that focuses on getting what the clients want and need. When it comes to product design and packaging, Tesco is continually looking at its branding strategy and making adjustments to ensure that its consumers are getting the best value for their money (Firoz et al., 2019).

(ii) 4Ps Marketing Mix

Marketers use the marketing mix as a common strategy to reach their marketing objectives more swiftly and efficiently. The marketing mix, commonly known as the 4Ps, represents the product, pricing, place, and promotion. Firms can examine these aspects and adjust their marketing tactics to keep their products relevant to their customers (Karim et al., 2021).

Product

This move makes sense, intending to be a one-stop-shop for consumers' shopping, banking, communication, and other requirements at the forefront of Tesco's strategy. Because of this, Tesco can compete in a wide range of price points, from its Everyday Value line to its own high-end, most acceptable label. Two of the country's most famous food brands have risen to the top of the list (Karim et al., 2021). In increasing economic conditions, Tesco has attempted to reduce its reliance on third-party items and instead focus on building its brands. In addition, this sudden decline in the range demonstrates that the range expansion technique was not sufficient in the first place, and the corporation should look into its supply management. Additionally, competitors like Wal-Mart, Sainsbury's, and Ads threaten Tesco's competitive position, which provides a wider variety of products.

Price

The management of Tesco commits to keeping its prices as low as possible, which reflects throughout the organization. The accomplishment of Low prices occurs by closely examining each store and product. Utilizing economies of scale and thorough analysis is crucial (Corona et al., 2019). Tesco's vegan Wicked Kitchen brand and the 2016 shelf optimization initiative serve as two good instances of this technique. The Brand Guarantee program ensures customers get the best pricing and endeavours to modify marketing spending based on customer feedback to round out the strategy. Finest products, such as those from Tesco's most acceptable label, are one of Tesco's main weaknesses. This issue might alleviate if stores establish high-end sections.

Place

In the United Kingdom, Tesco employs more than 310,000 people and has 3,400 stores (Jones & Comfort, 2019). Several kinds of stores can satisfy your needs, depending on where you reside. It is possible to get a coffee on the go at each location. In contrast to Tesco Express, Tesco Supermarket offers more options and more significant discounts. Tesco also sells goods and services online, such as Tesco Delivery Saver, Tesco Bank, and its physical locations. Even though Tesco has a significant physical presence, the company's digital presence may use some improvement, and management should do more to remedy this situation. Problems include outdated apps, and a lack of services like order scheduling affects Tesco's ability to satisfy consumer expectations.

Promotion

To promote Tesco, the company uses the cost-leadership strategy of focusing on cheap pricing, which is in line with the company's brand image. A focus on Tesco's low prices is part of Tesco's overall marketing plan, which also includes print, television, and YouTube. The retailer's customer loyalty program aids Tesco's cost-cutting strategy, the Club card, which offers members discounts and freebies (Monte, 2021). Using this technology, the company can better manage its inventory and target clients with customized promotions. Loyalty reward programs offered by Tesco's competitors reward customers for their loyalty with money and other benefits. Tesco needs to develop a reward program that is more inventive and modern to attract new customers and promote brand loyalty.

 
Section 4 Critical appraisal of Tesco’s current strategic direction

Ansoff's matrix model is relevant to making an appraisal of the current strategy of Tesco. The design put in place by the Tesco Company for assessing the retail market and growth can be analysed with Ansoff's Matrix. (See Appendix 2).

Market penetration

When a business continues to sell its current items in a well-established market, it has achieved market penetration. However, if the company wants to remain in operation for an extended period, it will have to drastically alter its products' appearance, packaging, and cost. If this does not happen, the company will go out of business soon. Tesco made its debut in the real estate market with the launch of Tesco Property Market. Tesco also distributed a booklet to promote its products and services in its stores. Tesco overtook Sainsbury's as the United Kingdom's largest retailer in 1995. Tesco could expand its retail market share even further after implementing the Club card loyalty program (Al Habibi, 2019).

New product and services

For a business to thrive and remain competitive, it must continually develop new products and services that satisfy the demands and needs of its customers. Tesco does many things: credit cards, insurance, mortgages, and various investment and savings programs. Tesco has developed biofuels, including butane and methanol, to alternative traditional fossil fuels (Kaňa et al., 2020). Tesco is also working to raise the bar on their products' quality. By expanding into new sectors like mobile and tablet computers, the corporation hopes to diversify its revenue streams. They are gaining ground in the telecommunications and technology industries.

Diversification

Selling new products to a new market is one option of diversification. Getting innovative products into the hands of customers takes time. Tesco has recently expanded its product line to include non-food items. Formerly, Tesco was the most significant food store chain in the world. Tesco created the apparel labels Cherokee and F+F. Many non-food products, including health care, electronics, and cosmetics, employ Tesco's most exemplary and valuable brands (Mooney, 2019).

Market development

Market development refers to reaching out to new demographics to sell your products. Market research costs a lot of money for small businesses, but it is essential for large corporations. The company was renamed William Low after Tesco Plc. purchased the well-known Scottish supermarket brand in 1994. It bought an interest in 1997 in the Associated British Foods chain, including Quinn worth, Crazy Prices, Stewarts, and other brands. In the middle of 2006, Tesco purchased Casino's Leader Price supermarkets in mid-2006 (Stanton, 2018). Tesco is continually making adjustments to remain competitive in today's industry.


Section 5 New Strategy recommendations

Rather than promoting non-food things, Tesco should emphasize food products to encourage customers to eat more of the healthy foods that Tesco sells. The quality of Tesco's products needs links to the quality of the company's personnel. Tesco's items must be of excellent quality and numerous to be successful. Tesco should provide its staff with hands-on training to improve their skills and credentials. Tesco should offer a large selection of high-quality goods at a fair price. Low-cost products will allow them to operate in a highly competitive industry. Tesco should increase the number of outlets and implement additional well-being initiatives. Increased productivity is achievable by encouraging employees to communicate with one another and build a sense of community. Tesco should expand its current network of outlets. Tesco's website can be more secure than ever before if it is protected, and its customers are confident when shopping online. By adding more individuals who speak other languages, Tesco may make its selection more traditional or ethnic so that customers from other nations can comprehend what they are saying. Tesco may save money by implementing this new technique, which is less expensive.

[bookmark: _Toc511311658]Conclusion

	Despite Tesco’s current success, constant change is required to remain in the competitive market and allow further global expansion. In the digital age, the ease of access to the market is of great consideration and therefore security is of great importance for Tesco and its customers. With the recommendations in place, further expansion globally could be carried out. Due to its increasing size, I believe that to further increase productivity, further initiatives should be carried out to ensure a sense of pride in belonging to the Tesco organisation. This could be achieved by encouraging and enticing customers towards healthier living as well further promotions for its part in helping the planet. An increase on its social profile, learning from past mistakes would further increase support from the public, which would only contribute to Tesco’s success, cementing its place in the marketing world.
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