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INTRODUCTION   
Strategic management is defined as the act of creating business goals and selecting how to achieve those goals and objectives to make the organisation or company more competitive (Hill, 2022). Strategic management is an essential tool for every organisation because it enables them to effectively deploy their workers and resources in organisational operations to achieve their goals within the constraints of time and resources. This study will discuss the strategic management of the Tesco organisation. It will also present its strategies using Porter's generic model and the Ansoff matrix. The study will also include a VRIO analysis and a value chain analysis to learn about the organization's capabilities. Along with this, it will inform on the organization's suitability, practicality, and acceptance.  

Tesco corporate organisation overview   

Jack Cohen, the company's founder, established the organisation in 1919. Tesco built its first store in London in 1929 (Tesco, 2023). The company presently owns several businesses, including Booker, Dunnhumby, Tesco Mobile, Tesco Bank, and Tesco retail outlets. The worldwide corporation has purchased over 30 enterprises and expanded its influence across borders by opening outlets in various nations. Drinks, entertainment products, fresh food, bakery goods, household appliances, baby products, and electrical goods, cosmetic products, frozen food, and health products are all available from the company.

Key business of Tesco and its corporate strategies  
Porter’s generic force of Tesco strategies.

Cost leadership: Tesco has placed a great emphasis on its cost leadership tactics, which include keeping product costs low while still providing high-quality services and commodities (Henry, 2021). This strategy has been implemented by the corporation by streamlining internal procedures such as cost management, effective supply chain management, and waste collection. The corporation leads the industry by lowering its expenses and supplying low-cost products to customers. 

Differentiation: By providing the best possible care for its clients and providing items that truly satisfy their needs, the company sets itself apart from the competition. Along with an extensive range of products, the organisation offers financial services, online shopping, and product delivery to various locations. Tesco has created novel approaches that set it apart from its rivals. To gain a customer's loyalty, the business enhances the value of its products.  
Cost-focus: The company wants to lower the cost of raw materials and operating expenses so that it can provide customers with high-quality goods at competitive costs. The company's primary goal is to dominate the market by providing high-quality goods at reasonable prices. The company leverages economies of scale to pass on cost savings to customers as part of its core brand value.  

Differentiation-focus: Tesco's own-label goods and services are essential components that set its brand apart. The company makes exclusive deals that provide customers with a good incentive to choose Tesco products (Islami, Mustafa, and Topuzovska Latkovikj, 2020). The company concentrates on enhancing goods to keep clients interested in their offerings. 

Ansoff Tesco matrix: 
 
Market penetration: Tesco Company's sale of current supplies in its present market has helped it grow its company. The company uses this tactic to enhance brand loyalty and keep its current clientele in the market. The company uses aggressive pricing strategies and advertising campaigns to maintain its competitiveness in the market. The business frequently extends deals to clients to draw them in and boost sales of its goods. 
Market development: The company has started selling its current items in new locations as part of its development plan. It has spread to several nations to effectively employ the market growth strategy. The organization's lack of awareness of the market and its customers also contributed to its failure in a few areas. Nowadays, the business evaluates consumer needs before expanding (Zugay and Zakaria, 2023). Tesco can provide items in response to customer demand by effectively evaluating the state of the market.  
Product development: The company puts a lot of effort into creating new goods and producing creative solutions to satisfy customer needs. The company creates premium-quality own-label products to cater to its current clientele. Tesco has reaped great benefits from the product development strategy. Tesco has greater negotiating leverage in the retail sector because of its own creative brand.  
Diversification: Diversification is a highly challenging strategy since it is hard to contact new clients in a completely unexplored area. The corporation used efficient resource allocation and planning to diversify into other nations. The group intends to broaden the range of sectors in which it offers its services to appeal to a wider range of clients.  

An analysis of Tesco's value chain  
 
The firm has been adopting a value chain strategy for business transformation for several years, with a focus on improving client services and operational efficiency.  
 
The main tasks, which include outbound organization, sales, marketing, inbound coordination, and services, are carried out by carefully examining every aspect of this business. A crucial link in the value chain is the company's inbound planning. Tesco tracks product demand and projects future demand using analytics and significant data statistics. This facilitates the business's ordering from its suppliers (Smith, 2023). Tesco manages about 4600 stores and has distinct store formats in each one, thus its operations are structured methodically.
The company ships goods directly to customers who visit their physical store in person as well as to those who purchase online. Tesco can expand its client base by raising consumer awareness and brand knowledge thanks to the marketing department and sales. The company also places equal value on ancillary services like locating suitable suppliers and priced raw materials. These initiatives aid in improving the effectiveness of a company's core operations.  

Valuable: Tesco's assets and financial resources are extremely significant as they enable Tesco to take advantage of new internal and external business possibilities. Tesco's food products are also valuable and aid in the company's achievement of its goal of distinction. The organization's highly experienced and trained workforce gives Tesco a significant edge and aids in strategy implementation. The technological equipment is also extremely useful since it allows the organisation to use these technologies to achieve sustainability.
Rare: Tesco's unique assets, its patents, lessen the danger of rivals. These patents belong to the corporation and are not easily obtained by rivals. Without competition, the organisation is free to exploit these patents. The firm is creating new, innovative items for the market and keeping its clients with the aid of patents. This patent privilege is helping the premium products approach become increasingly effective. Tesco's distribution strategy is expensive and distinct. Rivals will have to invest a lot of money and take time to expand their distribution network. 
Inimitable: Tesco's workforce is inimitable, making it difficult for rivals to imitate its labour abilities. The technology that Tesco uses are exceedingly expensive to replicate since the corporation invested long-term earnings to buy them. Adding value is possible when this technology is used in the production process. Since every firm invests in employee training and expenditures, its personnel are not particularly expensive to mimic (Čirjevskis, 2022). Organisations, however, are unable to replicate their own personal characteristics and features. 
Organisation: The organization's finance department is well-organized and adds value by producing enough funding to boost the effectiveness of its operational functions. The organisation does not make full use of its patent portfolio. If the business begins selling its patented products before its patents expire, it will be able to take advantage of fresh opportunities. The company's well-organized distribution network guarantees that its items arrive at clients' locations promptly.
Tesco is an organisation that prioritises excellent customer satisfaction, product quality that meets market demand, and market competitiveness monitoring. The corporation has adopted a variety of strategies; thus, it is now required to assess the efficacy of these plans using three primary criteria: the strategies' acceptability, applicability, and feasibility for the market as well as the organisation. The SAFS framework, which is helpful in developing comprehension of the methods surrounding the three variables listed, will be used to help with this.

SAF Framework for evaluation of strategies  
The retail company's tactics, like product creation and economies of scale, are based on the organization's primary goal of providing customers with value in exchange for their enduring devotion. Tesco has a straightforward organisational structure and buys, transfers, and sells its products and services to prospective consumers and corporate clients. Tesco considers stakeholder insight information and understands the market to ensure that business practises are carried out successfully every time they are repeated in the future. This demonstrates that the company's strategies are adequate for advancing the enterprise and guaranteeing efficient marketing and business development both now and in the future (Vinayavekhin, 2020). The strengths of the plans that take advantage of future opportunities for business growth and development, the alignment of the chosen strategies with the long-term goals and organisational objectives, and the low level of risk associated with each strategy—which lowers the likelihood that initiatives taken under the strategies will fail—all demonstrate the appropriateness of the chosen strategies for the company. 

Suitability of strategies: Economies of scale strategies enable the business to benefit from different raw material discounts, enabling ongoing and sustainable supply chain management. Such tactics are appropriate at an important level since they give the business longer-term, increased market competitiveness. Tesco is a global retailer with millions of sales across several nations. As a major corporation, Tesco anticipates growing its retail store base and business in relation to its strategies for product and market development (Ukko, 2019). Thus, joining and controlling international markets. The company's unique assets—financial and intangible—guarantee that its business plans will be well received in the global marketplace. The strategies' initial performance in terms of profitability and return on investment, stakeholder relationships following strategy implementation, the cost-effectiveness of the chosen strategies, the degree of financial stability, the anticipated change in the financial ratios, etc. are additional factors that guarantee the acceptability of the strategies by the company. 

Acceptability of strategies: The viability of the plans may depend on the company's ability to provide the resources necessary for the plans to be implemented successfully and for future market activities to go off without a hitch. The company's resources and key expertise demonstrate how practical the plans are for the retail sector. According to the company's annual reports, its physical resources include over 4700 distinct types of retail outlets and stores worldwide, Tesco maintains international warehouses and holds a massive portion of its business in nations including Thailand, Poland, and Hungary (Tesco, 2022). Tesco possesses certain intangible resources that bolster the viability of the strategies. These include its remarkable geographic distribution of various outlet types, its one million registered customers worldwide, which guarantee that the business is not impacted by minor setbacks, and its efficient relationships with suppliers in both local and international markets, which number about 1250. The company's core competencies are another crucial factor that guarantees the viability of its plan. It does this easily and effectively by highlighting the significance of the organization's current and prospective consumers. Tesco uses efficient piecing techniques for its items, which enables the business to sell goods at lower costs than its rivals in the industry. Furthermore, one of the main fundamental strengths of the retail organisation is competitive differentiation. Tesco's ability to maintain positive relationships with its clients and suppliers, to supply them with vital information, and to view them as business partners rather than only as resource providers are some of its other skills. Tesco's technology frameworks are useful as well since they support the company's plans for providing valuable customer services and product delivery, which lowers the cost of the entire online service delivery process. These essential abilities not only increase the company's productivity but also make plans like product and market development impactful in the global business environment of the present and future, fostering high feasibility of strategies.



Feasibility of strategies: To keep a good reputation in the marketplace and in society, the comma continuously strives to increase sustainability with business practices worldwide. Tesco's trash reduction and recycling programmes are proving to be beneficial for the company's goal of creating a green brand image that will open prospects for future investments (Bilińska-Reformat, 2019). The company's reuse and recycling strategy is attracting a large consumer base. In addition, because of its operational operations, the corporation is concentrating on lowering its carbon emissions to match its organisational aims with the UN's sustainable development goals. The organisation's plans aim to conserve energy and water, and eventually, they will endeavour to protect the environment by implementing green management practices within the company. One of the company's many initiatives to support its environmental aims is Tesco's plan for consumption rationalisation (Vermeir, 2020). In addition to these tactics, the corporation prioritises social sustainability, placing a higher emphasis on its workers and modifying welfare programmes to benefit all the company's stakeholders—including the working population, the community, and business partners.


Sustainability Efforts by Tesco  

By integrating sustainability standards, Tesco can enhance its competitiveness in the future. This may be achieved by ongoing internal and external audits that track the success of the company's global retail initiatives and activities. By implementing innovative technology in its supply chain, the company can enhance its green practices by lowering emissions and improving the availability of raw resources. To keep ahead of its competitors, it may also think about making important adjustments to the company in response to the changing needs and consumer trends in the worldwide market (Javaid, 2021). It is recommended that the company establish a centralised team comprised of experienced professionals who will oversee the company's corporate strategies and ensure that they are in line with international sustainability goals. 


Conclusion
The material for this research was gathered from a variety of sources, each of which offered unique insights on strategy and company idea. The internet was used to obtain the secondary data, which was gathered via educational websites and online platforms. These websites made it easier to collect pertinent data that might be used to strengthen the report's critical analysis and practical application. Concepts were further clarified by reading a variety of scholarly publications and books that are available in libraries, as well as their electronic versions on the Google website. Various research articles were also essential in shaping significant sections of the study. 


The LSE-listed corporation Tesco's primary corporate and business strategies were covered in the study. The corporation employed a variety of frameworks, including the Ansoff matrix and Porter's generic plans, to determine its strategies. Additionally, the analysis used the VRIO model to assess the company's skills and resources, highlighting the company's advantages in a cutthroat industry. Using the SAF framework, an analysis of Tesco's current strategies has also been conducted with a focus on three key areas to determine how effective the company's strategies are. The report concludes with an assessment of the company's sustainability activities, including a discussion of its sustainability goals and strategies, such as waste and carbon emission reduction, along with some succinct recommendations.


Reference:
Whittington, R., Regnér, P., Angwin, D., Johnson, G. and Scholes, K. (2020). Exploring strategy. 12th ed. Harlow, England Pearson. Page - 200 – 270.

Whittington, R., Regnér, P., Angwin, D., Johnson, G. and Scholes, K. (2020). Exploring strategy. 12th ed. Harlow, England Pearson. Page – 370 – 490.

Tesco, (2022), Annual Report Tesco 2022, [Online][accessed through]< https://www.tescoplc.com/investors/reports-results-and-presentations/annual-report-2022/> 

Tesco, (2023), Our history, [Online] [Accessed through] < https://www.tescoplc.com/about/our-history/  >   
‌
Woods, M. (2019). Linking risk management to strategic controls: a case study of Tesco plc. International Journal of Risk Assessment and Management, 7(8), p.1074. doi:https://doi.org/10.1504/ijram.2007.015295.
‌
Kim, E., Nam, D.-I. and Stimpert, J.L. (2004). The Applicability of Porter’s Generic Strategies in the Digital Age: Assumptions, Conjectures, and Suggestions. Journal of Management, 30(5), pp.569–589. doi:https://doi.org/10.1016/j.jm.2003.12.001.
‌
Lucid Content Team (2019). Using the Ansoff Matrix to Plan Market Strategy | Lucidchart Blog. [online] Lucidchart.com. Available at: https://www.lucidchart.com/blog/ansoff-matrix.
‌
Monte, A. (2021). A study of value chain reconfiguration processes under Covid-19 pressures: the case of Tesco PLC in the United Kingdom. [online] tesi.luiss.it. Available at: https://tesi.luiss.it/31586/.
‌
[bookmark: _Int_QRbL1e7Z]www.ukessays.com. (n.d.). Value Chain Analysis Of Tesco Business Essay. [online] Available at: https://www.ukessays.com/essays/commerce/value-chain-analysis-of-tesco-business-essay.php.
‌
Carrer, D., Moparthy, S., Vincent, C., Ceamanos, X., C. Freitas, S. and Trigo, I.F. (2019). Satellite Retrieval of Downwelling Shortwave Surface Flux and Diffuse Fraction under All Sky Conditions in the Framework of the LSA SAF Program (Part 2: Evaluation). Remote Sensing, 11(22), p.2630. doi:https://doi.org/10.3390/rs11222630.
‌
Tesco (2019). Sustainability. [online] Tesco PLC. Available at: https://www.tescoplc.com/sustainability.
‌
Chan, W. (2023). Sustainability matters: Tesco ESG score analysis and implications for the future. [online] Permutable. Available at: https://permutable.ai/sustainability-matters-tesco-esg-score-analysis-and-and-implications-for-the-future/.
‌
Ng, K.S., Yang, A. and Yakovleva, N. (2019). Sustainable waste management through synergistic utilisation of commercial and domestic organic waste for efficient resource recovery and valorisation in the UK. Journal of Cleaner Production, 227, pp.248–262. doi:https://doi.org/10.1016/j.jclepro.2019.04.136.
‌
Tidy, M., Wang, X. and Hall, M. (2016). The role of Supplier Relationship Management in reducing Greenhouse Gas emissions from food supply chains: supplier engagement in the UK supermarket sector. Journal of Cleaner Production, 112(4), pp.3294–3305.
‌
HowandWhat.net (2020). Ansoff Matrix in Tesco (How Tesco used Ansoff matrix). [online] howandwhat. Available at: https://www.howandwhat.net/ansoff-matrix-tesco-tesco-ansoff-growth-matrix/.
‌
McKinnon, T. (2022). Tesco’s Strategy for Gaining Market Share. [online] Indigo9 Digital Inc. Available at: https://www.indigo9digital.com/blog/tescostrategy.
‌
Itchybrainscentral.com. (2009). Tesco’s International Business Development Strategy. [online] Available at: https://itchybrainscentral.com/example-essays/tesco-business-strategy.
‌
Palmer, M. (2019). International Retail Restructuring and Divestment: The Experience of Tesco. Journal of Marketing Management, [online] 20(9-10), pp.1075–1105. doi:https://doi.org/10.1362/0267257042405213.
‌
Perkins, K. (n.d.). Tesco Has No Competitive Advantage, say Analysts. [online] Morningstar UK. Available at: https://www.morningstar.co.uk/uk/news/141071/tesco-has-no-competitive-advantage-say-analysts.aspx.
‌
esco.ec.europa.eu. (2022). Green Skills and Knowledge Concepts: Labelling the ESCO classification. [online] Available at: https://esco.ec.europa.eu/en/about-esco/publications/publication/green-skills-and-knowledge-concepts-labelling-esco [Accessed 19 Dec. 2023].

Group Audit Charter. (n.d.). Available at: https://www.tescoplc.com/media/oy4acxp3/tesco-group-audit-charter-december-2021.pdf [Accessed 19 Dec. 2023].

RetailWeek (2023). Amazon and Tesco have ‘best in class’ supply chain strategies. [online] Retail Week. Available at: https://www.retail-week.com/supply-chain/amazon-and-tesco-have-best-in-class-supply-chain-strategies/7043552.article.
‌
WWF (2018). Tesco. [online] WWF. Available at: https://www.wwf.org.uk/who-we-are/who-we-work-with/Tesco.
‌

‌

‌

