Introduction 
Finding all problems and solutions to Tesco and research that can support reasons and providing a timeline of Tesco. Including who it may affect and what stakeholders are involved. 
Main findings 
Tesco has become so popular as a supermarket. It has become bigger as well as earning more profit over the years. Jack Cohen traded from a stall in London the mission statement set out to ‘put affordable food in the reach of everybody’. Tesco had a first own brand which was Tesco tea which the supplier was a partner in the company.
 The first shop opened in burnt Oak Edware. More land was bought for the expansion plan to take place. Tesco started developing self-service in stores and supermarkets. Tesco decided on making more range of products including higher quantity to lower average costs and lower prices for customers. 
(Pettinger, 2007)
Tesco had competition with other supermarkets in which Tesco started selling household goods for cheaper prices than traditional competitors. Green shield stamps given out to customers at the checkout, these can be traded in for products. Green shield stamps we given out to customers every one pound they spend for the loyalty to the store. Superstores were developed and had selling space of 40,000 square foot. Petrol garages with lower price petrol were offered on their own forecourt.
 A fierce price war among Britain's biggest supermarkets trying to win shoppers back from discounters has seen the cost of groceries falling by a record amount last year, according to new figures. (Canocchi, 2016)
Sir Ian MacLaurin launches checkout 82 cutting prices by between 3% and 26% on about 1,500 food items. Healthy eating and high quality products were taken in to count in the 1980s. Small, locally based stores had taken place in the 1990s meaning other small shops unable to compete on range or price which forced them out of the market. Tesco extra was developed which Tesco then entered the electric goods market. Between 1993-1995 the strap line ‘every little helps’ was launched and attracted 1.3 million new customers. New stores opening up in countries such as Poland, Ireland Malaysia and India in 1995. Tesco Clubcard came out in 1995 and the first year attracted 5 million people. 1997 savings accounts were offered from Tesco entering into the financial services. Tesco ‘finest’ range came out in 1998 aiming for affluent customers. Online shopping was available in 2000. Tesco in 2010 came out with the strategy ‘putting the customer at the heart of everything’ and other investments such as Tesco value, Tesco mortgages linked to clubcard rewards, 5 pence plastic bag charge, free fruit for children to support healthy eating at low prices. 2018 Tesco merges with wholesaler booker group and launches ‘Jacks’. 
Timeline of the development for Tesco 
1919
Jack Cohen returns from war and starts a market stall. 
1924
The name Tesco was born. First own brand was sold which was Tesco tea which comes from the name TE Stockwell. 
1929
The first Tesco store was in Burnt Oak, Edgware, north London. Store sold great value dry goods. 
1934
Jack buys land and expands. First modern food warehouse. Stock control idea brought greater savings for customers. 
1937
Further expansion and business is growing. 
1939
Saving ahead of the government so everyone was treated equally. 
1946
Self service was brought to Britain. 
1947
Tesco stores was floated on the stock exchange with a share price of 25 pence. 
1948
Jack Cohen decided to venture into self-service following a research visit to North America. The first of these new stores opened in St Albans, Hertfordshire in 1948 with a mixed reaction from customers at first.
1955
19 Burnards stores were bought. Over the next five years, 500 new stores were purchased. 
1958
The first supermarket opened in Maldon, Essex. The new format store included a counter service selling cheese, butter and meats weighed by sales assistants.
1960 
Household goods and clothing started to sell. 212 branches of Irwin stores in the north of England. 
1963 
Saving a lot was a big thing and green shield stamps were introduced which could be collected at the checkout and could be exchanged for great value goods from green shield catalogue.
1968
 Arrival of the superstore. It was 40,000 sq. ft. in size and sold food and non-food goods. Victor value chain also came out. 
1973
Introducing petrol stations at major sites. 
1977
‘Checkout at Tesco’ was introduced. Improving the value of lower costs to customers. Green shield stamps were phased out. 
1979
Jack Cohen passed away.
1982
‘Checkout 82’ was launched by Sir Ian MacLaurin. Prices cut by between 3% and 26% on 1,500 food items. 
1985
Healthy eating came in to action with affordable prices. 
1989
Sir Dudley Moore starred in a high profile ad campaign highlighting our great range of high quality affordable products.
1992
Computers for Schools was launched. Since 1992, the scheme has raised £185 million worth of equipment for schools around the UK.
1992
The new, smaller format brought value into the heart of towns and cities such as Tesco express and Tesco extra. Tesco extra brought new homeware and electrical goods to customers. 
1993
Tesco Value launched offering our customers a wider choice of products at great prices. The Every Little Helps strapline was launched. The new campaign attracted 1.3 million new customers between 1993 and 1995.
1994
First UK retailer to offer customers a service commitment at the checkouts through the 'One in Front' initiative.
1995
Expansion into Central Europe with stores opening in Hungary. Within a decade we would open stores in the Czech Republic, Slovakia, Poland, Ireland, Thailand and Malaysia, and enter India. Tesco clubcard was launched and overtook Sainsburys in market share. 
1997
Tesco Personal Finance launched. New saving accounts exceeded all expectations and over 300,000 applications were received.
1998
Tesco finest was launched aiming at the more affluent customers. 
2000
Tesco.com was launched grown to serve over 20,000,000 customers that visit the site every month. 
2001
Clothing is brought to Tesco by Florence and Fred. Colleagues and customers have taken part in a race for life event for cancer research.
2002
Tesco bought the UK’s second largest convenience store chain, one stop.
2003
Tesco Mobile is a joint venture with O2, with over five million customers across the UK. Originally launched as a Pay As You Go service, Tesco Mobile now additionally offers No-Contract Sim and Pay Monthly deals, operating exclusively online and in 500 phone shops.
2009
Clubcard was relaunched in the UK with a £150 million investment, offering customers the chance to double up their vouchers.
2012
Everyday value focus on three main areas: quality, providing healthier options for customers and packaging improvements that help customers identify the products on the shelves. Customers donate long life food to charity and vulnerable people in need. The Tesco Food Collection includes customer donations, food donated to our permanent food collection points, and a 20% top-up from Tesco on all donations received.
2015 
Supporting local communities though bags of help. In the first year of the government bag charge, Tesco customers in England saved over 1.5 billion single-use bags. Our Community Food Connection scheme, in partnership with food redistribution charity FareShare, provides free, surplus food every day to local charities and communities.
2016
Healthy eating for children offering free fruit begins to make sure they get the fruit they need to be healthy, supporting healthy eating at low cost. 
2018
Tesco merges with wholesaler booker group and the two companies bring together retail and wholesale expertise to create the UK’s leading food business.
(Tesco plc , 2019)

Describe the methods TESCO has used in the past to review and monitor it’s problems. How has it planned and communicated how it is going to resolve these problems to their stakehlders.
Tesco had been facing problems due to property division resulting in a being fined because they have been failing to comply with competition commission order within 4 years. 
The tactic was one of the most contentious to be scrutinised during the commission's three-year investigation into the supermarket sector. That investigation concluded with a 2010 order to remove certain clauses where they "prevent, restrict or distort competition".
(goodley, 2014)
Tesco has other main competitors such as ASDA, Sainsburys and Morrisons, often called the big 4 in the United Kingdom. Reducing the trading costs is a way to improve. 
One way to improve your return is to cut down on your costs, which is why Pepperstone is driven to provide traders with low-cost pricing across all forex, CFDs and commodities. With negative balance protection, 24 hour support, and spreads as low as 0.0 pips on major forex pairs, Pepperstone is changing the way that traders all over the globe trade forex. 71.8% of retail investor accounts lose money when trading CFDs with this provider. You should consider whether you can afford to take the high risk of losing your money.
(Downie, 2018)
Tesco’s mistakes led to huge £6.4bn loss which made other retailers past losses look small. Things they could have done to save the loss of so much money such as closing underperforming stores, focusing on customers more would be an improvement just like Aldi and Lidl, customer experience is important and is key for them to return. Keeping up with competition. Tesco could have made larger stores more useful because now online shopping has become popular and smaller local stores, big stores are not so popular and are not getting the profits that they need to keep them running and they cost a fortune. 
(Reporter, 2015)
What is the nature of the problem currently facing TESCO.  What stakeholder groups is this impacting on and how.
Tesco having a new boss Dave Lewis (stakeholder) which will need to deal with problems such as price, marketing, big stores, brands and loyalty. 
Philip Clarke left Tesco with enormous relief, he abandoned Tesco's profit making share but at the same time he has proved unwilling to blast competitors out of the water on price.
Clarke's reticence has cost him millions of shopping trips and new boss Lewis, with no ties to the uber-profitable Leahy regime, could reset the profitability of the whole grocery industry by going to war on price.
As the industry motto goes: anyone can start a price war but – at nearly twice the size of its nearest competitor – only Tesco can win.
Mr Philip Clarke had noticed that big stores were becoming out of proportion to its usefulness as shoppers prefer online shopping and smaller top up shops. 
If Tesco was an internet it would be making a killing. Tesco has even included extras such as adding giraffe restaurants, coffee shops, soft play and gyms to try and attract more customers but this has not made a difference on the scale and Dave Lewis may need to put something else in place to make the difference. 
Tesco's marketeers used to be able to put their finger on the nation's pulse. promotions have been badly affected by the 2011 price drop.
Some analysts point to the departure of Tim Mason – the former marketing director and deputy chief executive who left in 2012 – who decamped to the US to run the ill-fated Fresh & Easy chain as the reason for this weakness.
 He was credited with knowing what made Tesco's UK shoppers tick and without him the grocer seems to have lost its ability to judge the nation's mood.
(Wood, 2014)
Analysis of the causes of the problems at TESCO by describing the following: Strengths and Threats to TESCO. The impact the economic and social environment may have on Tesco.
Competition is extremely intense within the UK with a price driven market and very little currently separating Tesco from their competitors, this may
explain the dip in profit for Tesco in 2013 due to being forced into heavy price competition with Asda, Morrisons and Sainsbury’s.
With roughly 75% of market share tied up in the big 4 supermarkets it’s clear that the retail market is oligopolistic in nature which means it’s easy for
each supermarket to remain aware of the others actions as they don’t need to monitor many competitors. Different to the norm in oligopolies competition is
driven by price increasingly so now that there is external pressures from small competitors such as Aldi and Lidl which hold 4.6% and 3.4% of market share
respectively and continue to drive further price reductions.
As prices are driven down its vital that Tesco continues to look at increasing. Cost savings have been sought from better management of the supply chain,
however its vital that Tesco continues to try and drive efficiency through the better use of IT. One example of this in action is Tesco’s push in store to
further self-service through the introduction of ‘Scan as you shop’ Teco made a £1 billion investment in 2012 into the improvement of current stores
with much of these funds being invested into expansion of the current Self Checkout system and introduction of the new Scan as you shop equipment.
Due to low competition the market is highly regulated. The monopolies and mergers commission has monitors the market to ensure fair competition which is an
ongoing threat to all of the big UK supermarkets Tesco included. This has also resulted in bad local press with small businesses struggling following the
introduction of Tesco into smaller towns and villages. This was especially the case between 2007 and 2009 with wide scale press covering debating whether
Tesco was becoming a monopoly and discussion on how the monopolies and mergers commission was going to ensure that fair competition wasn’t being inhibited.
With many local businesses feeling the pinch from the expansion of Tesco there has been increasing pressure for planning restrictions to slow down the rate
of new store openings. Currently growth is being seen from furthering brand loyalty and expansion of the range of products any growth from new stores tends
to be coming from overseas.
Success in the retail industry is still dependent upon how well Tesco can meet the customer needs. In 2013 Tesco saw its first drop in profits which some
retail analysts attribute to senior management taking their eye off the ball and focussing too heavily on international expansion rather than further
diversification of products in Tesco’s primary UK market.
On a final note price competition is perhaps the largest risk to Tesco. Even though we are exiting the recession household budgets are still tight, so it
should not be surprising to see Tesco respond further to price competition from smaller competition such as Aldi and Lidl during 2014 perhaps expanding
current marketing campaigns such as the price match promise to cover these growing competitors.
(tesco case study , 2019)
Economic impacts 
The biggest economic challenges for Tesco are the law and government regulations. When in competition its well known brand name is an advantage because of it being a successful business. As a result, regulations governing dominations as well as competition have been identified through analysis. 
State regulations and laws are aimed at protecting consumers. They also create an opportunity for entrepreneurs to compete in an economic market based on consumer law. Due to the current economy, many businesses are failing even before they enter the market. Therefore, Tesco has not been able to reach out to the markets it desires because of state regulations.
Regulations and laws also affect the pricing of products and services by Tesco. There is always the risk of paying high prices. Even though the company has never been assessed if it risks consumer exploitation or not, there are chances that an assessment will affect its dominance in the market.
(Sample Essay on Economic Factors Affecting Tesco , 2019)

Social environment 
Over the years there’s been multiple changes in the social environment, people have gone with trends such as bulk buying and one stop shopping. People are more aware of health issues with food. 
[bookmark: _GoBack]The type of goods and services demanded by consumers is mostly influenced by their beliefs and attitudes which, in turn, are influenced by social conditioning. Because customers are becoming more aware of health issues, due to which their approach towards foods is changing constantly, Tesco is adapting to these changes by accommodating the demand for organic products.
(Contributor, 2014)
Conclusion 
Overall its known that Tesco has its problems and its ways of dealing and solving them, how the social environment has impact and economic impacts. All this information is a good way of looking at how Tesco can improve. Timelines are a good way of finding out if the business is failing or becoming a success. 
