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[bookmark: _Toc164037448]1. Introduction
	Strategic management can be termed the procedure of formulating and implementing strategies so that every goal can be achieved. It is responsible for considering a company's future aspects. Strategic management is also needed to ensure the organizational capability to prosper and maintain competitiveness in the changing business environment (Rothaermel, 2019). An appropriate implementation of a strategy is required to make proper choices or decisions that will effectively ensure that every objective is accomplished. 
Management of these strategies would focus on proper planning, organization, and even controlling of resources to execute the strategic choices efficiently. Strategic partnerships are also developed with the consideration of strategic planning and aspects so that the existing issues and complexities are eradicated (Teece, 2019). An organization can become the global leader in the industry with appropriate strategic planning. The sustainability attribute of the organization gets improved with such planning and strategies. This report provides a brief discussion of the organizational strategic management and sustainability aspects of a popular British PLC, Tesco PLC, with relevant details. 
[bookmark: _Toc164037449]2. Company Background
	Tesco PLC is a successful British multinational general merchandise and groceries retailer. The organization has been in business since 1919 and is considered one of the oldest retailers in England. According to 2011 data, it was the third largest retailer in the global sector, and it has been successful in gaining high revenues from the market without any complexities or issues. At present, Tesco has outlets in the United Kingdom, Ireland, Slovakia, Hungary, and the Czech Republic. As a result, the organizational management has been successful in getting a market share of over 28.4% in the United Kingdom (Tescoplc.com. 2024). Moreover, Tesco has diversified its business into different areas, such as furniture, financial services, books, electronics, petrol, clothing, software, and even Internet services. The organization is listed on the London Stock Exchange and involves different products like supermarkets, hypermarkets, superstores, and convenience shops. The most successful Tesco brands include One Stop, F&F, Paperchase, Makro, Premier, and Booker. 
[bookmark: _Toc164037450]3. Discussion
[bookmark: _Toc164037451]3.1 Identifying Key Business and Corporate Strategies
	Tesco has been successful in its unique business and corporate strategies that align with its corporate values and organizational goals or objectives. The most distinctive business strategy of the organization is to set out plans to capitalize on value, the growth or development of the organizational digital platforms and even customer loyalty (Business Strategy of Tesco. 2024). This specific strategy is also driven by insight and expertise in three differentiating capabilities, which include product, customer and channel. As a result, strategic drivers are identified, and Tesco is successful in considering new approaches that align with the organizational goals. On the contrary, Tesco’s corporate strategy is to serve customers whenever and in the process of being served. Such flexibility ensures that the organization is able to adapt to rapidly changing consumer buying patterns and even shifting channel priorities (Corporate Strategy of Tesco. 2024). 
	Porter’s generic strategies, which include cost leadership, differentiation, and cost focus, must be considered to identify the organization's position in the existing retail market. As a result, the source of competitive benefit would be identified and managed without any complexities. Cost focus refers to the emphasis on cost reduction in a focused market. However, differentiation focus refers to pursuing strategic differentiation in a focused market. Tesco, being a part of the retail sector, has ensured that it is considering cost leadership strategy as its generic strategy (Aaker and Moorman, 2023). The main reason for selecting this specific generic strategy is that the organization wanted to ensure that it would be leading the cost aspect in the retail sector. As a result, the business keeps its costs cheap with high-quality products or services. It even ensured that the organizational management considered the customer's satisfaction with the products, and for this purpose, they completed market analysis to understand their current position (Kretschmer et al., 2022). Hence, the business and corporate strategy are aligned with the organizational goals, and Tesco has been successful in the market without any complexities. 
	The implementation of an Ansoff matrix can also be termed effective for identifying the strategic position in the market. This specific matrix examines Tesco's process of implementing market penetration, product development, diversification, and market development strategies so that it can successfully expand its operations. 
	i) The involvement of a market penetration strategy is responsible for selling every existing product to the existing market (Aguinis and Solarino, 2019). Hence, they have been successful in expanding the business and the market shares as well as the utilization of products by every respective customer. Moreover, Tesco was successful in identifying competitive pricing strategies and advertisement campaigns to make market penetration easier. Sales have increased, and profit margins have been enhanced significantly. 
	ii) The second aspect is the market development strategy that Tesco has considered, and the organizational management has ensured that they are selling existing products to these new markets accordingly (Rosenbaum-Elliott, 2020). For example, from the UK, the organization has successfully expanded to several countries globally. Although the organization is termed successful, it has also faced failure in a few countries, such as the US, Japan, China, and South Korea. This refers to the fact that Tesco has not been successful in implementing its business strategy and corporate strategy in these countries. 
	iii) Another vital aspect is the product development strategy. The organization has been successful in developing its products and providing a variety of products or services so that these products can be sold to existing markets. Tesco has been successful in remaining catered to different market segments, and the inclusion of the product development strategy has been effective in aligning the processes with all suppliers (Armstrong, 2020). 
	iv) The final quadrant of the Ansoff matrix is the diversification strategy. This specific strategy is extremely difficult to deploy, and as a result, providing new products to all new customers would not be easy. A major example is that Tesco has initiated its business as a grocery business, and it is diversified into different areas. As a result, the corporate strategy and business strategy have been successful in bringing diversification to the business. 
[bookmark: _Toc164037452]3.2 Analyzing Resources and Capabilities
	Tesco has been operating in the UK retail sector for several years, and a major reason for its effective market presence is the inclusion of various resources and capabilities. These resources and capabilities refer to the major sources of competitive benefits and even the primary source of profit in the business (Freeman, 2023). Moreover, the organizational resources and capabilities also empower them to drive the business and face competition with their products and offerings to meet customers’ requirements. Tesco has accurately allocated these resources and capabilities to the current strategic position in the retail sector. 
	Value chain analysis is required to identify and evaluate the organizational resource allocation accordingly. Organizational management has focused on enhancing operational efficiency and customer service. 
	i) Tesco's primary activities go directly into the subsequent creation of a specific product or service. Such activities include inbound logistics, services, outbound logistics, operations as well as marketing and sales (Freeman, Dmytriyev and Phillips, 2021). Tesco has been using data analytics to successfully track all products and forecast demand that is being used to place orders with all suppliers. The organization has also allocated the resources of suppliers so that they can grow, manufacture and package products accordingly. As a result, inbound logistics are considered and managed subsequently to gain success. 
The organizational operations have ensured that Tesco has more than 4500 stores globally. Another major activity of the organization is outbound logistics, which ensures that Tesco has allocated its resources to transport products from different stores to its customers. The organization provides online shopping and delivery systems so that maximum competitiveness is gained. Another distinctive primary activity is marketing and sales, which refers to the aspect that the retailers are enabled to grow their business (Schermerhorn Jr, Bachrach and Wright, 2020). 
Various traditional and digital marketing tools have been used, and they have considered data analytics to attract potential consumers so that long-term relationships are built with them. Tesco has allocated more than 81.15 million pounds in advertising so that the maximum number of customers are attracted. The final primary activity is service, and the organizational sales services involve handling customer complaints and exchange issues (Schermerhorn Jr and Bachrach, 2023). The management has invested resources in customer management so that maximum customer satisfaction aspects are identified. 
ii) The secondary activities of the organizational value chain include procurement, technology development, human resource management, and infrastructure. Tesco has been considering sourcing the most accurate suppliers who could supply products at the most affordable cost. Costs are reduced, and suppliers are adding value to these products. Moreover, Tesco has invested resources in technology development to improve the organization, technological field, and attributes to improve the website and the customers' benefit (Zerfass et al., 2020). Moreover, a human resource management strategy has been considered to ensure that the customers are satisfied. As a result, employee engagement strategies have been considered to include more than 360000 employees so that maximum efficiency is gained. Moreover, the organizational infrastructure has been considered and improved so that maximum effectiveness is gained. Hence, the value chain analysis can be termed responsible for resource allocation. 
VRIO analysis can determine the most accurate resources and capabilities to lead to sustainable competitive benefits. 
	Resources and Capabilities
	Valuable
	Rarity
	Imitable
	Organization
	Competitive Benefits

	Customer support
	Yes
	Yes
	No
	Yes 
	Sustainable competitive benefit

	Supplier relationship
	Yes 
	Yes
	Yes
	Yes 
	Sustainable competitive benefit

	Global and local presence
	Yes 
	Yes 
	Yes 
	Yes 
	Sustainable competitive benefit

	Effective leadership
	Yes 
	Yes 
	No 
	No 
	Moderate competitive benefit

	Product portfolio
	Yes 
	No 
	Yes 
	No
	Short-term competitive benefit

	Supply chain network
	Yes
	Yes
	No
	Yes
	Sustainable competitive benefit


Table 1: VRIO Analysis of Tesco PLC
(Source: Created by the Author in MS Word)
[bookmark: _Toc164037453]3.3 Evaluating Strategy in Action
	Organizational business and corporate strategies can be evaluated to compete in the market and create competitive benefits. The consideration of the SAF, or the suitability, acceptability, and feasibility framework, is effective in dealing with such aspects (Centobelli et al., 2020). Tesco's business strategy is to capitalize on the value, growth, or development of different digital platforms, as well as customer loyalty. They have been considering maximum support from the customers through a major focus on all values that should be considered and managed in the organizational procedures. The SAF framework strategy is responsible for ensuring that strategic determination is applied to the entire business. 
	The organizational business strategy is suitable for the business as Tesco has been successful in overcoming its weaknesses and threats. They have considered cost leadership to ensure that they can lead the market with their affordable cost programs in the UK retail sector. As a result, they have ensured that these aspects are aligned with the organizational strengths and opportunities (Burgelman, 2020). Tesco’s business strategy is also feasible as it can be easily financed, and the management has been successful in performing at the respective level. Tesco has been successful in implementing every required skill to improve its market position, and hence better feasibility is identified. Finally, the business strategy can be termed acceptable as Tesco has invested additional resources in organizational growth and development through digital platforms so that the financial risks are eradicated, and a better connection with the customers is identified. 
	The SAF framework can also evaluate the organizational corporate strategy that ensures that the management is serving its customers with maximum flexibility so that customers’ behaviors are identified. Tesco is successful in shifting its priorities. This particular strategy is suitable for Tesco as it successfully matches the values and goals of the organization accordingly (Simons, 2019). As a result, the opportunities are enhanced under every circumstance. The organizational corporate strategy is acceptable as there is a distinctive relationship with Tesco's corporate culture that aligns with its business procedures and operations. Although they have faced challenges in providing flexibility initially, Tesco was successful in eradicating these challenges without any complexities. The third aspect of the SAF framework is feasibility, which ensures that the corporate strategy is feasible enough to tackle competitive actions in the UK retail sector and that the management is prepared to invest additional resources to implement new technologies and processes (Tien, 2019). As a result, with the analysis of the SAF framework and the challenges faced by Tesco, it can be termed responsible that both strategies are suitable, acceptable and feasible. 
[bookmark: _Toc164037454]3.4 Evaluating Sustainability Efforts
	Tesco, being a part of the UK retail sector, has ensured that they are implementing various sustainability efforts and approaches to gain success and competitive benefits. They set the sustainability goal of zero carbon in 2009, and they have been following and implementing these strategies to ensure that an ESG or environmental, social and governance balance is maintained under every circumstance. It is identified that Tesco has reduced Group Scope 1 and 2 emissions by 55% in 2015 (Sustainability at Tesco. 2024). Furthermore, Tesco has also set the goal of being carbon neutral by 2035, which could be achieved by bringing major changes and trends to business procedures and operations. The main strategy that Tesco has considered in its business procedures and operations is that they would be working with the partners and suppliers so that the goal can be delivered to be net zero from farm to fork. It could be done by 2050; however, Tesco has initiated the process to accomplish every goal or objective. 
	Tesco has aligned sustainability with the corporate strategy so that flexibility aspects are not negatively impacted. They have been reducing the overall production of waste, conserving natural resources, and reducing energy consumption in every section or department. As a result, total costs are reduced, and financial flexibility is identified in the business. Moreover, Tesco has also ensured that they are using the raw materials from suppliers that eventually underpin the business operations and processes responsibly (Sustainability at Tesco. 2024). The sustainability goal of accomplishing industry-leading low water usage can be considered and implemented for every aspect, and it refers to the fact that they are using less water for the preservation of products and services. Hence, the sustainability goals and approaches are successfully aligned with the corporate strategy so that maximum effectiveness is gained. 
[bookmark: _Toc164037455]4. Conclusion
	Therefore, a conclusion can be drawn that Tesco PLC has been successful in gaining maximum insights and benefits in the retail sector as the business has been sustainable. Strategic management includes a proper analysis of the internal and external environment, making strategic goals, monitoring progress, allocating resources, and setting objectives. Tesco has also ensured that they are aligning their activities and adapting to new changes within the market so that competitive benefits are gained. 
These aspects helped the organization to be customer-centric and even focus on strong market entry. Continuous innovation and procedures have been identified in the process that can be adapted to customer feedback or market trends. Moreover, Tesco has ensured that they are focusing on competitive pricing so that the overall competitiveness is managed and they are able to gain success in the existing market. This report provides a detailed discussion of the strategic management of Tesco PLC. 
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