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Figure 1: Tesco PlC (Tesco, 2024).
Change management is a systematic corporate strategy to transition people, teams, and processes from the present to the desired future state (Lawton and Pratt, 2022). In the presently turbulent and competitive business environment, managing change becomes imperative for the survival and growth of an organization. Companies are compelled to continually adapt to technological changes, dynamic customer needs, and socio-economic problems if they are going to run enterprises (Çakmak, 2023). Effective change management ensures that these transitions will be effective, long-lasting, and competent in doing organisational tasks.
This may be due to internal or external triggers. Most times, technology, government regulations, and globalization will play an important role as drivers. First, shifts in technologies-artificial intelligence and digital platforms, for instance-challenge conventional business models. Besides, governments come in to regulate businesses through policies on taxation, environmental sustainability, and labour laws. Likewise, globalization increased competition and opened up wider markets, pushing organizations to innovate operations to remain relevant within an interwoven global community.
The following report analyses Tesco's approach to change management about external disruptions and adjustments on the inside. Setting off from the present state of Tesco and recent history, one considers three trends that shape the industry: digital disruption, economic uncertainty, and globalization. Further, some change management models are assessed to identify strategies best suited for Tesco's needs. It proposes a tailor-made change management plan for Tesco to improve its operational efficiency, align its culture, and increase its competitive advantage. Thus, this gives a Limelight analysis of how change management ensures Tesco's long-term sustainability and competitiveness.
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Figure: Super Markets market Share in UK (Simpson, 2020).

Tesco PLC was established in 1919 and has grown among the leading retailers globally, with considerable operations within the UK (Tesco, 2024). Based on the recent available data, it is one of the leading supermarket chains, with a market share of approximately 26.8% within the grocery market in the UK (Statista, 2024). This puts it in a better position than its competitors like Sainsbury's, Asda, and Morrisons. Internationally, Tesco operates in Ireland, the Czech Republic, Hungary, and others, although this international presence has been rationalized in recent years to focus on core markets.
The above operational scale consists of more than 2,800 stores across the UK, with a relatively strong online presence as well (Retaileconomics.co.uk, 2021). The diversified product portfolio of the grocery multinational includes groceries, clothes, electronic gadgets, and financial services operated through Tesco Bank (Gupta, 2024). The capital structure of the business stands healthy, with revenues topping pounds 57 billion for the financial year 2022/2023 period. Given the economic challenges, of course, it has kept its profitability by using strategic measures such as cost management and innovation. Clubcard reinforces its market position through a loyalty program that ensures targeted discounts, leading to loyal customers and generating rich consumer insight in return.
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Figure 3: Key Challenges and Opportunities (Çakmak, 2023).
[bookmark: _Toc182821434]Challenges
Competition is extreme, including discounters like Aldi and Lidl, whose low-cost operating models constantly appeal to increasingly price-sensitive consumers during economic slowdowns (Carroll, 2023). This has steadily stolen away chunks of Tesco's market segments, forcing Tesco into hard-to-digest price competitiveness that hurts its profit margins.
The other issue is the supply chain complexities. Disruptions from events on the global stage, such as Brexit and COVID-19, have marred supply costs and even made it difficult to guarantee stock availability (Institute for Government, 2021). In addition, Tesco is under increasing pressure to meet sustainability concerns, like reducing plastic packaging, lowering carbon emissions, and providing a more sustainable supply chain. Realizing these expectations involves much investment and innovation.
[bookmark: _Toc182821435]Opportunities
The bottom line is that Tesco has opportunities to leverage the rapid growth of e-commerce. Its online grocery platform has increased demand, especially following the pandemic, providing a pathway for future revenue growth. Given the seamless delivery and click-and-collect services the company offers, Tesco will be in an advantageous position to gain more market share in the digital market.
Similarly, customer loyalty schemes, such as Clubcard, will provide even better opportunities. Enhancing these with data-led insight and offering special rewards will help Tesco develop much better levels of customer engagement and drive repeat business (Çakmak, 2023). Finally, integrating sustainability initiatives, including carbon-neutral commitments and waste reduction, into Tesco places the company in step with changing customer preference and builds trust in the brand for long-term growth. Conclusively, faced with competitiveness and changeability from many angles, the solid positioning in the market by Tesco-with diversification of income and a strategy related to innovation-places it on a very sound footing (Carroll, 2023).
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It has been ten long years of change for Tesco, marked by strategic moves, changes in leadership, and restructuring. That followed a torrid period in the early 2010s, including plunging profits and a high-profile accounting scandal in 2014 (Ruddick and Kollewe, 2019). Tesco then launched a major turnaround strategy. Under the stewardship of chief executive Dave Lewis, who joined in 2014 until his departure in 2020, the company pursued an aggressive cost-cutting program (Olesya Dmitracova, 2019). It refocused its core business onto grocery retail. This included the streamlining of operations by divesting from non-core ventures, including the operation of its Giraffe restaurant chain and Homeplus business in South Korea.
After the acquisition of the Booker Group in 2018, competitive positioning further improved for Tesco, further strengthening its leading position in wholesale and convenience stores (Gupta, 2024). The second objective was to simplify international presence by largely exiting such markets as the United States, Japan, and Thailand, then refocusing its efforts on Europe and the UK. In 2020, the leadership changed to Ken Murphy, and Tesco remained committed to emphasising digital transformation, sustainability, and value-for-money customer offerings under his leadership (Eightception, 2024). The initiatives for restructuring ranged from closing stores to reducing peripheral staff and investing in technologies that enhance efficiencies. Such one-sided changes have aligned Tesco with the emerging trend in consumer behaviours, which include a rise in online shopping and demands for greener business operations (Çakmak, 2023).
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Figure 4: Impact on External Factors (Ruddick and Kollewe, 2019)
[bookmark: _Toc182821439]Digital Disruption
The retail sector has faced immense disruption as e-commerce and technology have advanced. The ever-rising online shopping platforms, mobile applications, and automated systems have transformed how customers interact with retailers. Tesco proactively responded by pressing the betting chips on its digital infrastructure (Sagar, 2024). The Tesco online grocery platform has become a cornerstone of its operations, especially during the COVID-19 pandemic when demand for home delivery surged. Other features the company has are contactless payments, improved inventory tracking, and personalised shopping experiences, which have retained customer loyalty (Carroll, 2023).
Secondly, expanding Clubcard into a digital-first loyalty program includes the introduction of Clubcard Plus, further highlighting Tesco's commitment to leveraging technology in ways that integrate data analytics to drive personalised offers and improve customer engagement, helping cement its competitive advantage (Gupta, 2024).
[bookmark: _Toc182821440]Economic Uncertainty
Tesco has had a choppy period between Brexit, COVID-19, and inflation. The Brexit deal attained extremely complicated supply chains with increasing tariffs and border delays, a factor that has contributed to lower product availability and higher costs (Çakmak, 2023). With the pandemic, these situations have increased due to spikes in demand and rapid operational changes imposed to ensure the safety of employees and customers(Eightception, 2024). It responded by cutting costs through renegotiating with suppliers and making its store operations more efficient. Against a background of inflation and price-conscious consumers, Tesco moved to competitive pricing, which includes matching prices with Aldi. Its "Everyday Low Prices" campaign and focus on value-driven private labels have been instrumental in maintaining market share during economic uncertainty (Lawton and Pratt, 2022).
[bookmark: _Toc182821441]Globalisation
In the last few years, Tesco has changed its globalisation strategy by consolidating its business in solid and profitable markets. At times, Tesco pursued 'aggressive international growth' but pulled out of less lucrative territories such as the US, where Fresh & Easy miserably failed to click with shoppers (Gupta, 2024). Even Tesco sold its businesses in Thailand and Malaysia in 2020 with a strategic call for realignment toward core operations in the UK and Europe (Sagar, 2024).These moves have enabled Tesco to deploy its resources more effectively, enhancing its leading positions in key markets. Although global footprints will be reduced, Tesco will continue to use the supply chains and international sourcing that ensure competitiveness and value offers within key markets (Simpson, 2020). Tesco's recent history demonstrates strategic adaptation and resilience, with its operational efficiencies an indication of this. Now, with external challenges such as digital disruption, economic uncertainty, and globalisation, Tesco is better positioned for success in a more complex retail environment (Ruddick and Kollewe, 2019).
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Figure 5: Lewin’s Change Management Model (Quinn, 2024)

Lewin's three-step model-unfreeze, change, and refreeze-provides a step-by-step process in managing change. Implicitly, Tesco has always followed this model when the company has undergone its most significant transformation. Additionally, the "unfreezing" process has become observable with Tesco trying to streamline supply chain inefficiencies and divest from non-core businesses. It brought about a sense of urgency because Tesco questioned their people's status quo or established norms (Çakmak, 2023).
The stage "change" now corresponds to Tesco's implementation of new technologies, warehouse automation, and enhancements of its online grocery platform. This stage also included extensive employee training and integration of new systems to achieve operational consistency. Finally, "refreezing" was meant to integrate these changes into organizational culture, such as incorporating digital solutions into daily operations and continuous improvements via feedback mechanisms (Carroll, 2023). Whereas Lewin's model was simple and efficient for clear-cut changes, it may be less adaptable for complex, continuous transformations such as Tesco's digital transformation. Nevertheless, its application to Tesco attested to its appropriateness for starting and consolidating innovation (Alhashimy, 2024).
[bookmark: _Toc182821445]Kotter's 8-Step Model
Kotter's model provides an equally step-by-step process toward the management of large-scale change while emphasising urgency, vision, and incremental achievements. Tesco can use this model to enrich customer experience with the help of digital transformation. First, creating urgency: This has already been felt when Tesco struggled hard to come closer to discounters and fulfil the increasing demands of consumers for convenience and personalisation (Çakmak, 2023).
Tesco could drive such initiatives, extend its Clubcard program, and integrate data analytics through cross-functional guiding coalitions. A clear, compelling vision would also guide this process, such as "leading the retail sector in digital innovation," aligning stakeholders with change objectives. Empower employees to act upon the vision, creating short-term wins such as increased online sales and consolidating improvements (Gupta, 2024).
The structured nature of Kotter's model makes it highly applicable to Tesco's extensive digital and cultural changes. However, careful adaptation is required to avoid prolonged implementation timelines that could delay competitive advantages.
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Figure 6: McKinsey 7S Framework Template (Olesya Dmitracova, 2019)
McKinsey's 7S Framework stresses alignment across seven dimensions of an organization: strategy, structure, systems, shared values, skills, staff, and style. This model can be invoked in many ways through Tesco's reorganizing efforts, but mostly by linking strategy to operating systems. Tesco's strategic objective to develop the convenience store sector was, therefore, in line with the acquisition of Booker Group (Ruddick and Kollewe, 2019).
The holistic approach of the framework also supports addressing cultural and leadership alignment. Reinforcing shared values such as customer-centricity and sustainability ensures that Tesco's staff and leadership styles match the organisational goals (Gupta, 2024). Even more so, the model emphasises the interdependence between the elements, which means a host of challenges would be included, such as ensuring technological advancement goes hand-in-hand with workforce skills development. (Carroll, 2023)
While comprehensive, the McKinsey 7S Framework does entail robust coordination, especially in the case of large-scale change. It nevertheless provides a useful prism to focus on all aspects of Tesco during times of transformation.
[bookmark: _Toc182821447]Issues Related to Strategic Change
[bookmark: _Toc182821448]Strategic Leadership Gaps
Tesco's history evidences periods when strategic leadership gaps occurred, negatively impacting its performance. A prime example is the 2014 accounting scandal, which showed weaknesses in oversight and accountability undermining stakeholder trust. These gaps, therefore, call for decisive leadership to restore credibility and refocus the organisation (Olesya Dmitracova, 2019).
[bookmark: _Toc182821449]Resistance to Change
Resistance to change is a widespread problem faced by any organization of the scale of Tesco. The workers perceive changes in technology, such as full on-site automation and restructuring, as threats to job security; therefore, they reduce morale and lessen engagement. The stakeholders also resist changes in established practice, such as suppliers resisting contract renegotiation to minimise network costs  (Çakmak, 2023).
[bookmark: _Toc182821450]Complexities in Maintaining Service Quality
Organisational restructuring usually presents complexities regarding the maintenance of service quality. While transforming, Tesco had to face the problem of ensuring the availability of products for customer satisfaction amidst the adaptation to supply chain discontinuation and streamlining operations. The most crucial strategic challenge would be the trade-off between cost efficiency and service excellence (Gupta, 2024).
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[bookmark: _Toc182821452]Transformational Leadership
As CEO, Dave Lewis led Tesco's turnaround between 2014 and 2020, principally displaying transformational leadership. He promoted a cultural change, reduction of costs, and operational efficiency, which empowered the employees' and stakeholders' confidence. Through enhancing vision and adaptability, Tesco was able to regain its pace after financial and reputational steps backward and be poised for sustainable growth (Carroll, 2023). 
[bookmark: _Toc182821453]Transactional Leadership
Conversely, transactional approaches to leadership were transparent during crisis management periods where immediate actions were more vital than long-term vision. For example, in the initial period of the COVID-19 pandemic, Tesco was focused on the continuity and safety of operations, adopting directive leadership in implementing swift changes. This produced stability but did not carry any inspirational elements as in transformational leadership (Ruddick and Kollewe, 2019).
[bookmark: _Toc182821454]Assessment of Leadership Styles
Both styles have values in leading change. While transformational leadership embeds innovation and long-term alignment to strategies, hence being ideal during periods of growth and evolutionary phases, transactional leadership is essential to address short-run crises and operational challenges. Tesco's ability to balance these styles underpins its resilience within complex change dynamics (Çakmak, 2023).
The conclusion is that Tesco's change management reflects the relevance of established models such as Lewin's, Kotter's, and the McKinsey 7S Framework. By resolving strategic leadership gaps, overcoming resistance to change, and harmonising leadership styles to meet the organisation's needs, Tesco can manage the process of strategic change to maintain market leadership (Alhashimy, 2024).


[bookmark: _Toc182821455]Evaluation of Organisational Culture and Development of a Change Management Plan in Tesco
[bookmark: _Toc182821456]Tesco’s Organisational Culture
Organisational culture is deep-rooted in employee-centred values, including teamwork, customer orientation, and innovation. Tesco fosters an enabling collaborative environment wherein employees can be focused on training, engaging programs, and performance-related incentives (Olesya Dmitracova, 2019). It reflects the inclusiveness and support that Tesco strives to create a positive work environment for its strategic goals. For example, Tesco's "Our Values" describe principles such as treating people with respect, doing our part, reaching for excellence, and actively engaging with communities (Carroll, 2023).
All these factors combined contribute significantly to Tesco's capability for change. First, the focus on teams makes employees more responsive to cooperating in teams when changes are to be implemented (Alhashimy, 2024). A customer-focused approach means alignment towards innovations in improving the customers' shopping experience. Besides, the innovative culture at Tesco promotes integrating technology, whereby employees are empowered and encouraged to present ideas and welcome up-to-date tools. In any case, such a culture cannot survive critical changes, whether organisational restructuring or adopting new technologies, without corresponding leadership behaviour and communicative efforts to overcome resistance (Rossi, 2020).
[bookmark: _Toc182821457]Proposed Change
It is a digital transformation initiative that will involve using Artificial Intelligence and, more specifically, machine learning in Tesco's inventory management systems. The change aims to enhance operational efficiency by automating demand forecasting, stock replenishment, and supply chain optimisation (Ruddick and Kollewe, 2019).
With AI-driven inventory management, Tesco will be able to reduce waste, have available products in place, and, importantly, respond to fast-changing consumer demand. For example, machine learning algorithms can assess seasonal trends, historical sales data, and other weather-related factors to make predictions using the periodicity of demand trends. With such a transformation, Tesco aligns its strategic priorities on sustainability and customer satisfaction with the challenges of modern retail operations (Gupta, 2024).
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Figure 7: Financial Plan for Tesco (Gupta, 2024).
In implementing the change proposed, Tesco will invest around £50 million in critical areas. These are investments in technology, employee training, and contingency plans to facilitate the smooth delivery and efficiency of this new inventory management system. Each spending category fulfils specific implementation needs and minimises operational risks.
[bookmark: _Toc182821459]Investments in Technology: Tesco will invest £30 million in state-of-the-art AI platforms, IT infrastructure, and machine learning capabilities. This investment ensures that the new systems are 'reliable and scalable' to handle Tesco's extensive operations. Furthermore, Tesco will collaborate with technology partners to customise its AI tools for specific retail issues and ensure seamless technology integration with existing processes (Çakmak, 2023).
[bookmark: _Toc182821460]Training Programs: Investment of £10 million is given to the employees for full training programs regarding new technologies. In the training workshop, hands-on experience will be provided, e-modules of learning, follow-up and coaching for confidence building. That shows the investment Tesco is making in people through better employee development (Carroll, 2023). View: The business is going to ensure a high level of adoption and low level of resistance.
[bookmark: _Toc182821461]Contingency Funds: Tesco will reserve £5 million for unforeseen challenges, such as delays or unexpected technical issues. This allocation provides financial flexibility to address potential obstacles without disrupting the project timeline. It also ensures that any gaps in implementation are promptly resolved, minimising operational risks (Gupta, 2024).
The financial plan framework secures funding, strategic focus, and long-term success for the proposed change. This projected return on investment-£20 million per annum-will be used to showcase this potential for cost reduction while significantly increasing operational efficiency.
[bookmark: _Toc182821462]Communication Plan

Figure 8: Communication Planning Steps (Alhashimy, 2024)
The communication strategy that would lay a smooth path to instituting this proposed change should be a multi-phase approach for Tesco, focusing on maximum transparency of the processes and effective stakeholder consultation and alignment. It would, therefore, help build trust, remove anxieties, and generate cooperation in this period of transformation (Ruddick and Kollewe, 2019).
[bookmark: _Toc182821463]Pre-Implementation Communication: Tesco will communicate the proposed change through newsletters, internal memos, and town hall meetings. These forums will articulate the advantages of the new system, in addition to initial concerns and misconceptions about it. This openness in communication will serve to psychologically prepare the workforce for the coming change, while their contributions and feedback are valued in fine-tuning Tesco's strategy (Carroll, 2023).
[bookmark: _Toc182821464]Workshops and Employee Training: These have been considered some of the vital touchstones necessary to set up the employees for transition into AI-based inventory management. Such sessions shall focus on practical demonstrations, competence-building exercises, and question-time forums that the employees understand and accept the new technology. Likewise, regular updates through these sessions will keep them informed and motivated to ensure alignment with the company's goals (Alhashimy, 2024).
[bookmark: _Toc182821465]Stakeholder Engagement: Tesco shall engage stakeholders through dedicated meetings, progress reports, and digital updates. Emphasize the strategic importance of the change and the expected benefits arising from such change, like increased efficiency or improved customer service. Transparency in updates is necessary to ensure that confidence and cooperation from stakeholders are maintained during this process (aithor, 2024).
[bookmark: _Toc182821466]Customer Outreach: Inform customers of the advantages of this transformation through Tesco's website and social media outlets, as well as through in-store displays. Messaging should include improvements in product availability, speedier service, and greener operations-all with the objective of reinforcing Tesco's commitment to the customer experience. This type of outreach will ensure that customers are well-informed and their loyalty is maintained up-front (Çakmak, 2023).
[bookmark: _Toc182821467]Feedback Mechanisms: Tesco shall ensure the availability of feedback mechanisms through surveys, suggestion boxes, and digital forms for drawing input from employees, stakeholders, and customers. Such mechanisms shall enable Tesco to note perceptions, solve problems, and make necessary changes in order to be dynamic and inclusive in its approach to transformation (Gupta, 2024).
[bookmark: _Toc182821468]Evaluation Plan
It is essential to assess how well the proposed change works, whether objectives are met, and where further improvement may be necessary. Tesco will use a periodic review process to monitor the progress of a systematic evaluation plan with predefined KPIs (Carroll, 2023).
[bookmark: _Toc182821469]Employee Adoption Rates: Tesco will monitor the number of staff using new AI tools as a testament to successful training and acceptance of the technology. The business will measure the achievement of an 85% or better adoption rate within the first six months. Complementary data will be collected through surveying and feedback directly from the employees, indicating challenges and areas needing additional support (Gupta, 2024).
[bookmark: _Toc182821470]Customer Satisfaction Scores: Customer satisfaction shall be measured at Tesco via surveys, in-store feedback forms, and online reviews. Key metrics will include perceptions of product availability, checkout speed, and the overall shopping experience, for which a target satisfaction score increase of 15% is expected. Ongoing review of such information will support Tesco's effort to refine its ability to effectively meet customer expectations (Ruddick and Kollewe, 2019).
[bookmark: _Toc182821471]Operational Efficiency Metrics: To measure the impact of the new system, Tesco would monitor a set of metrics such as inventory velocity, reduction in waste as a percent, and supply chain accuracy. The metrics will provide a quantified measure of how effective the AI system will be at meeting operational objectives. Quarterly reviews ensure performance aligns with expectations and guide corrective actions if needed (Carroll, 2023).

[bookmark: _Toc182821472]Development of a Bespoke Change Management Model for Tesco
[bookmark: _Toc182821473]Introduction to the Bespoke Change Management Model
Tesco will require a tailor-made change management model to implement the proposed AI-driven inventory management system (Quinn, 2024). The proposed custom framework combines the essence of Lewin's Change Management Model, Kotter's 8-Step Model, and the McKinsey 7S Framework to ensure a holistic, phased, and strategic approach toward change. The model will be aligned with Tesco's strategic objectives, internal cultural values, and operational realities, and all will be set to prepare, execute, and maintain the change (Çakmak, 2023).
[bookmark: _Toc182821474]Framework: Unfreeze, Change, Refreeze
[bookmark: _Toc182821475]Unfreeze: Preparing Tesco for AI Integration
It also aims to prepare Tesco employees, stakeholders, and systems for this change so that they can adopt AI-powered inventory management. To that end, this stage identifies raising awareness, building urgency, and resolving resistance.
Awareness Creation: Tesco's internal communication mechanisms will be informed of the need for change through newsletters, intranet updates, and town hall meetings. Communications would benefit AI by increasing efficiency and reducing waste, thus improving customer experience. It is intended to make all staff and stakeholders aware of why this change is essential for their future success at Tesco (Gupta, 2024).
Building Urgency: Tesco should bombard the employees and stakeholders with facts on current inefficiencies to motivate them into believing how AI can help. For example, Tesco may want to present various case studies of other successful retailers who have integrated AI into their processes. Stress the competitiveness gains possible (Carroll, 2023).
Building Resistance: Whenever there is a major change, employees will resist it. Tesco will use workshops and feedback sessions to understand employee fear and then incorporate those suggestions into the change strategy. By implementing this, employees will develop trust and feel ownership of their work (Ruddick and Kollewe, 2019).
[bookmark: _Toc182821476]Change: Implementing AI Solutions
The change will involve implementing AI integration through incremental deployment, holistic training, and organised support mechanisms. This stage's common focus is limited disruption with maximum acceptance and efficiency.
· Phased Rollouts: Tesco will introduce AI solutions in phases, initiating pilots first in small areas or specific stores. These pilots will test the new systems, weed out the technology's glitches, and enable Tesco to receive feedback before scaling up nationally. This means such a risk is minimised, and conversely, confidence in the system's effectiveness is built (Gupta, 2024).
· Comprehensively Train Employees: Training employees is the key to success in an AI integration process. Tesco will develop role-based, step-by-step training for store managers, IT teams, and operational staff. The programs will be implemented through hands-on workshops, e-learning modules, and in-real-time support to help employees feel confident about handling new tools (Çakmak, 2023).
· Structured Support Systems: Tesco will establish help desks, peer mentoring programs, and a professional AI support team to facilitate employees during this transition, address all their questions and issues, and provide guidance on the integration process (ICAEW Insights, 2024).
[bookmark: _Toc182821477]Refreeze: Ensuring Long-Term Adoption and Continuous Improvement
The refreeze stage will ensure that the change is institutionally embedded in Tesco's activities. Therefore, elements of sustainability, continuous improvement, and attainment of strategic objectives have been considered (Ruddick and Kollewe, 2019).
· Embed changes in Organizational Culture: Tesco will assimilate AI-driven processes with its Innovation, Teamwork, and Customer-Focused cultural values. For example, the company can include internal communication tools regarding success stories of employees who work with AI systems and give incentives/rewards for staff performing exemplaryly while adopting this new system (Rossi, 2020)
· Continuous Improvement through Feedback: The AI system will be designed to monitor its impact through various feedback mechanisms, such as surveys and performance metrics, since review meetings occur frequently. The feedback mechanisms will enable them to identify points of improvement and help them further improve. For example, Tesco can fine-tune algorithms from user feedback and operational data (Carroll, 2023).
· Success Indicators: To assess the program's success, Tesco will measure key performance indicators such as inventory accuracy, waste percentages, and employee adoption rates. Periodic performance reviews are absolutely essential to ensure that the AI system continues to add value and supports Tesco's strategic objectives (Li and Zeng, 2024).
[bookmark: _Toc182821478]Alignment with Tesco’s Strategic Goals and Cultural Values
This tailored change management model will, therefore, be appropriate to address Tesco's strategic objectives in operational efficiency, customer satisfaction, and sustainability. It further assists Tesco in entrenching its cultural values of teamwork, innovation, and customer focus, which guarantee collaboration, openness, and involvement during the process (Çakmak, 2023).For example, the gradual implementation and comprehensive training testify that Tesco cares about empowering the people and causing minimal disturbance. Embedding AI-driven processes into the culture ensures that they enhance and will not disrupt Tesco's core values (Gupta, 2024). This bespoke change management model integrates the strengths of Lewin's model, Kotter's 8-Step Model, and the McKinsey 7S Framework into one integrative model for the best fit to Tesco's unique needs. The core elements of preparation, execution, and sustainability within the model ensure a seamless transition into AI-driven inventory management, which will address Tesco's strategic objectives in a holistic and inclusive approach that positions Tesco for continued success within an increasingly dynamic retail environment (Ruddick and Kollewe, 2019).
[bookmark: _Toc182821479]Conclusion
On the core enablers of change management, Tesco will gain sustainability and growth within a relentlessly changing retail environment. It helps to understand internal and external triggers that may enable Tesco to forge through turbulent times brought by technological advances, economic uncertainty, and competitive pressures. A structured process of managing change enables Tesco to continue being agile, meet customer demand, and strive for operational excellence- all factors significant in its market-leading position. This move towards AI-driven inventory management underlines how each strategic initiative orients towards the company's long-term goals. Such a change furthers operational efficiency and reinforces customer loyalty through better service quality. Tesco has managed to introduce change while sustaining core cultural values of teamwork and customer focus; this underlines the role of the people-centric approach toward successful transformation. 
The proactive approaches would be investments in digital tools and sustainable practices that enable Tesco to anticipate industrial trends and ensure a quick response. Cost-cutting measures taken during the economic slump and swift adaptation to challenges obvious after the pandemic indicated Tesco's resilience and flexibility. Both approaches moving, Tesco can minimise risks and capture opportunities within a competitive market. A robust change management framework for Tesco will ensure the organisation responds to current challenges while keeping its future success in sight. In so doing, such a feat will be created where there is a continuous culture of improvement and innovation, helping Tesco keep up with its growth trajectory as an appealing and trustworthy global retail leader.
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