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Introduction
Sir John Edward Cohen, also known as Jacob Kohen, is the founder of Tesco. (Ryle, 2013) The first Tesco store opened in 1929. Tesco has come a very long way and still has a need for service today. Tesco’s has been in business for over 105 years. However, over the years Tesco has provided so many different services and adapted to the many different changes of the world. 
[bookmark: _Int_SPHN3NQd]Tesco provides more services than any other supermarket, they literally put the super in the name supermarket. What is next in line for Tesco’s? One would wonder if anything ever stopped Tesco’s, even when they fail in certain areas, they still exceed and thrive in others. This report aims to critically evaluate different change management models and frameworks to identify any issues Tesco’s may have faced, and what change management frameworks were implemented.
 Identifying management tools and what they are used for can help establish if change is possible and whether the current leadership style is effective or needs to be changed. The purpose of this report is also to evaluate the impacts of Tesco’s organisational culture and to create an appropriate plan for a change in management. 
Tesco’s history and ventures are included in this report. Within this report is also a financial plain, a communication plane, an evaluation plan and a recommendation plan for Tesco’s to consider. John Kotter eight steps to change model, and Kurt Lewin’s changed management model is also included in this report.
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Tesco 
Tesco has made considerable modifications in recent years to better position itself in the extremely competitive UK retail sector. Tesco is one of the world’s international supermarkets and retail businesses, with headquarters in the United Kingdom. According to Tesco business solutions, Tesco was founded in 1919 by Jack Cohen as a market stall in London’s East End, and in 1924 it has since expanded to become a global leader in food retail and other areas. (Ryle, 2013) The company’s initial concentration on groceries has evolved over the years to include non-food items for example:
1. Home goods                                              4.  Mobile Phones and Internet shopping 
2. Tesco Bank                                                5. Delivery service 
3. Clothing                                                      6. Tesco Pharmacy
Tesco is a multinational retailer that offers a wider range of services than other supermarkets. The company currently maintains hundreds of stores across the United Kingdom, Europe, and Asia, offering a variety of store types, from giant hypermarkets to convenience stores, under the Tesco name and through various subsidiaries. 
The company’s competitive edge stems from its emphasis on loyalty programs, such as the Tesco Clubcard, and a dedication to affordability and customer-centric innovation, which means; the process of creating new services, goods, and experiences tailored to meet consumers’ requirements, this quality sets Tesco apart from competitors such as Sainsbury’s and Asda. helping local communities via projects such as decreasing food waste and encouraging healthier living. Tesco is now a dominant participant in the UK retail industry, holding onto its position as the largest supermarket chain by market share despite increased competition.

[image: ]

Jack’s
[bookmark: _Int_RHASCTHf]Tesco’s launched Jack’s supermarket in September 2018 as a low-cost retail concept to rival German bargain stores Lidl and Aldi. The company, which was named after Jack Cohen, the founder of Tesco, aimed to provide consumers with “great value” by emphasising inexpensive goods, many of which came from British vendors. Tesco launched 13 Jack’s outlets that were in Chatteris and Immingham which is north east Lincolnshire. (Andrews, 2018)
These stores experimented with cheap prices and simplified operations while having a smaller footprint than regular Tesco locations. However, studies have shown that Jack’s had difficulties growing but they did successfully compete with well-known bargain stores in spite of its creative objectives.
Tesco announced the Jack’s chain’s demise in January 2022, closing the last seven locations and renaming six of them as Tesco shops. Tesco’s Booker wholesale division offers the Jack’s brand as a value-focused private label that caters to independent shops such as Budgens and Londis.
[bookmark: _Int_l8p6zqMl]Additionally, Jack’s acted as a test site for a number of technological and operational advancements for instance, it helped Tesco create its “Aldi Price Match” campaign and efforts for checkout-free shopping, such as “Shop Smart” app. Since then, Tesco’s wider business plans have been influenced by this trail, reaffirming its dedication to efficeincy and value. With all things considered, even though Jack’s was not a long-term retail success, it gave Tesco insightful information that helped the firm improve its price, branding, and customer experience strategies in a cutthroat supermarket sector


Restructuring & Streamline operations
Tesco’s has made considerable modifications in recent years to better position itself in the extremely competitive UK retail sector, below is a brief review of Tesco’s history. 
Tesco has spent the previous decade on an immense restructuring strategy to streamline operations, boost efficiency, and save costs. According to the BBC NEWS this is due to an accounting controversy in 2014, which featured an overstatement of earnings by £263 million. (Mohapatra et al., 2021) Tesco then implemented better controls and transparency initiatives, ultimately helping to recover stakeholder's trust. Tesco removed underperforming shops, divested non-essential assets, and concentrated on its core food business.
Expansion, digital and online
Within the rise of e-commerce, Tesco has made significant investments in its online shopping network to meet shifting consumers expectations for convenience and home delivery. The COVID-19 epidemic contributed to this transformation, and the company has quickly extended its online delivery capabilities to meet demand. 
By 2021, Tesco had more than quadrupled its online capacity and expanded digital features, establishing its position as a leader in online groceries in the UK. Tesco has introduced AI-driven inventory management and personalized digital marketing, allowing it to better manage supply chain and fulfil the expectations of customers who increasingly choose online convenience. 
Tesco’s app and Clubcard data analytic skills have helped them to learn client preferences in real time, making digital technologies crucial for both customer retention and operational efficiency. Recent inflationary pressures in the UK have reduced consumers’ purchasing power,
Growth, Convenience, Discount Offerings
Tesco has extended its Tesco Express and One stop convenience outlets in an effort to attract urban and convenience-oriented customers. Furthermore, the introduction of its cheap chain, Jack’s, in 2018 was an attempt to compete directly with bargain shops like Aldi and Lidl. However, according to Jacks struggled to acquire traction, causing Tesco to discontinue it in 2022 and convert some locations to basic Tesco layouts instead. (Andrews, 2018)

Sustainability and Corporate Responsibility
Tesco has implemented measures to decrease its carbon footprint and food waste in response to consumer demand for environmentally friendly operations. Initiatives include reducing plastic packaging, increasing sustainable product procurement, and collaborating with food redistribution charities such as FareShare.
Tesco intends to achieve net-zero emissions in its UK operations by 2035, in the with larger environmental objectives. (Mitchell, 2023)
Loyalty Programs & Customer Engagement 
The Tesco Clubcard program has become a key component of its business, giving value through special discounts and personalized offers. (Turner, 2012) The introduction of the Clubcard prices in 2020, which provided members discounts, loyalty and boost has increased consumers’ loyalty. Tesco’s competitive position versus rival supermarkets. This emphasis on loyalty has helped maintain clients in the face of economic difficulties and increased expenses. (Law, 2012)
Tesco’s recent history demonstrates a trend towards operational efficiency, digital expansion, sustainability, and consumer loyalty, despite economic difficulties and growing competition, Tesco’s adaptability and proactive measures have helped in maintain its market position and display resilience.
Tesco Pump
In 1974, Tesco joined the retail petrol business by selling fuel in addition to its other retail goods. (Ritson et al., 2017) Customers can now conveniently shop and refill in one visit thanks to Tesco’s strategic use of its supermarket sites to build petrol stations. Tesco was the biggest independent petrol retailer in the UK by the 1990s. The introduction of Tesco Express’s launch in 1994 further combined convenience stores with gas stations, improving consumer accessibility and spurring expansion. 
Tesco was able to operate convenience stores under the Tesco Express brand within Esso gas stations in 1998, this was due to a partnership with Esso. Through this strategic partnership. Tesco combined its retail experience with fuel service, broadening its reach. In addition to introducing its premium gasoline brand, Momentum 99, which is equivalent to high performance fuels like shell v-power, Tesco has made a great expansion into the biofuel market.
Tesco gasoline operations follow strict UK standards, guaranteeing consistency and quality across all of its stations, even if external market conditions can cause volatility in fuel costs. Tesco has linked discounts and prizes to consumer spending through its Clubcard loyalty program to encourage consumers to buy petrol from Tesco.

Tesco Bank
Tesco banking sector has seen substantial changes in recent history. Tesco Bank was founded in 1997 as a joint venture with Royal Bank of Scotland and became completely owned by Tesco in 2008. Tesco Bank offers a variety of financial services, including credit cards, loans, and insurance. However, its strategic orientation changed drastically in 2024.



Studies have shown that Barclays Bank paid £600 million for Tesco Bank. This transaction signaled the end of Tesco Bank’s status as a distinct retail banking institution. (BBC News, 2024) The acquisition was part of a 10-year strategic relationship that would see Barclays operate Tesco branded financial services.
 Tesco retains several “capital-light” banking businesses, such as ATM networks and travel money services, which correspond more closely and aligned with its retail business. Studies have shown that this decision allowed Tesco to focus on its core business and produce shareholder returns, for example a £700 million share repurchase.
The transaction reflects broader changes in the UK banking market, where consolidation and declined profitability have affected retail banking. The acquisition of Tesco Bank by Barclays demonstrates an attempt to combine financial services with consumer loyalty programs, like Tesco’s Clubcard, to deliver cutting-edge products.
These developments demonstrate Tesco’s strategy shift from being a stand-alone banking company to using financial services to assist its retail operations. This is in line with current developments in the merger of banking and retail.
Studies have shown that Tesco employed a number of management frameworks to steer Tesco Bank’s operations and strategic direction. Porter’s Five Forces is a noteworthy paradigm that Tesco Bank used to assess the competitive pressures in the financial services industry. 
The Balanced Scorecard was also implemented, which is a tool for tracking a company’s strategic choices based on predetermined indicators. This tool can be used in at least four areas: Internal processes, learning and growth, customers, and finances. Additionally, Swot Analysis was also used to evaluate internal capabilities and match strategic objectives with operational tasks.
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Impacts, Changes & Uncertainties 
Tesco has been significantly impacted by developments in the external environment, notably digital problems and economic instability. These pressures have transformed the company’s strategies and market operations.

Inflation & Economic uncertainty
Consumers purchasing power has been impacted by the recent inflationary pressures in the UK, which has affected their ability to spend money on food and other non-essential products. Studies have shown that Tesco has had to take cost-cutting initiatives and modify its pricing strategy due to rising operational expenses brought on by rising fuel, ingredients, and labour costs.
Tesco has responded by highlighting efforts to keep consumers who may otherwise choose bargain supermarkets like Aldi or Lidl, Tesco has highlighted its “Aldi price match” and Clubcard prices. Because of these price-focused tactics, profit margins have decreased, making Tesco’s financial performance more difficult in the face of economic disadvantages.
Digital disruption & Ecommerce growth
The COVID-19 epidemic has expedited the digital transition in retail. (Abbu et al., 2021) The changes in customer expectation for online purchasing and fast delivery. Tesco responded by investing extensively in its digital understructure and boosting online capabilities, more than tripling its delivery slots in 2020 to meet increasing demand.




With the use of AI driven inventory management and tailored digital marketing, Tesco has been able to better manage supply chains and satisfy the demands of consumers who are becoming more and more reliant on online convenience. Digital technologies are crucial for both customer retention and operational effectiveness, as demonstrated by Tesco’s real time understanding of consumer preferences through its app and Clubcard data processing capabilities. (Razzaq, 2022)
Supply chain & Regulatory challenges
Tesco’s supply chain is now more complex due to Brexit related issues, which have raised prices, added levies, and caused delays, especially for imported items. Tesco has also been under pressure to prioritise sustainability through supply chain enhancements, such as cutting back on plastic packaging and sourcing locally whenever feasible, due to ongoing legislative changes around environment requirements.
Although these regulations have an influence on operating expenses, they are in line with customers' desires for environmentally friendly activities. in order to attain net-zero carbon emissions in its UK operations by 2035, Tesco has taken a proactive approach.
Consumer expectations have evolved towards cost, sustainability, and convenience as a result of the digital revolution and economic challenges. In order to keep cost conscious consumers, Tesco has responded to these shifts with a robust online presence, environmental projects, and loyalty schemes like Clubcard that provide individualised incentives and savings.
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[bookmark: _Int_i6G29Uc4]John Kotter developed the framework known as Kotter's eight step change model, which he described in his book Leading Change in 1996. By concentrating on creating momentum and integrating changes into the culture, it offers an organized method for successfully implementing organisational change. The eight steps are, create a sense of urgency, form a guiding coalition, develop a vision and strategy, communicate the vision, remove obstacles, empower employees for action, create short-term wins, and consolidate gains and strengthen change.
Applying the model to Tesco’s strategic shifts such as its recovery from diminishing profitability and competition from bargain stores taken to restore its market dominance and operational effectiveness.
Create Urgency
Overexpansion, inefficiency, and heightened competition were the main causes of Tesco’s deteriorating earnings in the mid-2020s. Former CEO Dave Lewis warned stakeholders that if these concerns are not addressed immediately, there would be more declines. The outcome was the workforce and leadership were inspired to support change efforts by the urgency of taking action.
Build guiding coalition
Dave Lewis put together a capable leadership group and collaborated extensively with staff, vendors, and investors to forge a unified front centered on customer-first tactics and operational turnaround. The outcome was that through continuous communication and a clear vision, this partnership fostered trust.
Develop a vision & strategy
The goal was to streamline Tesco’s business practices and put more emphasis on its basic principles of cost, quality, and customer service. Among the tactics were cost reduction, supply chain redesign, and competitive pricing. The outcome was Tesco’s, and its stakeholders had a clear path forward thanks to the new vision.
Communicate the vision
Leadership communicated the vision and strategy to staff, investors, and consumers through news releases, public statements, and internal communications. To guarantee alignment, discussions and training sessions were conducted. The outcome was regular communication reduced resistance to change and increased confidence.
Empower Employees for Action
Employees received training and tools to help adjust to new systems like digitization of processes. The frontline employees were urged to offer suggestions for enhancing operational effectiveness and customer service. The outcome of this could be change resistance and decreased with empowerment.
Generate Short-Term Wins
Tesco’s early successes included increased customer satisfaction and reclaiming market share in the UK, Tesco also successfully renegotiated suppliers’ contracts to save money. These victories-built momentum and proved the benefits of the adjustments.
Consolidate Gains Build on Change 
Following early success, studies have shown that Tesco expanded its modifications to include more technical expenditures, such as online grocery delivery systems, as well as enhanced supplier connections, in order to keep costs low. The result was the longevity of early adjustments was guaranteed by continuous improvement. (Harvey, 2006)
Change in corporate culture
Leadership including customer centric ideals into its long-term strategy which were reinforced by incentive schemes and internal policies. Tesco also prioritized sustainability to meet client expectations. However, by incorporating these changes into the organisational culture, Tesco ensured that new strategy became part of daily operations,

After undergoing the eight steps the positive fact is that Kotter’s model gives a clear path to change, allowing Tesco to reclaim profitability and consumer trust. The emphasis on short-term gains kept staff motivated throughout the change process. However, the negative aspects, one would agree that the steps of Kotter’s strategy may delay Tesco’s capacity to respond rapidly to unexpected market issues, such as the COVID-19 epidemic, some stakeholders such as suppliers may have had difficulty adapting to renegotiated contracts.
Below is an evaluation of the impact on organisational culture in Tesco’s change management, the purpose of the evaluation is to understand the role of culture in change success, identifying strengths and weaknesses in change implementation, to align change with values, reduce risks of failure and to enhance stakeholder engagement. 


Tesco’s organisational culture is focused on operational effectiveness, innovation, and pleasing consumers. (Awadari et al., 2019)
But as time ventured on, Tesco encountered difficulties including staff opposition, inefficiency, and harm to its brand. Tesco’s capacity and maintain change was impacted by these cultural characteristics. Below is a brief positive and negative impact.
The Positive impact
Customer-Centric Culture, Tesco’s emphasis on the requirements of its customers facilitated innovations such as online delivery platforms, loyalty programs like the Clubcard and price reductions.
Tesco’s adaptability and creative culture made it possible for e-commerce and logistics systems to integrate AI and other technologies. Tesco's employee collaboration has a track record of including staff members in decision-making, which has made changes easier.
The Negative impact
· Opposition to change, Tesco’s employes resistance and uncertainty resulted from structural changes like store closures and downsizing.
· Short-term focus, studies have shown that Tesco occasionally puts short-term profits ahead of long-term plans, which caused transformative initiatives to be delayed.
· Fragmented communication, initiatives were not implemented consistently due to a lack of agreement between regional and global operations.
Below is a change management plan using Lewin’s change management model with a purposed change strategy[image: ]
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Kurt Lewin, A German American psychologist and pioneer in the fields of social and organisational psychology, created Lewin’s Change Management Model. In the 1940s, Lewin presented the concept as a component of his research on behavioral change and group dynamics. 
The purpose of Lewin’s foundational framework is for managing organisational change, it assists managers and leaders in guiding teams, people, and organizations through a methodical transformation. The three steps of Lewin’s change model are, Unfreeze, Change, and Refreeze. (Ellis, 2023) Below is a brief proposed change management plan using Kurt Lewin’s change management model.
The proposed change
The following areas can be the emphasis of Tesco’s transformation digital and sustainable retailing focusing on:
· E-commerce Expansion, refine app usability and convey systems.
· Sustainability, cutting down on waste, refining supply chain transparency and investing more into green energy.
· Operational efficiency, smooth-running processes which can reduce costs and even improve service quality.
Unfreeze:
By Emphasize potential, the expansion of e-commerce, and risks like competition from Aldi and Lidl to create urgency.
Result:
By overcoming opposition and preparing employees for the transition.

Change:
Tesco can implement digital technologies, educate or train staff about sustainable habits, and implement cost cutting initiatives. This action could result in minimizing disturbance while coordinating activities with the new vision.
Refreeze:
Encouraging digital and sustainable practices to help Tesco integrate the changes into its culture. The outcome can be to assure employee support and long-term viability. Below is a Finacial plan for the above structure.
[image: ]
Financial planning is an essential component of corporate management, offering a framework for making informed decisions. (Antonius et al., 2024)
below demonstrates the communication plan for the above Finacial Plan.[image: ]Below demonstrates the Evaluation Plan.
For a company like Tesco, an evaluation plan could analyses the effectiveness of its digital transformation activities. This may entail evaluating customer satisfaction, online sales growth, and operational efficiency over time. (Fernandez-Guerrero et al., 2012)
[image: ]
The organizational culture of Tesco offers both changes and obstacles for transformation. With the help of Lewin’s model, a well-defined financial strategy, and regular communication, Tesco can effectively transform into a digitally driven, sustainable retailer. Frequent assessment guarantees that the modifications are efficient and flexible enough to handle unanticipated difficulties.
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Recommendation
Tesco Pump’s On-Demand Fuel & car wash service.
[bookmark: _Int_Wf98XL4c]Imagine you are on your way to work you notice that you're running low on fuel, but you have an app which you can use to refill your fuel at work or at home and even wash your car? 
[bookmark: _Int_JcOkotcX]A company called Zebra Fuel, which is based in London, and was founded by Romain Saint Guilhem and Reda Bennis in 2016, started operations with diesel and soon to add petrol to their list of services. (Griffiths, 2018) Tesco Pump has a big chance to broaden its product line. By launching an on-demand fuel delivery and vehicle was service, similar to Zebra Fuel but with extra value for consumers, this suggestion makes use of Tesco’s large customer base, a sophisticated logistics system, and current retail and service experience to generate new income streams and improve consumer convenience.
Opportunity
The market for on-demand fuel is expanding as customers place a higher value on time savings and convenience. Businesses such as Zebra Fuel, which allows users to refuel their cars using an app at home or at work, have demonstrated the need for fuel delivery services. Tesco Pump’s entry into this market is in line with general consumer preference, especially in cities where petrol outlets could be harder to find. Implementing an on-demand car wash service can make Tesco pump even more unique. The service might provide eco-friendly and time-efficient car washing options to both individual consumers and fleet-owning enterprises. Tesco may provide unparalleled value in the industry by combining car washes and fuel delivery into one service. Below is a brief list of benefits should Tesco obtain this recommendation. Tesco, asda sainbury 
Benefits
· Customer convenience; customers have to obligation to use the app to purchase fuel, or their car to be washed, which could be in most areas using tracking from the app or precise locations.
· New revenue streams, this opportunity can enhance different relationships with customers and attract new customers.
· Customers can earn points, and furthermore with the existing app already in function Tesco can add this new feature to the app.
Tesco can implement this recommendation and successfully launch this type of service, Tesco can utilize the following strategies:
· By making use of Tesco’s current logistics system to build a fleet of delivery vans for petrol and car washes.
· Tesco can invest in the app development to ensure smooth service monitoring payments, and bookings.
· Tesco can provide carbon-neutral and biofuel alternatives to satisfy increasing environmental needs.
· Use waterless or minimal water vehicle wash technology that are environmentally beneficial.
· Collaborate or partnerships
[bookmark: _Int_bIAq6T6i]Birmingham is known as the second largest city in Britain, with over 1.145 million in population, there is a lot of room for expansion in the on-demand fuel and vehicle wash sector. However, targeting densely populated neighborhoods in London, Tesco can test the service there. 
[bookmark: _Int_rSxvkAPQ]Subscription based and pay as you go models can both generate revenue. The estimated first capital investments include vehicle procurement. App development, and marketing.
Challenges
[bookmark: _Int_kkE4QC9H]Tesco could face challenges like high operating expenses, however Tesco’s could use current infrastructure to cut expenses. Another challenge which Tesco could experience is that there are regulatory impediments, which a solution could be to collaborate with local authorities to guarantee compliance with fuel transportation and distribution.
In closing Tesco Pump’s on demand fuel and car wash service satisfies the needs of contemporary consumers who value sustainability, convenience, and customisation. With Tesco’s well-established infrastructure and well-known brand, this expansion has the potential to revolutionise convenience services and increase consumer loyalty and profitability. 
[bookmark: _Int_t0TP0nTn]There are many management frameworks that Tesco could implement for example PESTLE for the external analysis, the Swot analysis and Balanced Scorecard for alignment with Tesco’s strategic objectives, together these resources among others can guarantee that the service is innovative and runs smoothly.




Conclusion
Tesco’s strategy demonstrates a well-rounded approach to negotiating a challenging market characterised by economic unpredictability, with strong rivalry, and digital innovation. Despite preserving its position as the UK’s top food retailer, Tesco has faced external pressures such as increasing inflation and competition, however, external the factors such as economic instability, regulatory changes, and competition from rivals like Aldi and Lidl need ongoing innovation. 
Tesco has successfully weathered transformative situations by applying frameworks such as Kotter’s 8 step Change Model and Lewin’s Change Management Model. Jack’s Supermarket, company background, which is another venture of Tesco’s, is included in this report, a brief financial plan, an evaluation plan and a communication plan has been mentioned in this report, along with a recommendation for Tesco to consider.
 This report also includes an example of change management with a purpose idea using Kurt Lewin change Model. Like all retail stores in the UK will at some point face uncertainties, the pandemic made this very clear, however with frameworks an annalistic tool, Tesco can remain innovative and try to keep one step ahead when it comes to customer satisfaction, by being so popular and remaining in business for over 105 years, 
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