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Executive summary
Tesco is a British supermarket and convenience store chain with headquarters in Welwyn Garden City, England. When it comes to realised revenue, the company is rated third in the globe, and it is the ninth-largest retailer when it comes to total revenue income stream. The company has several shops across the world, particularly in Europe and the United States of America (Poker et al., 2018). Currently, the business is expanding in China and Africa. Because Tesco plans to expand to additional regions internationally, it requires an appropriate strategy for the business to carry out its operations effectively.  Tesco’s strategy includes the acquisition of new technologies for marketing, sales of its products and for monitoring various logistics services. The supermarket-chain is always looking out for an environment which has political stability to enable the company to carry out its activities without any interference, a conducive environment for the smooth delivery of its services and products (Rodrigues et all., 2015). The report will use pestle analysis to evaluate some of the steps the Tesco has taken to plan the future. Further, the report will critically discuss the advantages and disadvantages of their current strategy, by providing evidence of organisation/industry comments, and performance outcomes.









INTRODUCTION
Jack Cohen founded the Tesco Company in 1919 when he began selling leftover groceries in East London, United Kingdom. Tesco descended from the supplier's name and first appeared in 1924. In Burnt Oak, Barnet, Tesco opened its first store in the year 1931, by the year 1939, the company had opened around one hundred stores across the world, showing that the company's business had grown (Poker et al., 2018). Initially, the company's outlets only offered food, but by the 1990s, it had expanded to include mobile phones, DVDs and videos, apparel, and books. Since 2012, it has expanded into other areas such banking and other internet services.
Tesco has expanded globally since the 1990s, where it operated in 13 countries across the world. Tesco exited the Japanese market in the year 2011 and the United States of America market in the year 2013, however, it progressed well in other markets (Rodrigues et all., 2015). Later, the company has begun to diversify into other areas such as clothing, electronics furniture, toys, retailing books, petrol, software, internet services, telecoms, and financial services.
Currently, Tesco's business strategy includes the acquisition of the new stores, retail services and adapting them to the needs of the clients and embracing the new technologies to monitor various logistics in the company (Kuijpers et all., 2018).  This will see the company serve and meet the expectations of the clients not just in the United Kingdom but around the world.
The vision statement of Tesco states that; "to be the most highly valued business by; the customers they serve, the communities in which the company operates, the loyal and committed colleagues, and, of course, shareholders." From this statement, it is evident that the major aim of the company is just to satisfy the customers' needs while at the same time providing continuity and better progress towards achieving its objectives (Tse et al. 2016). Throughout the years 2020 and 2021, the mission statement remained unaltered.
According to the company reports, in the financial year 2021 to 2022, Tesco realised a 7 per cent increase in revenue to 72.1 billion pounds compared to the previous fiscal year (Peeroo et all., 2017). 
Figure 1. The figure below shows a graph of market share.
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Tesco has realised its market share in the United Kingdom, seeing grocery growth for the last four years as one of the best in online shopping becomes the best for the customers (Tian,2017). The company has an exceptional performance which is being reflected across all its competitors as its sales rose by 15.2 % compared to other previous years. 
According to reports from the company, Tesco holds over 29.6% of the total market share in the UK. The company's distribution network is associated with a technological strategy that has contributed to the reduction of the covid-19 costs. According to statistics, Tesco's adoption of technology has enabled it to maintain its success (Baliyan, 2021). Furthermore, Tesco has seven outlets across the continents of Europe, Asia, and North America. In the financial year 2020- 2021, Tesco’s sales increased to 30.5 billion pounds posing a profit of 26.4 % translated to 2 billion pounds. 

Figure 2. The figure below shows Tesco's profit revenue share in the market.
[image: Waitrose: Why supermarket comes in cheaper than Tesco | Express.co.uk]
 Tesco tends to have different shareholders, for instance, the British Red Cross. The organization tends to undertake different fundraising approaches to get the required funds while cost-effectiveness from a range of donors (Monte, 2021). It carries out face-to-face fundraising and over the telephone, through letters, television, online and press advertisement from legacy events and community fundraising from philanthropists, foundations, trust, and cooperative partners and also through charity shops.


Strategic analysis (PESTLE Analysis) 
 The pestle analysis of Tesco tends to analyse some of the brands on their business tactics. To carry out the best strategic plan for Tesco, the pestle analysis model is the best tool for examining the various external factors such as social, technological, economic, and political factors which tend to impact business along with legal and environmental factors. Therefore, the pestle tends to analyse while highlighting different extrinsic scenarios that impact the business of the brand (Adamyk, 2019).  The framework is perceived to be imperative for companies like Tesco, as it assists to understand market changes and hence improves its business continuously.
Figure 3; Shows factors affecting Tesco as per pestle analysis. 
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The political factors in Tesco Company. 
Under government's rules and regulations, Tesco is commonly known as a multinational company which conducts its operations worldwide. The political and government regulations tend to change from one country to another (Adamyk, 2019). In this regard, the company should be very much careful when they are making decisions while following the outlined rules and regulations of the countries where it operates. 
Besides that, there are political circumstances. The company is very much determined in opening its branches in different countries of the world. For instance, Malaysia, China, Ireland, Poland and even Hungary. The political situation in such countries tends to vary. In this case, the more stable the political environment the country has, the more successful the business is (Benghezal and Izadi, 2022).  Therefore, Tesco is very much careful in expending its business to countries with a stable political environment, to avoid losses that may be caused by any political interference.
Additionally, the Brexit Deal, it is a political deal that involved the exit of Britain from the European Union, a move that impacted the business community particularly, Tesco’s. According to the chairman of Tesco, the decision that was taken by the British government to exit from European Union tends to pose a very serious challenge. For instance, it will raise the prices of commodities by about 3 to 5% because European Union tends to be the source of goods and services (Revi, 2021.) While the reports from the prime minister of Britain, claim that the Brexit deal tends to include various trade tariffs, it is not a simple deal due to the presence of administration costs that are involved. Also, according to statistics, about 80% of the food items of Tesco’s are imported from European countries. Therefore, there will certainly be increase in tariff that will increase the retail price.
China versus United States of America trade conflict. There is a very serious conflict between the government of China and that of the United States of America. In this regard, the US is the major market for Tesco products. Due to this conflict between China and US, it has become very difficult for Tesco to create a connection between the United States of America and China. In this case, the US government followed the protectionist policies that were imposing more on the side of the Chinese and made products and other imports. The increase in taxation of the imported goods and exports greatly affected the profitability of all the companies including Tesco that carry out business with the US (Etareri, 2021). Tesco is very much keen to ensure it overcomes the challenge, to create a presence within the United States of America.
Economic Factors:
	The rise of the Covid-19 pandemic greatly interfered with Tesco’s business model in different countries where it operates. Some of the strategies that were adopted by different countries such as lockdowns, rules regarding physical contact, social distancing, and shutdown of various businesses. To overcome such challenges, Tesco Company shifted to online shopping and e-commerce purposely to overcome the impacts that were associated with the crisis, this made the company increase their sales, hence making profit (Reddy and Krishna, 2022). According to the reports of the company, the annual net income and revenue of Tesco increased by 1.3 billion pounds and 400 million pounds in the year 2020, during the time of the pandemic.

Figure 4. Shows the graph of Tesco's profitability in the market. 
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	Trade tariffs by Brexit deal. According to the chairman of Tesco, the Brexit deal greatly impacted Tesco's business because it interfered with trade tariffs with other European countries from where Tesco sources most of its food items. However, the chairman further stated that customers are not supposed to worry, because there is a plan for the company to begin producing its food items to cater for the needs of its customers (Zhao, 2021). Therefore, the company has come up with appropriate mechanism for producing food items, rather than depending on other countries.
	Market Expansion. Tesco is in the progress of expanding its market to several countries. However, it is still depending on the revenue generated from its own country. For example, if the home country imposes new rules concerning e-commerce and online shopping it will directly impact the company’s profitability, retail sales and cost (Kar et all., 2021). Therefore, the market expansion is used by Tesco to create awareness to the new customers at the same time aiming to reach more people for the products. 
	Finally, tax rules have been put in place to help the Tesco to leverage its expansion. Even though markets around the world are developing, Tesco Company's revenue is mostly earned in the United Kingdom. If there is a change in UK policies, it may result in a change in the company's delivery model, as well as any additional expenditures associated with the revamping of the company, which could be significant. Tesco must remember that product pricing has a significant impact on sales (Lin and Peng, 2018). For example, if the economy is under stress or experiencing inflation, daily necessities should be priced correspondingly. The only way to deal with this is to raise prices, while lowering disposable income, resulting in a decrease in the sale of other products.


Social Factors:
Tesco has become a large supermarket retailer that follows local social and cultural trends in many regions and tends to supply food all around the world. For example, to attract Muslim customers in the United Kingdom, Tesco employs the Halal meat label (Alsaud, 2021). In Malaysia and Thailand, the company also sells Halal meat, while in the United Kingdom it sells kosher products to Jewish clients. It is the strategy developed by the company to ensure it caters for individual differences. 
Vegan Trend: Over the last few years, many people, notably in Western and European countries, have made the conversion from meat to plant-based diets. Veganism is becoming more popular, and as a result, it is in high demand. In the year 2020, it is anticipated that clients’ needs for vegan plant-based foods and other products would have risen by 5.2 billion pounds. As a result, Tesco is aware of the trend towards vegetarianism (Singh and Duque, 2019). By the year 2026, the corporation is attempting to increase the scale of vegan plant-based food products by 400%.
Culture's influence. In this scenario, cultural factors influence market demand for specific products. The social-cultural context influences the client's purchasing power in this regard. Customers tend to change over time, notably every 5 to 15 years (Lin and Peng, 2018). Customers want to be able to choose from a variety of options. Tesco is particularly concerned about cultural trends and shifting customer attitudes and behaviour in this situation. It offers products that are culturally suitable and meet customer needs.
Supermarket for the socially conscious. The social supermarket is a new concept in which various items and businesses are marketed, and other businesses use it to sell unsold inventory at lower costs. The social supermarket has two main functions: It minimizes the cost of rubbish disposal and recycling, as well as the price range, assisting the poor and reducing food insecurity (Kuijpers et all., 2018). As a result, the Tesco Company is concerned about the well-being of society and the social well-being of its employees. Therefore, the corporation is more likely to make such offers.
Employment possibilities. The unemployment rate among young adults aged 18 to 30 is growing, according to recent reports. Tesco's primary responsibility is to provide career opportunities for young people.

Figure 5 shows the percentage of the employment-population.
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Technological factors affecting TESCO
Technology Application Companies are increasingly relying on technology. Technology has played a critical role in encouraging efficiencies in many operations, resulting in improved customer service. Tesco's success has been aided by its adoption of cutting-edge technology (Utama, 2022). Making transactions through mobile apps, e-commerce, and barcode scanning systems, are just a few examples of cutting-edge technology.
The adoption of E-commerce and online shopping. The spread of the covid-19 pandemic has aided the online buying and e-commerce movement significantly. People have started ordering groceries online to avoid direct contact, which could expose them to the covid-19 sickness (Alsaud, 2021). Tesco surmounted some of the hurdles posed by the pandemic and business shutdowns by remaining active on e-commerce platforms and delivering products on time. The decision of shifting to online shopping acts as a strategy for reaching more customers.
The adoption of amazon Go's technology such as Google, Facebook and even Microsoft has been utilised by Tesco for advertisements of the company products. Tesco Company has collaborated with Amazon to develop a cashier-less payment system, which is aimed at changing the retail shopping experiences to save the client time at the same time smoothening the issue of billing (Alexander, 2020). The machine will serve many clients within a very short time.
Legal factors Impacting TESCO
Laws and regulations are a set of rules that govern how things are done in each country. To conduct business in a specific country, the company must adhere to them. According to Davis's research, the European Union passed legislation in 2018 prohibiting businesses from engaging in anti-competitive behaviour. Tesco will not be able to buy and merge with a large European corporation of its size because of this. Because the United Kingdom is not currently a member of the European Union, the law will not apply to it; however, it will apply to member states of the European Union (Edith, 2021). Other regulations prohibit employers from hiring workers for minimum wage. 
There's also a fraud case that is supposed to be considered by Tesco Company. For instance, Tesco was held liable in this lawsuit for failing to provide an accurate picture of its finances as well as the company's profitability in 2017. The court slapped the business with a hefty fine for giving false information (Rodrigues et all., 2015). As a result, the firm agreed to pay almost $12 million. To predict such from not happening in future, the company should put measures in place to be transparent and accountable for its revenue’s declaration.
Pay disparities, in this context, some workers filed a complaint against Tesco, alleging that male and female staff were paid differently. The company's credibility is being harmed because of such cases (Singh and Duque, 2019). Therefore, Tesco is working hard, to pay its workers according to the work done, while considering paying workers the same amount who are at the same level and zero tolerance for gender-based payment. 

Environmental factors affecting TESCO
To avoid environmental degradation, Tesco has come up with an appropriate plan for recycling waste. The goal of the procedure was to reuse, remove, and eliminate non-recyclable plastic. Above all, it works in a loop, reducing waste over time (Foabeh, et al. 2020). It is an excellent start in the direction of environmental clean-up. The recycling plan adopted by Tesco Company is a way of conforming to environmental rules set UN to avoid any crisis that might arise.
Tesco is putting more effort into long-term projects to abolish illicit fishing that is affecting the sea life. This is to ensure that there is no overfishing outside of the season. Such activities are protecting the long-term viability of the environment. 

Advantages of Tesco's current strategy.
Tesco's market cap is largely driven by its present strategy. For example, in the United Kingdom, a resurrection of the sustainability-based movement and environment has aided the development of trends such as eco-friendly production, possibilities, and readymade products. The retail industry is always growing because of keeping an eye out for new possibilities, as seen by recent market share fluctuations (Rosnizam, et all.  2020). According to statistics, Tesco accounted for 26.9% of the grocery market in the United Kingdom. Tesco's closest competitor, Sainsbury's, has a market share of 15.4%, indicating that Tesco's market domination is uncontested.
Tesco's technological advances are likely to be beneficial in regaining buyer trust and capturing new customers. The use of innovative techniques for preserving quality rates while enhancing the quality of the products is important and has risen with the rise of modern media, which tends to have a broad audience (Singh and Duque, 2019). As a result, Tesco's approach to embracing technology is extremely advantageous, particularly in terms of the macroeconomic component that drives the company's retail success. It's important to keep in mind, especially while Tesco's current strategy is being developed. For example, Tesco declared a high sales performance during the covid-19 epidemic because it grew by 10.5 per cent during the pandemic. The employment of innovative techniques for preserving quality rates while also enhancing the quality of the products, which is very important, has risen with the rise of modern media (Lin and Peng, 2018). As a result, Tesco's approach to embracing technology is advantageous, particularly in terms of the macroeconomic aspects that drives the company's success in the retail industry (Edozie, 2019).
Tesco Company can plan around its employees well because of the approach. This will aid the company in identifying disruptive changes to its business model that could have significant impact on future employment opportunities (Selçuk, 2018). Tesco is currently undergoing significant changes in its workforce, including reducing skills gaps, the emergence of new job roles that did not exist a few years ago, and addressing the issue of employment reduction or displacement.
The present strategy is an important tool for better understanding the context for change and focusing on areas where it is possible to make changes (Benghezal and Izadi, 2022). Tesco can use the strategy to identify possible opportunities in the labour sector of the company. Consider the labour deficit and capability of the workforce.



Disadvantages of Tesco’s current strategy.
The application of social media that is suggested by the strategy may affect the organization negatively.  According to studies, the negative reviews on popular social websites like Facebook are taken with a lot of seriousness. For example, one customer gave the following comment: “Very poor work culture because of very poor leadership” such a comment tends to lower the number of customers of Tesco (Joy, 2022). However, with the opportunities for appealing to aim audience directly, the company is advised to use the strategy to spread awareness and key information on the changes that Tesco has experienced.
Tesco will undoubtedly suffer a slew of economic and financial challenges because of the present political squabble, according to the existing reports (Reddy and Krishna, 2022). Due to a decrease in the number of clients because of the UK government's Brexit decision, the company's profit margins may be severely lowered. Furthermore, there is a risk that customer volatility could decline, causing Tesco's business to suffer significantly.


Conclusions 
In summary, after an in-study of the strategy Tesco is using, under pestle analysis, the report has concluded that Tesco is one of the top retail supermarkets worldwide. Its strategy of adopting new technology through online shopping has placed the supermarket chain, in a better position of leading supermarkets across the world particularly during the time of the pandemic. Also, its recycling plan has made the company to be less harmful to the environment as compared to other supermarkets like Asda. Its efforts of producing different meals according to different communities and cultures is another strategy to cater for all people in the world.  The way the company has decided to follow rules and regulations while producing quality products has placed the company to be ahead of the competition. Therefore, Tesco's strategy tends to be appropriate for both current and future opportunities, as the company is working hard to meet the expectations of the customers, hence increasing the revenue streams. 



The future areas that need to improve in Tesco Company. 
· Developing a strong, trustworthy, and dependable customer relationship. This should be accomplished through extensive research to better understand its customers through a customer program. It will be done through a collection of critical customer program that is used to determine market trends, preferences, buying habits, and interests.
· More research should be done on how technology can be utilized to optimize Tesco's supply chain to reduce losses, expand the product range, improve product availability, and ensure quality product delivery. As a result, the business will prosper.
· Tesco should consider the idea of each store pointing to a unique shopping experience. This will result in having one-of-a-kind stores that offer a unique shopping experience, which will help Tesco capture an even bigger market cap and implied increased sales.
· Tesco needs to expand into other key markets throughout the world. Over the previous few years, the UK market has performed exceptionally well (Ren, 2021). As a result, it has the option of exploring other rising markets around the world, such as Brazil and India and other developing countries.










Appendix 5: PESTLE analysis


	Economic Factors
-Economic growth
-Unemployment Rates
-Inflation Level, Interest rate and Monetary policies

	Political Factors
-Brexit 
-Tax Raises (VAT Increase)
-Conflict areas & Wars
	Socio-Cultural Factors
-Trend change (Vegan)
-Lifestyle change
-Fashion trend change

	Technological Factors
-New technology developments 
-Changes in mobile technology
-Changes in information technology 

	Environmental Factors
-Environmental policies and regulations 
-illicit activities 
-recycling and disposal policies


	Legal Factors
-Tax Reporting Procedures
-Tax Policies
-Employment Laws
-H&S Regulations
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