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[image: ]Introduction to the Organisation
Tesco is the largest grocery retailer in the United Kingdom and one of the most established multinational supermarket chains globally. Founded in 1919, Tesco operates across multiple retail formats including large superstores, convenience stores, online grocery services, and financial services through Tesco Bank. The organisation’s mission centres on serving customers better every day, while its strategic vision emphasises value, convenience, sustainability, and long-term growth. Tesco’s scale, extensive supply chain, and data-driven loyalty programmes position it as a dominant player within the highly competitive UK grocery sector(Tesco plc (2024).
The UK retail environment in which Tesco operates has undergone significant transformation over the past decade. Rapid digital disruption, growth in online shopping, advances in artificial intelligence, and shifting consumer expectations have fundamentally altered how grocery retailers compete and deliver value. These changes have been intensified by economic uncertainty, inflationary pressures, and increasing regulatory and environmental demands. As a result, traditional retail models have become less sustainable without continuous innovation and strategic change. Tesco’s ability to respond effectively to these pressures is therefore critical to its long-term competitiveness and organisational resilience.
The purpose of this report is to analyse Tesco’s internal and external environments, critically evaluate relevant change management models, assess the role of leadership and organisational culture in managing change, and develop a comprehensive strategic change management plan. The proposed plan aims to address the key triggers of change affecting Tesco while supporting the organisation’s strategic objectives and long-term vision in a sustainable and ethical manner.
[bookmark: _Toc629017774]Environmental and Organisational Analysis
This section critically analyses the internal and external environments influencing Tesco, identifying the key drivers and triggers for strategic change. The analysis integrates recognised strategic frameworks to evaluate how environmental pressures, digital disruption, and organisational capabilities shape Tesco’s need for change.
[bookmark: _Toc608551540]External Environment Analysis
To evaluate Tesco’s external environment, a PESTLE framework is applied, enabling a systematic assessment of macro environmental forces that influence organisational strategy (Johnson et al., 2020).
Political factors have played a significant role in shaping Tesco’s operating environment. The UK’s exit from the European Union has resulted in supply chain complexity, labour shortages, and increased administrative costs for food retailers. Additionally, government scrutiny over competition, food pricing, and employment practices places ongoing pressure on large retailers to maintain compliance while controlling costs (Baines et al., 2022).
Economic factors represent a major challenge for Tesco. Rising inflation, increased energy costs, and pressure on household disposable income have heightened price sensitivity among consumers. As grocery retail operates on thin margins, Tesco must balance competitive pricing with profitability. Economic volatility has also increased operational costs, particularly in logistics and wages, further intensifying the need for efficiency-driven strategic change.
Social factors have significantly reshaped consumer behaviour. Customers increasingly demand convenience, speed, and seamless omnichannel experiences, driving growth in online grocery shopping and click-and-collect services. At the same time, ethical consumerism has become more prominent, with greater expectations around sustainability, responsible sourcing, and fair employment practices (Mintel, 2023). These shifts require Tesco to adapt not only its service delivery but also its organisational values and practices.
Technological factors are among the most influential drivers of change. Digital disruption through online platforms, self-checkout systems, artificial intelligence, and data analytics has transformed grocery retail. Tesco’s use of Clubcard data and AI-driven demand forecasting provides competitive advantage yet also increases dependency on complex digital systems. Technology adoption has therefore become both a strategic opportunity and a source of operational risk.
Legal factors, including GDPR, competition law, and food safety regulations, impose strict compliance requirements. Failure to manage customer data responsibly or maintain regulatory standards could result in reputational and financial damage.
Environmental factors continue to exert pressure on Tesco to reduce its carbon footprint, food waste, and plastic usage. Climate change-related disruptions also pose risks to supply chain stability, reinforcing the need for sustainable operational strategies.

[bookmark: _Toc1535537052] Internal Environment Analysis
An internal analysis using SWOT highlights Tesco’s organisational strengths, weaknesses, opportunities, and threats, providing insight into its readiness for change.
[bookmark: _Toc339111940]SWOT Analysis of Tesco
	Strengths
	Weaknesses

	
	

	Strong brand recognition in the UK grocery market
	Thin profit margins in food retail

	Extensive store network across multiple formats
	Operational complexity across stores and online services

	Strong online grocery platform
	Customer frustration with self-checkout at busy times

	Valuable Clubcard data and customer insight
	Dependence on digital systems and supply chain efficiency


	Opportunities
	Threats

	Expansion of AI and automation
	Intense competition from Aldi, Lidl, and online retailers

	Growth in online shopping and click-and-collect
	Inflation and rising operating costs

	Improved personalisation through data analytics
	Cybersecurity and data protection risks

	Sustainability leadership and green retail initiatives
	Changing consumer loyalty and reputational risk



Tesco’s strengths include strong brand recognition, extensive physical and digital infrastructure, economies of scale, and advanced data analytics capabilities through its loyalty programme. These resources support strategic initiatives in personalisation and operational efficiency. However, Tesco’s weaknesses include low operating margins, customer dissatisfaction with self-service technologies during peak periods, and challenges associated with workforce adaptation to digital change.
Significant opportunities exist in the expansion of AI-driven customer personalisation, automation in supply chains, and sustainability leadership. Conversely, threats include intense competition from discount retailers such as Aldi and Lidl, online-only grocery platforms, rising costs, and reputational risks related to employee relations and data usage.
[bookmark: _Toc747674100]Triggers for Change
The analysis identifies several key triggers for strategic change at Tesco. Digital disruption and the rapid adoption of AI have altered customer expectations and competitive dynamics. The growth of online shopping has reduced reliance on traditional in-store models, requiring Tesco to integrate physical and digital channels effectively. Additionally, economic pressures and margin erosion necessitate greater operational efficiency, while workforce skill gaps highlight the need for reskilling and engagement strategies.
These triggers demonstrate that Tesco’s challenges are not isolated but interconnected. Incremental change is therefore insufficient. Instead, a coordinated strategic change programme is required to ensure alignment between technology, people, and organisational objectives. Failure to respond effectively risks erosion of competitive advantage and long-term sustainability.
[image: ]Source from Tesco plc
Review and Evaluation of Change Management Models
This section critically evaluates key change management models, namely Lewin’s Three Step Model, Kotter’s Eight-Step Model, the ADKAR model, and the McKinsey 7S Framework. The strengths and limitations of each model are assessed in relation to Tesco’s organisational context, leading to the justification of a suitable hybrid approach.
[bookmark: _Toc680652493]Lewin’s Three-Step Model
Lewin’s (1951) Three-Step Model conceptualises change as a linear process involving unfreezing, changing, and refreezing. The model emphasises the importance of preparing an organisation for change, implementing the change, and then stabilising new behaviours. Its simplicity and clarity make it useful for understanding the fundamental stages of change, particularly in relatively stable environments.
However, the model has been widely criticised for its oversimplification and assumption that organisational environments are static (Burnes, 2017). In the context of Tesco, which operates in a continuously evolving retail environment characterised by digital disruption, economic volatility, and changing consumer expectations, the notion of “refreezing” is problematic. Tesco must remain adaptable rather than stabilising around a single change initiative. Consequently, while Lewin’s model provides a useful conceptual foundation, it lacks the flexibility required for managing continuous and overlapping change within a large-scale organisation.
[bookmark: _Toc861109149]Kotter’s Eight-Step Model
Kotter’s (1996) Eight-Step Model offers a more detailed and leadership-driven approach to change management. The model emphasises creating a sense of urgency, building a guiding coalition, developing and communicating a clear vision, empowering employees, and embedding change within organisational culture. This structured approach is particularly relevant to large organisations where coordination, communication, and leadership alignment are critical.
Kotter’s model is well suited to Tesco’s strategic challenges, as it highlights the importance of leadership commitment and employee engagement during major transformation initiatives. The model’s focus on communication and short-term wins is especially valuable in addressing employee resistance and maintaining momentum across geographically dispersed store networks. However, critics argue that Kotter’s model assumes a top-down approach to change, which may limit employee involvement and adaptability (Appelbaum et al., 2012). In Tesco’s case, where frontline employees play a critical role in service delivery, excessive reliance on hierarchical change processes could reduce ownership and engagement at store level.
[bookmark: _Toc1019156515]ADKAR Model
The ADKAR model, developed by Hiatt (2006), focuses on managing change at the individual level through five stages: Awareness, Desire, Knowledge, Ability, and Reinforcement. Unlike Lewin and Kotter, ADKAR explicitly recognises that organisational change is only successful when individuals change their behaviours and attitudes.
This model is particularly relevant to Tesco’s workforce challenges, including the adoption of digital technologies, self-service systems, and AI-driven processes. ADKAR provides a practical framework for addressing employee resistance, skill gaps, and engagement issues through targeted communication, training, and support. However, ADKAR has been criticised for its limited strategic focus, as it does not provide detailed guidance on aligning change initiatives with organisational strategy or external environmental pressures (Hornstein, 2015). As such, while ADKAR is highly effective for managing the human aspects of change, it is insufficient as a standalone model for large-scale strategic transformation.
[bookmark: _Toc847261483]McKinsey 7S Framework
The McKinsey 7S Framework offers a holistic perspective by examining seven interdependent elements: strategy, structure, systems, shared values, style, staff, and skills (Waterman et al., 1980). The framework is particularly useful for diagnosing organisational alignment and identifying internal barriers to change.
In Tesco’s context, the 7S framework highlights misalignments between technological systems and workforce skills, as well as between strategic objectives and shared values at store level. The model encourages a systems-thinking approach, recognising that change in one area inevitably affects others. However, the framework is diagnostic rather than prescriptive and does not provide a clear implementation roadmap. As a result, while it is valuable for understanding organisational readiness for change, it must be complemented by more action-oriented models.
[bookmark: _Toc340628477]Justification of a Hybrid Change Management Approach
Given the complexity of Tesco’s operating environment and the multifaceted nature of its strategic challenges, no single change management model is sufficient in isolation. This report therefore proposes a hybrid change management approach, combining elements of Kotter’s Eight-Step Model, the ADKAR model, and the McKinsey 7S Framework.
Kotter’s model provides a robust strategic structure for initiating and sustaining large-scale change, particularly through leadership alignment, vision communication, and cultural embedding. ADKAR complements this by addressing individual-level change, ensuring that employees possess the awareness, motivation, and capability required to implement new systems and processes. The McKinsey 7S Framework supports this approach by ensuring alignment across organisational elements, reducing the risk of fragmented or inconsistent change initiatives.
This integrated approach is particularly suited to Tesco, as it balances strategic direction with employee engagement and organisational alignment. It enables the organisation to respond proactively to digital disruption, competitive pressures, and internal capability gaps while minimising resistance and enhancing long-term sustainability.
[bookmark: _Toc2146578403]Leadership and Organisational Culture in Change Management
Leadership and organisational culture play a decisive role in determining the success of change management initiatives. In large, complex organisations such as Tesco, strategic change cannot be achieved through structural or technological adjustments alone. Instead, effective leadership is required to guide employees through uncertainty, while organisational culture can either enable or constrain the adoption of new behaviours. This section critically analyses the role of leadership styles and organisational culture in Tesco’s change management efforts, drawing on established theoretical frameworks.
[bookmark: _Toc1230550796]Leadership and Change Management
Leadership is widely recognised as a central driver of successful organisational change. Transformational leadership is regarded as highly effective in periods of strategic change, as it emphasises vision, inspiration, and employee empowerment (Bass and Riggio, 2006). Transformational leaders motivate employees to embrace change by aligning individual goals with organisational objectives and fostering commitment rather than compliance.
In the context of Tesco, transformational leadership is especially relevant due to the scale of its workforce and the complexity of its operations. Strategic initiatives such as digital transformation, AI adoption, and new operating models require employees at all levels to adapt their skills and behaviours. Leaders who articulate a clear vision for change and demonstrate commitment through consistent actions are more likely to build trust and reduce resistance. Evidence from organisational change literature suggests that employees are more receptive to change when leaders communicate transparently and model the desired behaviours (Kotter, 1996).
However, transformational leadership alone may be insufficient in a highly operational environment such as grocery retail. Tesco also requires elements of situational leadership, where leadership style is adapted to employee competence and task complexity (Hersey and Blanchard, 1988). For example, frontline employees adopting new self-service or digital systems may initially require directive leadership and training, followed by more supportive leadership as competence increases. This flexibility is critical in managing change across diverse store formats and roles.
By contrast, transactional leadership, which focuses on performance monitoring and rewards, may support short-term efficiency but is less effective in driving long-term cultural change. Over-reliance on transactional approaches risks reinforcing compliance rather than engagement, potentially increasing resistance during periods of uncertainty. As such, Tesco’s leadership approach to change must prioritise engagement, empowerment, and adaptability rather than control.
The Role of Organisational Culture in Change
Organisational culture significantly influences how change initiatives are perceived and enacted by employees. Schein’s (2017) model of organisational culture provides a useful framework for analysing Tesco’s culture through three levels: artefacts, espoused values, and underlying assumptions.
At the level of artefacts, Tesco’s culture is reflected in store layouts, uniforms, customer service practices, and increasing reliance on digital technologies such as self-checkouts and online fulfilment systems. These visible elements signal a strong emphasis on efficiency, standardisation, and customer convenience. Tesco’s espoused values, including serving customers better every day and delivering value, align closely with its strategic objectives. However, tensions may arise when cost efficiency and automation are perceived to conflict with employee wellbeing or customer service quality.
At the level of underlying assumptions, Tesco’s culture has traditionally emphasised scale, consistency, and operational efficiency. While these assumptions have historically supported competitiveness, they may also inhibit innovation and employee empowerment if not challenged. Research suggests that deeply embedded cultural assumptions are often the most difficult barriers to change, as they shape employee behaviour unconsciously (Schein, 2017).
Hofstede’s cultural dimensions further suggest that large UK organisations such as Tesco tend to exhibit moderate power distance and uncertainty avoidance. During periods of change, this may lead employees to seek clear guidance and reassurance from leadership. Failure to provide this can increase anxiety and resistance, particularly when change involves job redesign or new technologies.
[bookmark: _Toc384697282]Culture as an Enabler or Barrier to Change
Organisational culture can act as both an enabler and a barrier to change. A culture that promotes learning, openness, and trust can accelerate change adoption, whereas a culture characterised by fear, rigidity, or poor communication can undermine even well-designed change initiatives (Burnes, 2017).
In Tesco’s case, the scale of the organisation presents a cultural challenge, as change initiatives designed at corporate level may be interpreted inconsistently at store level. If frontline employees perceive change as cost-driven rather than value-driven, resistance is likely to increase. This highlights the importance of leadership in shaping cultural narratives around change, ensuring that strategic initiatives are framed as opportunities for improvement rather than threats to job security.
Leadership behaviour is therefore instrumental in shaping culture during change. Leaders who actively engage employees, encourage feedback, and acknowledge concerns are more likely to foster psychological safety and commitment. Conversely, failure to address cultural misalignment may result in superficial compliance without genuine behavioural change, limiting the long-term effectiveness of transformation initiatives.
[bookmark: _Toc742805853]Proposed Strategic Change Management Plan
This section presents a structured strategic change management plan for Tesco, designed to address the environmental pressures and organisational challenges identified in previous sections. The plan integrates strategic, operational, and people-focused elements to ensure that change is both effective and sustainable.
[bookmark: _Toc519372306]Change Vision and Objectives
The proposed change vision is to position Tesco as the UK’s most trusted and digitally enabled value retailer by delivering a seamless omnichannel customer experience, improving peak-time service performance, and developing a future-ready workforce while maintaining sustainable profitability. This vision responds directly to digital disruption, increasing online shopping demand, and rising customer expectations around speed, convenience, and service quality.
To support this vision, the following strategic objectives are proposed. First, Tesco aims to improve customer experience during peak trading periods by reducing queue times and friction at checkout and collection points. Second, the organisation seeks to strengthen integration between physical stores and digital platforms, ensuring consistent service quality across channels. Third, the change programme aims to improve operational efficiency through targeted automation and AI-enabled forecasting, while avoiding negative impacts on service quality. Fourth, Tesco intends to enhance workforce capability and engagement by investing in training, leadership communication, and digital confidence. Finally, the plan incorporates a sustainability and ethics objective to ensure responsible data use, fair employment practices, and alignment with environmental commitments.
These objectives are deliberately measurable and time-bound, providing a clear foundation for implementation and evaluation.
[bookmark: _Toc1788324806]Stakeholder Analysis
Effective change management requires careful consideration of stakeholders who may influence or be affected by the change. Tesco’s key stakeholders include customers, store employees, line managers, senior leadership, suppliers, shareholders, and regulators.
Customers represent a high-power, high-interest stakeholder group, as satisfaction and loyalty directly influence revenue. Employees and line managers are also critical stakeholders, as they are responsible for implementing new systems and processes at store level. Resistance from this group poses a significant risk if change is perceived as cost-driven or threatening to job security. Senior leadership and the board hold high power but may have varying levels of operational involvement, making consistent alignment and visible sponsorship essential.
Suppliers and logistics partners are moderately affected, particularly where changes impact ordering systems or delivery schedules. Regulators and data protection authorities exert high power but lower day-to-day involvement, requiring compliance-focused engagement rather than continuous communication.
A tailored engagement strategy is therefore required. Employees should be engaged through consultation, training, and feedback mechanisms, while customers should be informed through transparent messaging about service improvements. Senior leaders must act as visible champions, reinforcing the strategic importance of the change.
[bookmark: _Toc1505424357]Table: Mendelow Stakeholder Matrix – Tesco Strategic Change
	Power / Interest
	Low Interest
	High Interest

	High Power
	Keep Satisfied

• HSBC and Barclays (lending banks)
• Local Authorities (e.g. Birmingham City Council, county councils)
• British Retail Consortium (BRC)
• UK Government Departments (Department for Business and Trade, DEFRA)
	Manage Closely

• Ken Murphy (Chief Executive Officer)
• Tesco PLC Board of Directors
• Executive Committee (CFO, COO, CTO, Chief People Officer)
• Institutional investors (BlackRock, Vanguard, Legal & General)
• Regulators (Information Commissioner’s Office, Competition and Markets Authority, Health and Safety Executive)
• Key suppliers (Unilever, Nestlé, Coca-Cola, major logistics partners)

	Low Power
	Monitor

• General UK public (non-regular customers)
• Small local suppliers and contractors
• Media outlets with limited Tesco coverage
	Keep Informed

• Store colleagues (frontline staff)
• Store managers and shift leaders
• Online fulfilment and Click & Collect teams
• Customers (Clubcard members, in-store shoppers, online customers)
• USDAW trade union
• Local communities around stores and distribution centres


                                
  Implementation Framework
The implementation framework adopts a hybrid change model, combining Kotter’s Eight-Step Model with the ADKAR framework and supported by the McKinsey 7S alignment perspective. This approach enables Tesco to manage strategic direction, individual behaviour change, and organisational alignment simultaneously.
Implementation should begin with establishing urgency by communicating the competitive and service risks of inaction. A guiding coalition comprising senior leaders, store managers, and digital specialists should then be formed to ensure cross-functional ownership. Pilot programmes should be introduced in selected stores to test AI-enhanced queue management, improved self-checkout systems, and revised staffing models.
At the individual level, ADKAR principles should guide training and support. Employees must understand why change is occurring, feel motivated to participate, acquire the necessary skills, and receive reinforcement through performance feedback and recognition. Successful pilots should be scaled gradually to minimise disruption and allow learning to be embedded before full rollout.
[bookmark: _Toc1096363861]Communication Plan
Communication is central to reducing resistance and building commitment. Tesco’s communication plan should be continuous, transparent, and two-way. Senior leadership should communicate the strategic rationale for change through clear and consistent messaging, emphasising benefits for customers, employees, and the organisation.
Store managers play a critical role as local change agents and should be equipped with toolkits, briefing materials, and opportunities to address employee concerns. Regular updates via internal platforms, team meetings, and feedback surveys should be used to monitor sentiment and address emerging issues. Externally, customers should be informed about service improvements and changes to digital systems using in-store signage and digital channels, reinforcing trust and transparency.

[bookmark: _Toc249362301]Financial and Resource Plan
[bookmark: _Toc899529065]The proposed change programme requires investment in technology upgrades, workforce training, and change management resources. Key cost areas include AI and self-checkout enhancements, system integration, training programmes, and temporary staffing support during transition periods.
However, these costs should be evaluated against long-term financial benefits, including reduced transaction times, lower error rates, improved labour productivity, and increased customer retention. Efficiency gains achieved through automation and improved forecasting can offset initial investment over time. The financial plan should therefore adopt a medium-term horizon, balancing short-term expenditure with long-term value creation.
[bookmark: _Toc422447603]Risk Assessment and Mitigation
Several risks may affect the success of the change programme. Employee resistance represents a significant risk, particularly if change is perceived as threatening job security. This risk can be mitigated through early engagement, clear communication, and visible investment in training and development. Technology failure or system instability is another risk, which should be managed through phased implementation, pilot testing, and contingency planning.
Customer dissatisfaction during transition periods poses reputational risk. This can be mitigated by piloting changes, maintaining alternative service options, and responding quickly to feedback. Finally, ethical risks related to data use and workforce impact must be managed through compliance with data protection legislation and adherence to fair employment practices.
[bookmark: _Toc500955308]Evaluation and KPIs
Evaluation is essential to ensure that the change programme delivers its intended outcomes. Key performance indicators should include customer satisfaction scores related to checkout and service speed, average transaction and queue times, frequency of self-checkout interventions, employee engagement and training completion rates, and operational cost-to-serve metrics.
Regular review cycles should be established to assess progress against objectives and enable corrective action where required. Importantly, evaluation should focus not only on financial performance but also on behavioural adoption and cultural alignment, ensuring that change is embedded rather than superficial.
Discussion and Critical Reflection
One of the primary strengths of the proposed change plan lies in its integrated approach, combining strategic direction, people-centred change, and organisational alignment. By adopting a hybrid change management framework that draws on Kotter’s, ADKAR, and McKinsey 7S models, the plan addresses a common weakness of change initiatives: the tendency to focus either on strategy or on people, but not both. This integration increases the likelihood of sustained behavioural change rather than superficial compliance. In particular, the emphasis on employee engagement, reskilling, and leadership communication reflects evidence that change programmes are more successful when employees understand and feel supported throughout the process.
Another key strength is the plan’s customer-centric focus, especially its emphasis on improving peak-time service performance and omnichannel integration. Given Tesco’s competitive environment and thin operating margins, enhancing customer experience represents a strategically sound route to differentiation and long-term loyalty. The use of pilot programmes and phased implementation further strengthens the plan by reducing operational risk and enabling learning before large-scale rollout.
However, several limitations must be acknowledged. First, the plan requires significant financial and managerial resources at a time when the retail sector is under cost pressure. Although long-term efficiency gains are anticipated, short-term investment may strain budgets and management capacity. Second, the success of the plan is heavily dependent on leadership capability at store level. Inconsistencies in managerial competence, communication quality, or change commitment could result in uneven implementation and employee disengagement. This highlights the risk that centrally designed change initiatives may be interpreted differently across diverse operational contexts.
From an ethical perspective, the proposed change plan raises important considerations related to data usage, workforce impact, and fairness. Increased reliance on AI and customer data analytics necessitates robust data governance to ensure compliance with data protection legislation and maintain customer trust. Additionally, while automation and efficiency improvements can enhance performance, they may also increase employee anxiety regarding job security. The plan attempts to mitigate this risk through reskilling and engagement initiatives; however, ethical leadership and transparent communication remain essential to ensure that technological change is perceived as enabling rather than exploitative.
In terms of sustainability, the plan demonstrates alignment with Tesco’s long-term strategic objectives by embedding environmental responsibility, workforce development, and continuous evaluation. By focusing on cultural alignment and capability building, the plan moves beyond short-term performance metrics and supports organisational resilience. Nevertheless, sustaining momentum beyond the initial implementation phase will require ongoing leadership commitment and adaptability as external conditions continue to evolve.
[bookmark: _Toc706533409]Conclusion
This report has examined the strategic challenges facing Tesco within an increasingly complex and dynamic business environment and has proposed a comprehensive change management plan to address these challenges. The analysis demonstrated that Tesco operates under sustained pressure from digital disruption, intensifying competition, economic uncertainty, and evolving consumer expectations. These external forces, combined with internal challenges related to operational efficiency, workforce capability, and cultural alignment, create a compelling case for structured and strategic organisational change.
The environmental and organisational analysis highlighted that while Tesco possesses significant strengths, including brand recognition, scale, and advanced data capabilities, misalignment between strategy, systems, and people risks undermining long-term performance. The review of change management models showed that no single framework is sufficient to manage the scale and complexity of Tesco’s transformation. Instead, a hybrid approach integrating Kotter’s strategic leadership focus, ADKAR’s emphasis on individual behaviour change, and the McKinsey 7S framework’s alignment perspective was identified as the most appropriate solution.
Leadership and organisational culture were shown to be critical enablers of successful change. Transformational and situational leadership styles were identified as particularly relevant in guiding employees through technological and operational change, while Tesco’s culture was found to contain both enabling and constraining elements. The report emphasised that leadership behaviour and communication are central to aligning organisational values with strategic objectives and embedding sustainable change.
In conclusion, the report recommends that the board of directors endorse a phased and integrated change programme that places equal emphasis on strategic direction, people engagement, and cultural alignment. By adopting this approach, Tesco can not only mitigate current risks but also strengthen its long-term resilience, competitiveness, and reputation within the UK grocery sector. Proactive, well-led change will be essential if Tesco is to continue delivering value to customers, employees, and shareholders in an environment of ongoing uncertainty and transformation.
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